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Colgate Shifts 
L&N's Product 
Assignments 


Vel Powder to Move to 
New Agency; L&N Gets 
Vel Bar, New Product 


New York, Feb. 20—Colgate- 
Palmolive Co, is taking Vel powder 


out of Lennen & Newell, and at| 


the same time giving the agency 
Vel beauty bar and an unnamed 
new product. 

The agency retains Vel liquid, 
Lustre-Creme shampoo and Ad 
detergent. The Vel powder account 
is thought to represent slightly 
under $2,000,000 in billings. Vel 
beauty bar has been unassigned 
since last November, when it was 
resigned by Carl S. Brown Co. 
(now Brown & Butcher). 

Vel powder is leaving the agen- 
ey, according to a Colgate spokes- 
man, because “it was wrong to be- 
gin with to have Vel liquid and 
Vel powder in the same shop— 
they’re too competitive.’ Separate 
brand managers will be appointed 
for the two products, he said. 

Vel powder reportedly now has 
only about 20% of the market it 


had four years ago, and there is} 
the | 


increasing evidence that 
growth potential may lie more 
with the liquid detergents than the 
powdered variety. 


® Appointment of a _ successor 
agency may not be made for sev- 
eral months. A combination of 
more than half a dozen agenci 
including some in 
stable, including D’Arcy, Cunning- 
ham & Walsh and Norman, Craig 
(Continued on Page 189) 
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Fresh-fluffed to stay soft and tender 
by Campfire’s exclusive hot-whipped process | 


YUMMIES—This color ad is part of a 
big print and tv campaign of the 
Cracker Jack Co., maker of Camp- 
fire marshmallows, which will be- 
gin in April. Comics sections, sup- 
plements and Ladies’ Home Jour- 
nal will be used. Cracker Jack will 
also receive heavy promotion this 


spring. Leo Burnett Co. is the 
agency. 
Entangling Alliance 


at B&B Denies Bolte 
| SSC&B Presidency 


New York, Feb. 21—The situa- 
|tion at Sullivan, Stauffer, Colwell 
& Bayles was not unlike the morn- 
ing after a Central American elec- 
|tion—someone was president, but 
who? 

| Brown Bolte, formerly an exec 
|\vp and plans board chairman of 


| Benton & Bowles, was slated to be 


F. Sullivan moving up from presi- 
|dent to chairman of the board and 
|continuing as chief executive offi- 
(Continued on Page 189) 


Internal Revenue Says ‘No’... 


Courts May Have to Decide Tax Status 


of Utility Companies’ ‘Lobbying’ Ads | 


Tax Officials Deny That 
Ruling Will Affect Other 
Types of Institutional Ads 


WASHINGTON, Feb. 19—The tax 
problems of institutional advertis- 
ing were brought into sharp focus 
today after the Internal Revenue 
Service announced that it has in- 
structed its field staff to disallow 
deductions claimed by utilities 
which support the advertising of 
America’s Independent Electric 
Light and Power Companies. 

The action was reported in a 
brief note to Sen. Estes Kefauver 
(D., Tenn.), who raised the issue 
just a year ago in a letter to Tax 
Commissioner Russel Harrington, 
asking whether costs of individual 
companies supporting the drive 
were classified as a business cost. 


s The ruling comes at a time when 
advertising groups are asking top 
Treasury officials to take a fresh 
look at tax regulations which say 
that expenditures for lobbying pur- 
poses, the promotion or defeat of 
legislation, the exploitation of 


propaganda, including advertising 
other than trade advertising, are 
not to be allowed as business ex- 
penses for tax purposes (AA, Feb. 
3). 
While regulations of this type 
have existed for more than 20 
years, groups like the Advertising 
(Continued on Page 192) 


Dunning, Proud, 
Utility Exec Oakes 
Hit Deduction Rule 


New York, Feb. 20—Edward R. 
Dunning, vp, N. W. Ayer & Son, in 
charge of the Electric Companies 
Advertising Program account, told 
ADVERTISING AGE that the “program 
will continue as is.” 

The current ECAP program, bill- 
ing “a couple of million” according 
to Mr. Dunning, is running in 25- 
28 magazines. Participating are 120 
| companies, each of which contrib- 
utes on a per-meter basis. 

The ads carry the signature: 
America’s Independent Electric 

(Continued on Page 192) 
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32 Agencies in ‘Over $25,000,000° 
Group Billed $2.6 Billion in 1957 


Billings Reported for 430 Agencies in Advertising Age’s 14th Annual Exclusive 


Tabulation; Four Agencies Top $200,000,000, Two Others Pass $100,000,000 
| Copyright, 1958, by Advertising Publications Inc. Quotation or reproduction 
in whole or in part without written permission is expressly prohibited. 
| 
| New York, Feb. 21—In 1957, 32 agencies 
Ibilling more than $25,000,000 chalked up a total 
of $2.6 billion, a substantial increase over the 
$2.4 billion billed by 34 agencies in this group 
in 1956. 

The $200,000,000 gain demonstrates graphi- 
cally the kind of year it was for advertising, and 
a substantial part of the increase was chalked 
up abroad, testifying to a good year for interna- 
tional advertising. 


than $100,000,000 in 1957. Also, just below the 
line in 1957, and now billing at a rate of more 
than $100,000,000, is Foote, Cone & Belding. 


® There are now 19 agencies which bill more 
than $50,000,000 a year—there were six agen- 
cies over $50,000,000 in 1950, only two in 1945. 

The median agency in this group billed $55,- 
000,000. Last year the median fell between 
$41,000,000 and $51,000,000. 

Again, these agencies tend to show the best 
profit picture in the agency field, reversing a 
trend of some years. 

For the top 100 agencies billings were $3,485,- 
000,000, compared with $3,175,000,000 in 1956. 
Billings of some 430 agencies are reported in 
this issue. 


® These titans of the agency world continued 
to show dominance of the advertising business. 
There are now four agencies with more than 
$200,000,000 a year in billings; one of the four— 
J. Walter Thompson Co.—is obviously likely to 
break the $300,000,000 mark in 1958. 

There are two more agencies—N. W. Ayer & Since this is the 14th year of ADVERTISING 
Son and Ted Bates & Co.—with billings of more | Ace’s exclusive billings report, it is repeated: 


| 1. These are agency billings, a 
_An Alphabetical Index of All 430 Agencies Is ee dar elle Wee oe 


| cies for clients. They no more rep- 
on Page 2; Make Following Changes in Tables resent income than do deposits for 
| In the billings listings on Page 60) 


An * (indicating estimated) was |* bank or face value of policies 
| the 1957 figure for Sullivan, Stauf-| omitted in front of 1957 billings written for an insurance company. 
fer, Colwell & Bayles should be figures for J. Walter Thompson Co.;| %- In compiling this report, re- 
$38.6 million instead of $38.0 mil-, Young & Rubicam; N. W. Ayer & | sponding agencies have been asked 
lion. Also, the figure for Donahue & Son; Foote, Cone & Belding;|t© Say what proportion of their to- 


| 


|Coe should be $30.9 million, which|Campbell-Ewald; Erwin Wasey,|t@! billings are accounted for by 


> te Colante president of SSC&B, with Raymond | paises its rank to 28. Correct rank-|Ruthrauff & Ryan; William Esty | fees, and to capitalize fees by mul- 


| 


'Co.; Brooke, Smith, French & Dor-|tiplying them by 6% to equalize fee 
|rance; Geyer Advertising; William | business with billing. 

30.9 Douglas McAdams Inc. os on Page| 3. Where an agency’s interna- 
™ |60); Geoffrey Wade Advertising; | tional billing is substantial, AA has 
29. Norman, Craig & Kum McKim Advertising; Marsteller, |tried to report it separately. 

|- ERO cecccccsseconsnonsnscnssscsasenee 28.3 | Rickard, Gebhardt & Reed; Morey, | 4. The phrase “estimated” is used 
(80. Maxon Inc. .......scsessseee 28.0 | Humm & Warwick; Vickers & Ben” |in connection with the billing fig- 
son, and L. W. Frohlich & Co. (all\ ures of a number of agencies. In 
(31. Cockfield, Brown & Co. 27.4 on Page 62). some instances this is necessary 


——— of agency or client policy. 
» n most cases where it is, it repre- 
Last Minute News Flashes |sents a joint endeavor in which an 
. AA reporter and a top executive of 

Tyler Leaves Burnett; Daniels Is Plans Board Head the agency arrived at the reported 
Cuicaco, Feb. 21—Draper Daniels, vp in charge of creative depart-| figure. In a handful of cases in 
ments of Leo Burnett Co., has been named chairman of the plans board, | this lengthy report it represents a 
succeeding William Tyler, who has resigned from the agency. Mr. Ty- |calculated guess on AA's part, 
ler, contacted at Delray Beach, Fla., told Apvertisinc AGE that he | ased on the best available data. 
planned to “sit tight” for several months. 


" ne ® There is really very little chan 
Lincoln Cuts Agencies to Six; Decision Due Soon | in the billings picture of the os 


DEARBORN, Feb. 21—Lincoln has narrowed its choice for a new agen-| group. There are fewer because of 
cy to six finalists, and is expected to make its choice in the next week|the merger of Ruthrauff & Ryan 
to 10 days. Reportedly among the finalists are D’Arcy Advertising, Ben-| and Erwin, Wasey & Co., and be- 
ton & Bowles and Cunningham & Walsh. Ford Motor Co.’s three car|cause Brooke, Smith, French & 
agencies—J. Walter Thompson Co., Kenyon & Eckhardt and Foote, Cone |Dorrance now appears in the next 
& Belding—are not being considered. lower bracket. Eighteen of the 


Maryland Ad Tax Ban Virtually Assured apeneies ane heasuuertanes tn Dae 


York; four each in Detroit and 
ANNAPOLIS, Feb. 21—Passage of legislation prohibiting imposition of |Chicago; one each in Minneapolis, 
ad taxes by any subdivisions of the state—but not by the‘state itself— | Philadelphia, St. Louis and Cleve- 
was virtually assured late today when the Maryland Advertising Coun-|land; and two in Canada, both 
cil threw its support behind a bill introduced by Delegate Jerome Rob- | in Toronto. 
inson (see earlier story on Page 4); the council had introduced a meas-| Among the agencies in the group 
ure of its own last week. As AA went to press the legislation had cleared | recording spectacular gains were 
the appropriate committees in both houses of the state legislature. Ted Bates & Co., McCann-Erick- 


Y&R, C&W, Compton Reportedly Lead Chrysler Race} Young eae Seana Se, Be 


Young & Rubicam. Four agencies 
Derroir, Feb. 21—Young & Rubicam, Cunningham & Walsh and| which have shot up sharply in re- 
Compton Advertising are reported to be leading contenders for the|cent years reported fairly level 
Chrysler and Imperial car account as Chrysler Corp. officials spent the | billings: Benton & Bowles, Leo 
week talking with agencies. BBDO (DeSoto) and Grant (Dodge) re-| Burnett Co., Kenyon & Eckhardt, 
portedly have been asked to solicit Chrysler institutional advertising. |Maxon. Three agencies reported 


| (Additional News Flashes on Page 193) (Continued on Page 58) 


ing: 


28. Donahue & Coe ............ 
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128 


Alphabetical Index for 
Agency Billings Section 


E AGENCY 


Robert Acomb Inc. ............00. 
Burke Dowling Adams Inc. . 
Ad-Art Associates 

Williom Hart Adler Inc. . 
Admakers 

Agricultural Information Service 
Aitkin-Kynett Co. .. 

Ralph Allum Co. ... 
Altman-Hall Associates 
Anderson Advertising 
Anderson Inc. 

Anderson & Cairns 

Andrews Agency 

The Andrews Co. 

Arbogust Co. 

Armstrong Co. ....... 

Arndt, Preston, Chapin, 

lamb & Keen ............ 

Arnold & Co. 
Associated Advertising Agency 
Aubrey, Finlay, Marley & Hodgson 
Wesley Aves & Associates ....... 
N. W. Ayer & Son 
Melvin E. Bach & Co 
W. H. Badke Advertising 

Baer, Kemble & Spicer ...... 
Baisch Advertising ....... 

Baker Advertising Agency oa 
A. N. Baker Advertising Agency 
Herbert Baker Advertising 

Ball & Davidson 
G. M. Basford Co. 
Ted Bates & Co. oe 
Batten, Barton, Durstine 

& Osborn 
Batz-Hodgson- Movecdinns 
William L. Baxter Advertising 
Fred R. Becker Advertising .. 
Max W. Becker Advertising 
J. Stewart Bell Advertising Co. 
Lovis Benito Advertising ... 
Benton & Bowles 
Gordon Best Co... 
Biddle Advertising Co. .......... 
Black & Musen .... 
Alfred Black Co. 
Boccard, Dunshee & Jessheon ‘ 
Boland Associates 

Bonsib Inc. 

Botsford, Constantine & Gardner 
Leo P. Bott Jr. Advertising . 
Charles Bowes Advertising ..... 
Bozell & Jacobs windeaie 
Bradley, Venning & Hilton P 
Brandt Advertising Co. 

R. C. Breth Inc. ......... es 
Harry P. Bridge Co. ........ 
Brooke, Smith, French & @eevenee 
S. M. Brooks Advertising 
D. P. Brother & Co. ... 
Galen E. Broyles ......... 
Buchanan & Co. ..... 
The Buchen Co. 
Burdick, Becker & Fitzsimmons .... 
Don Burgess Agency ........... senine . 
Leo Burnett Co. . 

R. H. Buss & Associates 

Kenneth B. Butler & Associates 
Byer & Bowman .......... " 
Byrum Advertising Agony onnncnee 
Cabell Eanes Inc. .. sbieviints 
Calkins & Holden... 
J. M. Camp & CO. occccccccceeeeeneens 
Campbell-Ewald Co. 
Campbell-Mithun ...... 
Campbell-Sanford omens 
Solis S. Cantor ae panes , 
Caples Co. ineinianesainn 
Cayton Inc. SEREeaeoee 
W. Craig Chambers Inc. ......... 
Cherry Solt & Associates . 
James Thomas Chirurg Co 

J. W. Christopher Inc. ... 
Adrian E. Clark Jr. Inc. 
Harold Walker Clork Inc. ......... 
Sidney Clayton & Associates .... 
Cockfield, Brown & Co. .......... 
Cohen & Aleshire .......... 

Cole & Weber 
Compton Advertising 
Allan J. Copeland Advertising 
Copley Advertising Agency 
Cramer-Krasselt Co. .....cceceseeeeres 
Creative Marketing Associates 
Crescent Studio ec. cccceecens 
Crisp & Harrison Agony «. 
Critchfield & Co. amnenes 
Cruttenden Advertising ..... . 
Cunningham & Walsh 
Dancer-Fitzgerald-Sample 
Daniel & Charles... 
D’Arcy Advertising Co. ....... 
Allan David Advertising 

R. I. David & Co. .. 


BILLING | 


103,400,000 


210,500,000 
1,748,777 
350,000 
385,431 
631,000 
137,291 


3, 191, 887 
113,242 
815,137 

12,000,000 


PAGE AGENCY BILLING 
128 Davis, Parsons & Strohmeier ........ 889,158 
Pee IR: Te TENG - sitccscncisvetnemniamainde 1,215,000 
82 Doherty, Clifford, 
Steers & Shenfield ...................... 20,800,000 
FP CUD Bh GD crcensccescstcscesceessane 30,900,000 
82 W. B. Doner & Co. ......... 10,800,000 
128 Lee Donnelley Co. ................ 494,770 
fe  -  eee 15,000,000 
128 Douglas Advertising Agency ...... 187,736 
128 John L. Douglas & Associates .... 325,000 
82 Dowd, Redfield & Johnstone .... 14,500,000 
82 Doyle Dane Bernbach Inc. .......... 20,176,091 
113 Duncan-Brooks Inc. ...........ccccccee 1,013,093 
128 Maynard L. Durham & Associates 128,149 
102 Roy S. Durstine Inc. 00.0.0... 5,000,000 
128 Earl & Benjamin Advertising Service 182,312 
128 Lester Earle Ine. ................. 500,000 
128 Fred H. Ebersold Inc. 432,932 
128 Edelstein-Nelson 250,000 
We I 1 GID... satascncericccsnserennves 15,100,000 
128 Ray Ellis Advertising ...............00 766,054 
129 Enyart & Rose 700,000 
128 Alvin Epstein Inc. .......cccccccseeeeeeens 823,608 
70 Erwin Wasey, Ruthrauff & Ryan 73,000,000 
129 George Eschbaugh Advertising 96,700 
114 Esmond Associates ........ccccccseesceee 2,000,900 
70 William Esty Co. . 
129 Faber Advertising 
Pe INTIS, inticticiacdintncpiactaaiogidtinn: 
Sf OE 
129 Feeley Advertising Agency ... 850,000 
TE FUE A. FOS GDN cncscsnsascisicceess 209,292 
102 Lawrence Fertig & Co. 2.0.0.0... 9,000,000 
129 Firestone-Goodman .............0000 400,000 
129 Fischbein Advertising Agency .... 900,000 
82 Fitzgerald Advertising Agency .. 14,000,000 
Dee ih Bis ID Sansenensinvotsiinnsanmnnsminiins 64,800 
129 Food Research Advertising .......... 188,400 
70 Foote, Cone & Belding ................ 96,000,000 
102 Foster Advertising Ltd. ............... 6,000,000 
129 Frances, Morris & Evans ............ 625,200 
82 Albert Frank-Guenther Law Inc. 14,830,100 
102 Clinton E. Frank Inc. .................. 7,000,000 
116 Jones Frankel Co. ................ 1,400,100 
114 E. M. Freystadt Ameciates exspomeee 1,271,642 
129 Ad Fried Advertising Agency .... 260,000 
114 Friend-Reiss Advertising Agency ........ 4,783,249 
84 L. W. Frohlich & Co. .....ccccee 10,500,000 
129 Charles F. Frey Adv. Associates 223,598 
70 Fuller & Smith & Ross .........000 44,700,000 
102 Fulton, Morrissey Co... 5,000,000 
129 Clif Furgurson Advertising ......... 621,507 
129 Fyten-Hoffman inc. mere 300,000 
129 Gabriel Advertising pony — 145,000 
84 Gardner Advertising Co. .......... 22,000,000 
129 Garfield Advertising ................. 423,774 
114 Garfield-Linn & Co. ooo 1,500,000 
114 Gaynor & Ducds ........ccccccceceees 3,446,260 
129 Geren Advertising  ...........0 100,000 
114 The Getschal Co. ..............0000000+. 1,420,000 
84 Geyer Advertising ..........sses 19,000,000 
114 Gillham Advertising | ............ 2,135,000 
103 Bert S. Gittins Advertising .......... 5,000,000 
114 Godwin Advertising Agency ..... 2,658,807 
130 Goodis, Goldberg, Dair Ltd. .... 335,000 
130 Goodman Technical Publications 12,000 
114 Gore, Smith & Greenland ........ 3,112,000 
103 Gotham-Vladimir Advertising 6,000,000 
71 Grant Advertising  .......0000000 90,500,000 
130 Grant & Wadsworth ....... 371,232 
114 Graves & Associates .............0. 1,568,000 
8 Ek  _, Snerenennen 12,275,000 
114 Monroe Greenthal Co. ............. 4,900,000 
71 Grey Advertising Agency ........... 43,600,000 
130 Grimm & Craigle ..........0 536,382 
84 Griswold-Eshleman Co. 10,220,000 
114 Charles Anthony Gross ............ 2,750,250 
116 Grubb & Petersen... 1,783,513 
130 Art Gruber Associates, Advertising 500,000 
103 Guild, Bascom & Bonfigli ............ 8,143,815 
84 Lawrence C. Gumbinner ............ 12,000,000 
130 Marvin Hahn Ine. .....ccccccccceceeeees 214,437 
130 Bob Hairston & Associates ........ 116,000 
UE De 810,000 
130 Hall & Thompson «0.0.0... 509,210 
130 John T. Hall & Co. ...ccccccceecevens 467,000 
130 John L. Halpin Advertising ....... 136,796 
130 E. M. Halvorson Co. 200,000 
Be FRRIOR Ge ccccccccsstscccccccssescensnnens 132,371 
116 Harris & Co. - 2,700,000 
131 Harris & Montague ..........cccee 930,789 
116 Hart-Comway Co. crccccccccccccccceeeene 2,029,706 
103 L. H. Hartman Co. .... 5,263,000 
131 Hastings Advertising .................. 26,670 
131 William A. Hatch Inc. ................ 170,000 
131 A. Hemsing Advertising ............ 81,651 
86 Henri, Hurst & McDonold .......... 12,000,000 
116 J. M. Hickerson Inc. 00... 1,554,472 
131 John B. Hickox Inc. 500,000 
103 Hicks & Greist .......... 7,200,000 
103 Hilton & Riggio ..............cccceeres 5,600,000 
103 Hixson & Jorgensen... 9,139,955 
131 Rolph W. Hobbs Associctes ...... 400,000 
116 Hoefer, Dieterich & Brown ......... 1,613,000 
131 Hoffman-Manning Inc. om 607,000 
131 E. T. Holmgren Inc. 2.0.0... 598,301 
B86 Honig-Cooper Co. o.cceccccccceseneee 10,075,000 
86 Bryan Houston Inc. oo... 14,300,000 
86 Charles W. Hoyt Ine. ....ccccccee 10,092,000 
103 H. B. Humphrey, Alley & Richards 6,500,000 


| 


PAGE AGENCY BILLING 
131 Ed. M. Hunter & Co. ..... 450,000 
116 Hutchins Advertising Co. ....... 3,122,187 
116 Jackson, Haerr, Peterson & Holl .. 2,121,600 
131 Frank C. Jacobi Advertising .... 290,531 
116 Jefferson Advertising Agency .... 1,039,011 
131 Don Jenner Advertising Agency 123,000 
131 Jennings & Thomp Advertising 885,000 
116 Johnson & Lewis Advertising .... 2,500,000 
116 Jones, Brakeley & Rockwell ...... 1,932,045 
106 Kastor, Farrell, Chesley & Clifford 8,900,000 
SOE Demet Tate Gas. ccceseccsscsiscccrccese 8,956,000 
131 Keller, Advertising Co. 80,000 
72 Kenyon & Eckhardt 2000000000000... 86,000,000 
116 Kerker, Peterson, Hixon, Hayes 2,774,241 
86 Ketchum, Macleod & Grove .... 24,200,000 
86 Keyes, Madden & Jones ............ 16,900,000 
132 Keystone Advertising .............. 290,478 
106 Abbott Kimball Co. oo... 7,000,000 
132 W. S. Kirkland Advertising ..... 435,000 
106 Klau-Van Pietersom-Dunlap ...... 9,337,799 
132 Kniep Associates 0.0.0.0... 648,209 
132 Albert A. Kohler Co. ....0.0000... 249,334 
132 Russell Kolburne Inc. ...........0.... 204,670 
132 Wolter Kranz Ine. oo... 441,750 
72 Kudner Agency oo... 55,000,000 
116 Lago & Whitehead ................... 1,421,004 
132 Lake Advertising ..........cccce 127,000 
132 Ted Lamb & Associates ........ , 650,000 
86 Lambert & Feasley .................... 10,108,003 
116 Lando Advertising Agency ...... 2,105,439 
106 Lang, Fisher & Stashower ......... 5,000,000 
132 Raymond |. Lang Advertising .... 208,862 
B6 C. J. LaRoche & CO. eee 12,980,169 | 
118 Lavenson Bureau of Advertising 3,425,000 | 
BSD Cilnt Lemp IMC. ....ccccccsoccorccee 135,090 
118 Leber & Katz ........... Sake 1,190,000 
87 Al Paul Lefton Co. 0.0.0.0 17,000,000 
72 Lennen & Newell ..............0.... 45,000,000 
132 Lescarboura Advertising _............ 760,000 
132 Levinger Advertising Agency ..... 135,225 
106 Lewin, Williams & Saylor ........ 6,900,000 
106 Lewis & Gilman ..........0000 a 5,000,000 
118 Corr Liggett Advertising ............. 2,000,000 
132 Lindeman Advertising 487,920 
132 Litman-Stevens & Margolin 486,740 
132 Livingston & Associates 
87 James Lovick & Co. . y 
132 Lubell Advertising Associates ...... 725,000 
118 Luckoff & Wayburn ............... 3,737,262 
87 Earle Ludgin & Co. ooo 13,000,000 
132 Lund & Willett Advertising ...... 148,500 
118 Lynch, Hart & Stockton ........ 1,264,000 
118 MacDonald-Cook Co... 1,560,063 
106 MacFarland, Aveyard & Co. ...... 9,000,000 
72 Maclaren Advertising Co. .......... 25,752,000 
134 Macloughlin Advertising Agency 87,850 
74 MacManus, John & Adams ........ 40,220,439 
134 Margaret Macy Advertising Co. 262,821 
118 Malcolm-Howard — ...cccccecccessssenees 2,000,000 
134 Manchester & Kreer ... 500,000 
118 Marcus Advertising ...........0000 1,046,887 
134 Marshall & Coch . - 325,000 
87 Marsteller, Rickard, ‘Gebhardt 
TN ictpewtiiceess 11,000,000 
134 Nicholas Masso 2.0... 10,300 
87 J. M. Mathes Inc. ........ccccce 20,275,000 
134 Jack Mathis Advertising ........ 200,000 
FO GR WR cceccsentennnicnivieees 28,000,000 
87 William Douglas McAdams tne. 12,500,000 
134 McCaffrey Advertising 306,048 
74 McCann-Erickson — ......00000- 262,000,000 
106 McCarty Co. ccccccccsscecceeees 7,000,000 
108 McConnell, Eastman & Co. 8,500,000 
118 W. A. McCracken Ltd. .. , 1,050,000 
134 R. J. McFarlin & Co. ............ 150,000 
118 McGiveran-Child Co. ........ 1,200,000 
87 McKim Advertising Ltd. 11,250,000 
118 Harris D. McKinney Inc. .... 1,437,000 
134 McNeill & McCleery .. i 446,000 
134 Charles Meissner & Associates 505,001 
87 Meldrum & Fewsmith .......... .. 10,930,000 
118 George T. Metcalf Co. .............. 1,299,987 
108 Arthur Meyerhoff & Co. .... 9,933,485 
134 Milici Advertising Agency 400,239 
118 Miller Advertising Agency 4,700,000 
BOB C. 0. Mer Ce. crcccscevccsecssceeses. 9,000,000 
B7 Emil Mogul Co. .....ccccccccccceeeeees 10,000,000 
134 Mohawk Advertising Co. ........... 37,000 
134 John S. Monsos Advertising ........ 166,595 
134 Meeere B CO. nrcrccccscercccccsccscscorees 285,284 
88 Morey, Humm & Warwick ........ 11,000,000 
134 Morgan Advertising Co. ............ 558,630 
134 Morrison-Greene-Seymour .......... 621,000 
118 Mullen & Associates 1,000,000 
134 Mullican Co. cccccccccecesesceneseeseenneee 960,416 
108 John F. Murray Co... 5,000,000 
134 S. Gunnar Myrbeck & Co. ........ 770,000 
134 Natall & Maloney Ltd. .............. 75,267 
134 Neale Advertising Associates .... 742,454 
74 Needham, Lovis & Brorby ......... 33,373,330 
136 Carl Nelson & Associates ........ 950,000 
136 Newmon, Stern & Mandell ...... ; 773,000 
136 Michael Newmark Agency ........ 600,000 
118 Newmark’s Advertising Agency 1,021,000 
75 Norman, Croig & Kummel ......... 28,300,000 
BB North Advertising  ..........c0s0 11,000,000 
88 Ogilvy, Benson & Mather ........... 17,140,000 
118 Olian & Bromner .........cccccccees 2,500,000 
108 Robert Otto & Co. . 5,000,000 
118 Palm & Patterson 3,788,384 
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PAGE AGENCY BILLING 
136 Charles Palm & Co. oo... 543,845 
Be SE eee 10,500,000 
88 Parkson Advertising .. 15,500,000 
120 Parsons, Friedman & Contead sclaa 1,135,384 
eee 410,011 
120 Paul-Phelan Advertising Ltd. .... 1,232,000 
136 Maurice Paulsen Advertising .... 187,454 
108 Peck Advertising .............008 6,500,000 
We Be TR, PURE Ge cnccccscsctscscssscess 2,620,811 
136 Pfaus-Finkle Pme.  ooocccccccccccceeee 604,543 
136 A. D. Phillips Advertising .......... 227,000 
108 Potts-Woodbury Inc... 8,657,895 
136 Powell Advertising 00.0.0... 410,471 
120 Powell, Schoenbrod & Hall ...... 1,535,000 
110 Product Services Inc. ................ 5,400,200 
120 Proebsting, Taylor Inc. .............. 1,413,794 
136 Public Relations Associates ........ 80,000 
120 Publicidad Badillo .........0ccc00 2,502,820 
120 John Ramsey Co. Advertising ...... 1,191,798 
88 Reach, McClinton & Co. ............ 12,240,582 
| 136 Read Bros. Advertising ................ 374,776 
110 Knox Reeves Advertising ............ 9,403,383 
120 Remsen Advertising Agency ...... 1,500,000 
101 Fletcher D. Richards Inc. .......... 20,638,983 
136 Ritter-Lieberman .............60666000008 867,000 
136 Roark & Colby Advertising Co. 100,000 
120 Robertson, Buckley & Gotsch ...... 1,219,864 
136 Marshall Robertson Advertising 880,882 
110 Roche, Rickerd & Cleary .......... 7,831,000 
110 Ronalds Advertising Agency ...... 5,600,000 
136 Root Advertising Agency .......... 43,290 
136 Irving J. Rosenbloom & Associates 905,000 
121 Rothbardt & Haas ............00000. 1,500,000 
101 Ross Roy Inc. .... . 17,900,000 
138 Rozene Advertising Ageney 270,000 
er NUE GOOG... cosaienicserninics ae 9,232,000 
110 Maxwell Sackheim & Co. .......... 5,500,000 
138 Ed St. Aubin Associates ............ 218,577 
138 Saks & Grinnell 91,910 
138 M. L. Samson Co. 344,695 
121 Sanger-Funnell Inc. 1,154,146 
138 G. R. Sauviat & Associates ........ 600,000 
121 Savage-Lewis Ine. o..cccccceeceee 2,000,000 
110 Frank B. Sawdon Ince. .......... 6,820,000 
138 Schnell & Associates .........000000 350,000 
138 Michael W. Schoen Co. ............ 325,000 
121 Schramm Advertising Co. .......... 3,397,019 
138 Mark Schreiber Advertising ...... 559,000 
138 Robert Seat Advertising Agency 366,800 
138 J. B. Sebrell Advertising .......... 550,000 
138 Ken Seitz & Associates ........... 697,344 
111 John W. Shaw Advertising .. 7,000,000 
121 Charles Sheldon Inc. , 1,354,000 
138 Simmons Advertising Agency ‘aie 62,881 
121 Kennedy Sinclaire Inc. .............. 4,935,800 
138 Smith & Neiswander ; 425,000 
111 Spitzer & Mills oo... 6,000,000 
138 Spooner & Kriegel ...... : 680,000 
111 Harold F. Stanfield Ltd. ............ 6,110,431 
ee ee ee 279,683 
121 Stern, Walters & Simmons ........ 1,137,400 
122 Gabriel Stern Inc. ........0000 1,680,000 
138 Stevenson & Associotes .............. 280,000 
140 Stewart Associates ...........005. 38,000 
122 James A. Stewart Co. ..... 1,038,000 
140 Sid Stone Advertising .............. 400,000 
TUE Glee B  FRROay . cxricscrsnciesescccssess 6,000,000 
140 Studio Advertising Workshop 37,250 
140 Sturges & Associates ..........000 293,645 
122 Sudler & Hennessey ........000000 2,003,815 
75 Sullivan, Stauffer, Colwell & Bayles 38,600,000 
T11 Sweeney & James ......ccceccccccceeeee 5,000,000 
140 G. F. Sweet & Co. .........0..000.00. 844,080 
122 Howard Swink Advertising 2,336,158 
122 Symonds, MacKenzie & Co. .... 2,642,446 
140 Tom Talley Advertising _......... 310,000 
140 William G. Tannhoeuser Co. .... 650,000 
101 Tatham-Laird Ine. .....ccccccceceeee 20,307,000 
78 J. Walter Thompson Co. ............ 285,000,000 
122 Arthur Towell Inc. .............600008 1,005,218 
140 Town Crier Agency 445,730 
140 Tri-State Advertising Co. ............ 276,963 
140 Truppe, LaGrave & Reynolds .... 540,000 
122 Roland G. E. Ullman... 2,000,000 
111 VanSant-Dugdale  o.....ccccccccceseeee 8,050,000 
101 Vickers & Benson Ltd. ...........+. 10,500,000 
101 Geoffrey Wade Advertising 11,750,000 
142 Waghorne & Associates ............ 436,725 
122 W. S. Wolker Advertising ........ 4,050,000 
111 Walsh Advertising Co. .......000 5,227,921 
142 Wark Associates venennetl 
101 Warwick & Legler ........... 
142 Weintraub & Associates 
101 Edward H. Weiss & Co. ......s000 
142 Wendt Advertising Agency .......... 405,297 
122 Wenger-Michael Inc. ...........0000 1,500,000 
142 George E. Wern 58,000 
142 Bill West Advertising ............00+ 87,000 
142 Weston Associates 2.0.0.0... 267,000 
122 Wexton Advertising Agency .... 1,716,230 
111 Wherry, Baker & Tilden ............ 6,000,000 
142 Herbert Willis & Associates ...... 376,193 
142 Thomas C. Wilson Advertising .. 723,376 
122 Woodward, Voss & Hevenor ...... 1,472,166 
142 G. Wilfred Wright .........0....... 25,000 
142 Wyckoff & Associates ............... 335,780 
142 Wyman Advertising ssceniniilicinds 625,576 
78 Young & Rubicam .............. 230,000,000 
122 Zimmer-McClaskey ......... 3,327,812 
142 John Marshall Ziv Co. 0.0... 547,279 
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First Two Seasons Are Toughest in 


TV Shows’ Battle with Cancelationitis / 


First-Year Mortality Is 
High, but Veterans Can 
Reach Ripe Age: Nielsen 


New York, Feb. 21—It takes a 
hardy television show to withstand 
tv’s annual siege of cancelationi- 
tis, but a program that does man- 
age to hold onto life for a second 


season has a pretty good chance of | 


a fairly lengthy run. 

This is the impression one gets 
from analyzing a Nielsen study— 
to be released next week—of the 
life of network tv programming. 
Attention is focused on program 
trends for 1953 through 1957. 

These data, which cover the 


‘Chicago Tribune,’ 
12 Other Advertisers 
Get Outdoor Awards 


Cuicaco, Feb. 19—The Chicago 
Sunday Tribune’s outdoor poster 
series was given a special award 
in the sixth annual local outdoor 
advertising contest sponsored by 
the Outdoor Advertising Assn. of 
America. 

The award was not among those 
originally planned, but came about 
when judges 


Design Division 3 
played in markets of 500,000 or 
more population). 
the results to name first, second 
and third place winners in the 
division, the judges decided that 
the posters were of uniform excel- 
lence and accorded all five Tribune 
entries the special recognition. 

Point totals for other entrants in 
that division were used to deter- 
mine the new winners after the 
special Tribune award was decided 
upon. 


s One of the five Tribune posters 
also won first grand award in the 
National Outdoor Advertising Art 


(Continued on Page 194) 


Farm Paper Ad 
Revenue Droppe 
2.8% Last Year 


Cutcaco, Feb. 18—Farm publi- 
cation revenue suffered a 2.8% 
drop in 1957 over 1956. The total 
revenue in 1957 for 39 publications, 
as reported by Farm Publications 
Reports, was $52,324,397, or $1,- 
576,110 less than the $53,900,507 
the publications reported in 1956. 
The 1956 figure represented a 
0.16% increase over the 1955 total 
of $53,843,101. 

Ford Motor Co. jumped from 
third place in 1956 to first place 
last year among farm publicatior 
advertisers. Ford spent $1,892,685 
in 1957, compared with $1,430,866 
in 1956. 

General Motors, which led farm 
publication advertisers in 1955 and 
1956, slipped to second place, de- 
spite a slight increase in expendi- 
tures. GM totals were $1,823,911 in 
1957 and $1,800,603 the year before. 

American Cyanamid Co., which 
jumped into second place in 1956 
by almost doubling its 1955 ex- 
penditures, wound up in third 
place last year, spending $1,493,- 
218. This was a drop of $180,342 
from its 1956 high of $1,673,560. 


s Only other company to spend 
over $1,000,000 in farm advertis- 
ing among the 39 publications was 


(Continued on Page 170) 


voted maximum} 
points to four Tribune entries in| 
(posters dis- | 


In reviewing | 


|“what’s new” and “what's old” in 
nighttime programming on _ the 


|networks, are an excellent exam-| 
ple of something that can be looked | 5 


at either way. 

Pessimists will note tv’s heavy 
casualty rate and the fact that it 
hit a peak last year. Optimists will 
point out that an astounding num- 
| ber of video’s headliners have been 
around for years and will make 

(Continued on Page 40) 


Simmons-Boardman 
Advances McGinnis, 
Lyne in Top Posts 


New York, Feb. 19—Arthur J. 
McGinnis, exec vp and treasurer 
of Simmons-Boardman Publishing 
|Corp., has been elected president 
of the publishing corporation. He 
succeeds James G. Lyne, who has 
| been elected board chairman. That 
position was formerly held by the 
late Samuel O. Dunn, who died 
last month (AA, Jan. 13). 

In addition to the presidency, 
Mr. McGinnis will continue as 
treasurer and as publisher of 


A. J. McGinnis 


James Lyne 


| American Builder. Mr. Lyne will 
| also continue as editor of Railway 
Age. 

Other changes in the Simmons- 
Boardman organization § include 
the election to the board of George 
Dusenbury, vp and editorial di- 
rector, and Duane C. Salisbury, vp 
and sales director. Robert Van 
Ness, circulation director, has been 
elected a vp. 


s Mr. McGinnis, who was grad- 
_ uated from Fordham University 
|}in 1932 and the Harvard graduate 
school of business administration 
in 1934, joined Simmons-Board- 
man in 1940 as an associate editor 
of Railway Age. He was elected as- 
sistant treasurer of the corporation 
in 1946 and treasurer in 1950. He 
| became exec vp as well as treas- 
urer in 1954. In May, 1955, Mr. 
McGinnis became publisher of 
American Builder also. 

Mr. Lyne has been president of 
the corporation since 1949; before 
that he was exec vp. He has been 
a director since 1943. He joined 
Simmons-Boardman in 1920 as a 
junior editor on Railway Age and 
became editor in 1949. He was 
graduated from Kansas_ State 
University in 1919 and holds a 
Ph.D. degree from New York Uni- 
versity. He is a former president 
of Associated Business Publica- 
tions. 

Simmons-Boardman publishes 
nine business papers, in addition 
to cyclopedias, catalogs, directories 
and industrial books. + 


Rich, Wrenn Named Partners 
Carl R. Rich, production mana- 
ger of Hege, Middleton & Neal, 
Greensboro, N. C., and Robert I. 
Wrenn, agency art director, have 
been promoted to partners in the 
agency. Richard M. Peeples has 
been named to the new post of 
assistant production manager. 


McDonald Joins Ad Staff 

William L. McDonald, formerly 
with General Electric Co., has 
joined the display advertising staff 
of the News, Port Arthur, Tex. 


Te 


eo 


PRUNEY—This color page ad for Del 

Monte will run in the Chicago 

Tribune’s Illustrated Food Guide 

section Feb. 28. McCann-Erickson 
is the agency. 


‘58 Will Offset 
Slow Beginning, 
Allen Tells ABP 


McG-H Exec Sees Upturn; 
Be Nonchalant in Vying 
With Other Media: Beard 


New York, Feb. 18—Despite the 
current sales dip that many busi- 
ness and industrial publications are 
experiencing, 1958 will probably 
end better than it has started. Fur- 
thermore, it will be a good year for 
creative salesmanship. 

That was the consensus of busi- 
ness paper sales executives at the 
third annual sales management 
seminar last week at Rye, N. Y., 
sponsored by Associated Business 
Publications. The meeting was an 
informal discussion of some of the 
current problems confronting the 
business press. 

Joseph H. Allen, vp and director 
of advertising sales, McGraw-Hill 
Publishing Co., stressed three 
things that business paper man- 
agement should do. He suggested 
that there is a need to sell business 
management generally on the 
philosophy of the business press, 
its role in the economy, and how 
business papers can be used more 
advantageously by advertisers. 

Second, he suggested that pub- 
lishers should do more to sell their 
opposite numbers in corporate 


management on the values of busi- 
ness paper advertising. Third, he 
(Continued on Page 194) 


COLOR APPEAL—“Brighten the plate 
with Ocean Spray,” National Cran- 
berry Assn.’s 1958 slogan, is used 
on this Easter color page in April 
issues of Better Homes & Gardens, 
Ladies’ Home Journal and Mc- 
Call’s. Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


Beleaguered Car Makers, 
| Long Naive on Ad Ways, 
Stiffen Toward Agencies 


By John Crichton 


New York, Feb. 19—Once upon 
a time, Detroit was an adman’s 
dream; it now seems likely to be- 
come his nightmare. 

The Motor City was notoriously 
complacent about its agency re- 


Subliminal Test 
Makes 32 Thirsty: 
Seven ‘Felt Sexy’ 


San Francisco, Feb. 18—Sub- 
liminal advertising for Coca-Cola, 
in a test demonstration here last 
week, drove some 300 delegates to 
the Western Radio & Television 
Conference into a variety of de- 
sires ranging from chewing gum 
through meat and potatoes to sex. 

But not one of the 300 exposed 
to a 30-minute filmed interview 
with Frank Lloyd Wright admitted 
to a specific desire for a long, cool 
drink of Coca-Cola. 

Once every five seconds during 
the filmed interview, for a period 
of 1/1,200th of a second, the words 
Coca-Cola were flashed on the 
screen. The impact among the 
captive audience was to make 
them nervous, happy, anxious for 
a walk, a smoke, a new car, etc 

On the question whether any- 
one in the audience got thirsty, 32 
said yes, 23 wanted to buy soda 
pop, 10 said the film made them 
hungry and seven, for some unex- 
plained reason, said it made them 
feel sexy. Of the sexy seven, one 
indicated on a returned question- 
naire, “Everything makes me 
sexy.” 

Dr. Robert Haber, Stanford Uni- 
versity psychologist, who helped 
prepare the test, admitted the ex- 
periment proved “nothing much.” 


Gallup, Starch Deny It 
Avoids Frailties of Other 
Readership Methods 


New YorK, Feb. 18—A new 
print advertising measuring ser- 
vice based on the Communiscope 
developed by the Advertising Re- 
search Foundation is being offered 
commercially by Advertest Re- 


search Inc., 10-year-old New 
Brunswick, N. J., research com- 
pany. 


Advertest announced today that 
it has organized a subsidiary, Qu. 
Meter Corp., to provide this ser- 
vice, which will be directly com- 
petitive with the two leaders in 
the field, Gallup-Robinson Inc. and 
Daniel Starch & Staff. 

Seymour Smith, executive di- 
rector of Advertest, claimed that 
the Qu-Meter evaluation reports 
will be far superior to those now 
provided by Starch and Gallup- 
Robinson. 

Citing ARF studies in print ad- 
vertising measurements, Mr. Smith 
said Qu-Meter is being launched 
“because of the inability of either 
of the two existing evaluation 
techniques to provide measure- 
ments sensitive enough to produce 
statistically significant differences 
among most print advertisements.” 


® Mr. Smith pointed out that ARF 
found that aided recall (the Starch 


s Adman’s Auto ‘Dream’ 
\Is Becoming Nightmare 


lationships. Once established, they 
endured for many years. Accounts 
were not only unlikely to be taken 
away for bad performance; only 
les majeste, personal insult or des- 
ecration of the shrine could lose 
one. 

So firm were the relationships 
that many a dying motor car com- 
pany kept its agency right up to 
the time of typing the obituary no- 
tice. 

In the past two months, three 
major auto brands went up for 
grabs—Buick, Chrysler and Lin- 
coln. All are Big Three brands. 

Last year Studebaker-Packard 
shifted agencies. In the preceding 
year the Packard division changed 
agencies, and the remnants of the 
Hudson division of American Mo- 
tors was shifted to Geyer Adver- 
tising, the Nash agency. 


® This kind of account switching 
might lift no brows in the drug, 
cosmetics, beer or airline business, 
but for Detroit it’s downright hair- 
raising. 

Why the unrest? 

Detroit is worried about a num- 
ber of developments in the indus- 
try: 

1, A poor sales year. Sales of 
maybe around 5,500,000 units are 
in prospect in 1958. 

2. The foreign car influx. Im- 
ports more than doubled in 1957, 
and might run from 200,000 to 
225,000 (some optimists say 300,- 
000) in 1958, with Volkswagen 


.| cashing a quarter to a third of the 


total. 


3. The new and rebellious dealer. 
He’s increasingly in the driver’s 


| seat in automotive operations, and 
|he thinks very little of Detroit 


management’s vaunted marketing 
know-how. In recent years he has 
elbowed his way out of the must- 
take clauses on auto shipments, 
won important concessions on the 
per-car allotment plans. He’s dis- 
covered that he can remake the 
sales executive hierarchy and the 
(Continued on Page 168) 


Advertest's New Qu-Meter Service 
Is Adaptation of ARF Communiscope 


technique) “permits considerable 
learning to occur during the inter- 
view and makes the respondent's 
prior knowledge indiscernable,”’ 
while unaided recall (the Gallup- 
Robinson method) “makes unreas- 
onable response demands on the 
(Continued on Page 169) 


St. Clare of Assisi 
Named Patron of TV 


New York, Feb. 19—Television 
got a patron saint—St. Clare of 
Assisi—this week. She was so des- 
ignated in Rome by Pope Pius XII, 
who last February named St. Ber- 
nardino of Siena patron of adver- 
tisers. 

St. Clare, who was a founder of 
the Order of Poor Clares, was on 
her deathbed on Christmas Eve, 
1252, when she saw and heard a 
solemn midnight Mass being cele- 
brated in a church two miles away 
from her room. Her feast is cele- 
brated Aug. 12. 

St. Bernardino was named the 
patron of advertisers because he 
went about writing the letters 
“THS” on walls and buildings 
wherever he traveled. The initials 
are the Greek monogram meaning 
“Jesus Christ.” 

Radio and television workers al- 
ready have a patron saint—St. Ga- 
briel. Writers and reporters have 
St. Francis de Sales. # 
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Snow Stalls Bill to 
Ban All Ad Taxes 
in State of Maryland 


ANNAPOLIs, Feb. 20—Snowstorms 
that prevented a quorum in the 
Maryland legislature this week 
backed up all legislative activity 
and temporarily stalled legislation 
to ban special taxes on advertising 
and media. 

The measure, which has strong 
support and 
passed with only 
ments, was drawn up by the 
Maryland Advertising Council and 
proposed last week following Balti- 
more Mayor Thomas D’Alesandro’s 
about face on the hotly disputed 
Baltimore ad tax (AA, Feb. 17). 


the introduction by Delegate Je- 
rome Robinson of Baltimore of a 
second bill to ban ad taxes. The 
Robinson bill would ban special 


taxes on advertising sales or media | 


Additional Copies, $1 

This annual agency billings 
issue of ADVERTISING AGE is 
valuable as a permanent ref- 
erence, so AA suggests that 
each reader file his copy 
where it won’t go astray. 
Meanwhile, as long as the 
supply lasts we will gladly 
fill all requests for additional 
copies. The price is $1 a copy. 


is expected to be) 
a few amend-japparently would leave the door 


open to a possible state ad tax. The 
measure also would prohibit high- 
er taxation of advertisers than of 
any other segment of business. 
The Robinson bill could become 
important if the bill drawn up by 


| the ad council fails to pass, but this 
= The only new development was) 


is not expected to happen. 


® Mayor D’Alesandro said this 
week that the city council’s resolu- 


| tion to terminate the Baltimore ad 
tax as of Jan. 1, 1959, is now being} 


before him shortly. 

The pending city and state ac- 
tions leave up in the air the legal 
case to resolve the question of the 
constitutionality of the original tax. 
One attorney said the early March 
circuit court date for the case may 
be pushed back because of dis- 
agreements among the 16 plaintiffs 
about pursuing the issue. Among 
other considerations they reported- 
ly are weighing is the cost of the 
tax for one year versus the cost of 
a long court struggle, # 


Naegele Buys 2 in Louisville 
Naegele Outdoor Advertising 
Co., Milwaukee, has purchased 
Louisville Poster Advertising Co. 
and Alwes Sign Co., both of Louis- 
ville, Ky., and they will be com- 
bined as the Naegele Outdoor Ad- 
vertising Co. Inc. of Kentucky. Of- 
ficers of the new company will be 
John U. Aull, board chairman; J. 
Bernard Alwes, president; Ray- 
mond Hatfield, vp for sales, and 
Chester Alwes, secretary and trea- 


by a subdivision of the state, but| written and he expects to have it | surer. 


From bonus army- to 


hona fide war-to Rome 


The above assignments, plus a bona fide war 
handled in between, highlight the career of 
one of these three Sunpapers men. Is he the 
“bow tie’’—the “crew cut’’—or the ‘“‘third 
man’’? Here are details to help single him out. 


t 


1. The evacuation of the bonus army from 
Washington occurred in 1933, eight years 
after he joined The Evening Sun. He c sovered 
it tirelessly, brilliantly, like a tent. Readers 
of The Sunpapers took note of his by-line. 
So did the Pulitzer Prize committee, with 
an honorable mention award. 


2. His close affiliation with The Sunpapers 
and his close affection in the hearts of 
Marylanders really took hold during World 
War II. Assigned overseas with Maryland’s 
29th Division, he reported their training in 
England—then covered part of the Italian 
campaign—then was attached to the 9th 
Air Force and described D-Day from the 
air—then witnessed the march through 
Cherbourg and St. Lo, having a first-hand 
brush with death in the process. According 
to the BBC, he was “‘first into Metz—first 
into St. Avoid—first into Saarlautern.”’ 


But it wasn’t just his ubiquitous nature and 
his graphic dispatches on the “‘big picture’”’ 
that won him a special niche as a war cor- 
respondent. It was as much his ability to 
combine with this, everywhere he went, 
every scrap of news he could dig up about 
Maryland men in action. Written under- 
standingly and compassionately, his stories 
struck many a grateful chord back home. 


3. A postwar stint with The Sun’s London 
Bureau was followed by a return to his first 
love— The Evening Sun—on which he served 
as assistant managing editor for three years. 
This relative hibernation ended abruptly in 
May of 1957, when he was tapped to estab- 
lish and head The Sun’s new Rome bureau. 
Through his eyes, Marylanders are kept well 
up on momentous Mediterranean events. 


Is “bow tie’? your choice? Then you’ve 
spotted Lee McCardell correctly. At the 
extreme right is Bradford Jacobs, himself a 
Sunpapers writer of repute. And the “crew 
cut”’ is advertising salesman Charles Nelson 
—who carries a lot of interesting facts and 
figures for you in his close-cropped cranium. 


The Baltimore Sunpapers 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc. - 


New York, San Francisco, Los Angeles 


Scolaro, Meeker & Scott — Chicago, Detroit 


Colgate-Paimolive Co. is shifting its Vel 
soap powder out of Lennen & Newell, 
replacing it with Vel bar - new 
product .......... - Kage 1 


Internal Revenue Service disallows tax 
deductions for utility company ads sup- 
porting America’s Independent Electric 
Light & Power Companies ............ Page 1 


Aute manufacturers, once complacent 
about their ad agency relations, are de- 
manding more sales results and awak- 
ening to the ways of ad agencies .Page 3 


Sales gains in the remainder of 1958 will 
offset current decline in business paper 
advertising, business paper executives 
believe in ssid Page 3 


A tv show's first two years are the 


toughest; after that the peril of can- 
celation declines, Nielsen study indi- 
cates .. _ Page 3 


Subliminal Ad test makes 32 out of 300 
ae while seven —— = “felt 
sexy” Page 3 


Advertest Research Inc. offering print ad 
measuring service based on the Com- 
muniscope idea developed by the Ad- 
vertising Research Foundation ....Page 3 


Advertised auto ad prices would at least 
be better than the crystal ball and tea 
leaves the prospective buyer must now 
use, NADA's Bell tells Senate anti- 
trust subcommittee .............. 


Furniture industry debate on market 
scheduling is unresolved in American 
Furniture Mart Study ................Page 20 


Video Independent Theatres, operator of 
Bartlesville cable tv operation, plans to 
reduce its programming ............. Page 21 


Page 6 


Medical journals and direct mail are the 
most effective media for new drug pro- 
motion, wee ental of Illinois study 
Pn . - Rage 24 


Admen’s English isn't the purest, but it 
isn’t prostituted; it’s just realistical- 
ly modified for greater effectiveness, 
Robert Arndt says in radio inter- 
CEE cnsnnenmnsenasssensecmssesseecescesstes Page 27 


McCann-Ericksen’s break with the Chrys- 
ler account ends agency's success story 
with Bill a and the “Forward 
Look” Page 30 


Negro newspapers in the U. S. have sus- 
tained total circulation drop of 12.8% 
in the past two years, according to 
Lincoln University journalism depart- 
ment study puvssoniinnnaaiia Page 34 


Ad agencies are a good source of over- 
seas marketing data, Kimberly-Clark’s 
Cc. A. Price tells Export Managers 
COD cnsrensceces vineananlaadnile Page 36 


Advertising Age, February 24, 1958 


Highlights of This Week's Issue 


U. S. Chamber of Commerce talking out 
of both sides of its mouth on the postal 
rate issue, Magazine Publishers Assn. 
charges .. Page 44 


Agency titles are replete with names of 
ghosts, even a man who was never in 
the ad business, AA name track-down 
shows Page 46 


New products are withstanding the re- 
cession best, Conrad Jones, of ce, 
Allen & Hamilton, tells National Indas- 
trial Advertisers Assn.'s Chicago chap- 
ter soscesonecesoonsens 


100 new agencies emerged, 50 faded 
away siete the 1957 “merger mad- 
ness” ... Page 142 


Marketing agency idea stirring up a lot of 
interest but no roundly accepted defi- 
nition of its duties, scope or con- 
GRD censrrseeeseesenenpensaenieennnsiiial Page 148 


JWT, McCann-Erickson, Young & Rubi- 
cam are the three top agencies in terms 


of number of employes, often an 
important factor in agency §selec- 
Ne Cl 


Gordon & Hempstead, a new Chicago 
agency, is formed by merger of Marvin 
Gordon & Associates and Henry M. 
Hempstead C0. ccccccccccccsereeeevnenenlP age 159 


Big brewers increased their share of 
market in 1957, Research Co. of America 
reports ... ..Page 160 


Chicago auto dealers begin displaying 
factory-suggested list prices, but cus- 


tomers are still free to haggle ....Page 162 
Howard Teichmann tells AWRT that 
a on writers is injuring 


Skiatron blasts networks and stations 
for “big lie’ propaganda against pay tv, 
urges FCC intercession ...........Page 166 


Oldest accounts of big agencies headed 
by JWT'’s 72-year association with 
Chesebrough-Pond’s ..................Page 176 


Chinese fortune cookies are promoted by 
Lotus Cake Co. as a new advertising 


MediIUM ©... meePage 186 
REGULAR FEATURES 
Advertising Market Pisce 2c DDO 
| Chaim Store Babes occ.cc.scscscocccccssccccscscssssssesell OO 
Coming Conventi 163 
Editorials ................. 12 
Getting Personal ... = 38 
Obituaries . “50, “164, “18, 192 


Photographic Review ............6 
Rough Proofs ........ spumpinnaaton 
This Week in Washington. a 

Voice of the Advertiser ..... - 
What They're Saysag ........ccccccccccccescercserseseene 


‘Official Detective’ Expands 
Official Detective Stories has 
just opened its own circulation de- 
jpartment in Philadelphia, where 
the magazine’s editorial, promo- 
tion and business offices already 
were housed. MLA Publications, 
circulation division of Triangle 
Publications, New York, formerly 
handled circulation for the mag- 
azine, William R. Golden, formerly 
with New American Library, will 


|head up the new circulation opera- 
tion. 


Thompson Joins Comstock 

Everett L. Thompson has been 
named executive director of the 
expanded tv and radio department 
of Comstock & Co., Buffalo. Mr. 
Thompson formerly was vp of 
Rumrill Co., in charge of tv and 
radio in the Buffalo, Rochester and 
Utica offices. 
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RUN OF PAPER 


+ « « « DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


600 W. VAN 


BUREN ST, CHICAGO 7 


STATE 2-5367 
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Sports fans are rooters by nature. There's 
something in the blood stream with peo- 
ple who love sports—and read SPORTS 
ILLUSTRATED. 


Something that’s positive, vocal, opin- 
ionated, ready to take sides or lay bets — 
about horses or ball players, skis or shot- 
guns, boating or boxing, the whole won- 
derful world of sport. 


And there's a carry-over from sports to 


the rest of their world; they take sides 
about their cars, their smokes, their 
drinks, their clothes, their everything. 


Whatever you sell them-—if they're really 
sold they become rooters as well as users, 
promoters as well as purchasers. 


And if these 800,000 SPORTS ILLUS- 
TRATED families become promoters for 
what you sell, that, friend, adds up to one 
handsome bunch of promoting! 


SPORTS ILLUSTRATED 


UNCH WHO'LL | 
TAKE SIDES! | 
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This Week in Washington... 


Auto Prices in Curbing Sales Chaos 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Feb. 20—Members 
of the anti-trust subcommittee of 
the Senate judiciary committee 
needed some gentle persuading the 
other day when spokesmen for au- 
tomobile dealers testified that they 
are urging car manufacturers to 


advertise delivered prices for their | “ 


products. 
Committee members nodded 
sympathetically as Rear Adm. 


Frederick Bell, exec vp of Nation-| 


al Automobile Dealers Assn., said 
advertised prices would provide a 
reasonable approximation of what 
an automobile should cost. It con- 
trasts, he said, with the existing 
situation “where a_ prospective 


buyer needs a crystal ball and a 
|cup of tea leaves.” 

Some committee members 
feared, however, that advertised 
prices would tend to eliminate 
price competition, 
| explained the advertised price 
would not actually bind the dealer. 
“All we are advocating,” he said, 
is some way of restoring public 
|confidence in the pricing structure 
|of the industry and removing the 
|opportunity for a handful of un- 
scrupulous men to advertise fan- 
tastic discounts which bear no re- 
lation to the truth.” 

“In other words,” chuckled Sen. 
Alexander Wiley (R., Wis.), “this 
is just an advertised price.” 

Not to be outdone, Adm. Bell 


| grinned right back, “How well we! want to be sure the remedy isn’t | 
worse than the disease.” 


| 


| 


so Adm. Bell) 


| know it, Senator.” 


Senator Doubts Value of Advertised . 


Other proposals 
ators Hit by the auto deal- 
Seale Quotas ers to curb com- 
petition at the 
retail level drew a chilly reception. | 
Among these ideas: (1) Legisla- 
tion giving dealers exclusive ter- 
ritories and (2) action by manu- 
facturers to limit each dealer to 
the number of cars he can reason- 
ably expect to sell in his own mar- 
ket. 

At one point Sen. John Carroll 
(D., Colo.) commented, “With on- 
ly three major manufacturers, 
there would be no real competi- 
tion so far as the public was con- 


cerned if dealers and manufactur- | 


ers were 
curtail 


allowed to cooperate to 
competition.” Similarly, 


Sen. Wiley was skeptical about the 
ability of car manufacturers to es-| 
timate accurately the number of 
each dealer should be al- 
“IT am interested in your 
“but I 


cars 
lowed. 
proposition,” he observed, 


Testimony just} 


Budget Limit released by the |‘ 


(Fells Ex-Adman House appropri- 
ations committee 


shows that government red tape 
proved to be too much for Har- 
rison T. McClung, former West 
Coast vp of J. Walter Thompson 
Co. 

For more than 
|been hard at work putting fresh | 
vigor into the government’s par- 
ticipation in international trade | 
fairs. Suddenly he discovered he 

had spent $451,000 more than Con- 
gress appropriated. 

This is no minor sin in the bu- 
reaucratic world, so Mr. McClung’s 
resignation was accepted. Last 
week, Commerce Department offi- 
cials were on Capitol Hill, hat in 
hand, hopeful Congress will put up 
some additional funds so the trade 
fair programs can go ahead on 
schedule this fall. 


Hometown paper 
for the whole state 
of Iowa... 


because it is a good friend of 
the farmer? Could be. lowa is famous 


as one of the 


states and The Register and Tribune works 
hard to keep it that way. It was among 

the first in America to emphasize 
agricultural news. lowa farmers, constantly 
seeking better ways to farm, have come 


to look to The 


farm staff to keep them informed on new 
ideas, new methods. Today, The Register 
and Tribune not only has the largest rural 
circulation of any local newspaper... 

it has perhaps the most unusual 
circulation in America. Its papers are read 
by 70% of the whole state of lowa! 


Des MOINES 
REGISTER anv TRIBUNE 


350,000 COMBINED DAILY + 500,000 SUNDAY 


Gardner Cowles, President 


7 
wt 


nation’s leading farm 


Register and Tribune 


Bee’ 


v 


PAUL PILLARD, Master Swine Producer of Coggan, lowa. 


Advertising Age, February 24, 1958 


| 
a year he had} 


Commerce Sec- 
Weeks Learns retary Sinclair 
‘New Tricks’ Weeks, who was 

once regarded as 
‘protectionist” so far as tariffs 
were concerned, is being congrat- 
ulated by his colleagues in the ad- 
ministration for the opening salvo 
he fired Monday when the House 
ways and means committee began 
| consideration of the _ reciprocal 
trade program. 

Walking off with the semantics 
of the enemy camp, he opened his 
statement by announcing he was 
there to protect the jobs of Amer- 
ican workers ... “the more than 
4,500,000 American workers whose 
livelihood is provided by world 
trade.” Then he dramatized the 
importance of export trade to the 
prosperity of the country, pointing 
out that it represents more than 
6% of the nation’s output. In 1956, 
he said, exports exceeded total ex- 
penditures for automobiles, parts 
and accessories. Exports topped 
residential non-farm construction. 
They were more important than all 
consumer purchases of furniture 
and household equipment. And 
they represented 11% of our ma- 
chine tool output, 19% of our 
trucks and 26% of our construction 
and mining equipment. 

Some of those who have been 
most critical of him are comment- 
ing, “Well, it goes to show you can 
teach an old dog new tricks.” 


Civil Aeronautics 
CAB Extends Board has given 
Pass Deadline Congress a dead- 

line to make up 
its mind about airline passes. 

A few months ago the board 
adopted a rule limiting free airline 
passes to directors, officers, em- 
ployes and their immediate fami- 
lies. Soon there was word that 
Sen. Edward J. Thye (R., Minn.) 
wanted to extend the free list to 
include retired directors, officers 
and employes and their immediate 
families. 

CAB commented it does not ob- 
ject to the senator’s proposal, but 
it won’t allow its rule-making pro- 
ceedings to be tied up indefinitely. 
It says the crackdown on passes 
will be delayed until Sept. 1, so 
that Congress will have time to 
show where it stands on Sen. 
Thye’s bill. + 


VanDerzee Named General 
Sales Manager of Edsel 
Norman K. VanDerzee has been 
|named general sales manager of 
the Edsel auto- 
mobile by Ford | 


Motor Co. Mr. 
VanDerzee_suc- 

ceeds J. C. Doyle, 

|who has been 

| granted a leave ay 
of absence. Mr. . 

Doyle has been A 
with Ford 42 

years. ) 


Mr. VanDerzee 
joined the Edsel 
|sales organiza- 
tion in 1956. He most recently was 
assistant general sales manager in 
charge of field operations. Before 
joining Edsel, Mr. VanDerzee spent 
many years with the former Hud- 
son Motor Car Co. 


N. K. VanDerzee 


Pank Joins Reach, McClinton 
William C. Pank, formerly sen- 
ior vp and chairman of the plans 
_ board of Calkins & Holden, has 
jjoined Reach, McClinton & Co., 
|New York, as vp, account super- 
visor and plans board member. 
Joseph Allentuck, formerly assist- 
ant treasurer of Buchanan & Co., 
has joined Reach, McClinton, as 
comptroller, a new post. 


Scott Joins Roberts as A.M. 

| Richard C. Scott, formerly assist- 
jant to the publisher of America’s 
Textile Reporter, has joined Rob- 
|erts Co., Sanford, N. C., textile ma- 
|chinery manufacturer, as advertis- 
jing manager. 
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—— Saturday Evening. “3 
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w Warm hearted 
Polar Bear 
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© WAR AND 


a. 


Bast Sports Stones (8 


1957 f 


FIRST. PRI? 
STORIES 


1919~ 1957 


From the pages of the Post- 


6,274,022 copies of 68 books in one year! 


ITEM: The 68 different books shown above, pub- 
lished in 1957, appeared first, wholly or in part, 
in The Saturday Evening Post! 


ITEM: Publishers printed a grand total of 6,274.,- 
022 copies of these books last year! 


ITEM: On January 26, the first four books in the 
“veneral” category of The New York Times Best- 
Seller List were from the Post! In all —9 Satur- 
day Evening Post books made best-seller lists, and 
4 were book club selections. 


The Saturday Evening 


OM Sell the POST 


A CURTIS MAGAZINE 


wr after week, the Post is booked 
solid with exciting fiction and articles 
that attract millions of readers. (Circulation 
5,700,000. ) 
And our readers are leaders and talkers — 
Politz-proved Influentials. Neighbor to 
neighbor, friend to friend, they talk up, rec- 
ommend things they read in the Post. Their 
word-of-mouth influence moves sideways — 
over the morning coffee, the bridge table, 


has zipped and zoomed past 


INFLUENTIALS 


THE 
Lady 


" THE BACE OF 


“AMERICA 


the business lunch — and your sales message 
is repeated millions of times. What's more, 
The Saturday Evening Post reaches Influen- 
tials on every spending level. 
° ° ° 

Why not put the alert, active Post-Influ- 
entials to work for you? You'll be happy to 
find your advertising goes further, goes 
deeper, works harder when you take a page 
—any page — from our book! 


-they tell the others! 
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Blatnik Unit Rips Filter Cigaret Ad 
‘Deception’; Hits ‘Tardy’ FTC Policing 


WASHINGTON, Feb. 20—A _ con- 
gressional committee charged to- 
day that the public has been de- 
ceived by ads for filter-tip cigarets 
and that the Federal Trade Com- 
mission has failed to meet the 
problem “with vigor and diligence.” 

The report was drafted by a sub- 
committee under Rep. John Blat- 
nik (D., Minn.), but prior to its re- 
lease today it was unanimously 
approved by the full committee on 


government operations, a 32-man | 


committee which includes many 
distinguished congressmen from 
all sections of the country, includ- 
ing the tobacco-raising states. 


work in this field. (Last week FTC 
announced that cigaret companies 
have been invited to meet here 


Feb. 26 to discuss the preparation |! 


of standards for testing impurities 
in tobacco smoke.) 


tify their use of filters when they 
| were invited to appear before the 
committee last summer. It says, 
“Ironically, while denying the al- 
— health hazards of cigaret 
| smoking, the cigaret industry has, 
in its advertising, made these 
charges appear true.” 


The report says the first filters | ~ : 
s The report deals only with ad-|used when the cancer scare broke | » 


® The report chides tobacco firms os 
for failing to come forward to jus- |" 


Automobile 
Advertising Account 
Not Wanted! 


‘fount this as one advertising agency Count us out 
vat is mot shopping for en aucomo- —tising's 
tke account 


of auiomobile adver 


tors have given ws 
their confidence . . . made us feel that 
with them we have « per ship c 
purpose far deeper than could ever be 
expressed by the mere words “cheat 
and “agency 


RAMBLER! 
Idn't trade it for any 
» matter how fat the 


We're proud that Rambler sales 
fe 66% above this same time 
That relationship is something thet 
will not be put on the market block. 
This apples in equal measure to 
every account on our het, printed 
below 
Of « certainty, ee went mere 
counts. But NOT if they « 
tewe with one of 


We woulda't swap our chance to 
€ « part of this great new success in 
»€ automobile industry for any thing 
tee un that industry. 


Gey 


s big. 
non-competitive account. we would 
be delighted to talk with you. 


r Advertising, Inc. 


Matin 00) Trend Nera! Bay 
Managem New You DN ¥ Oeyier } One 
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Bote Mabway | Comat Barnett favoring 6 irae ts amd ford -oleeings » Siramgiogr 


vertising of cigarets, although the | in 1953 effectively reduced MCEnS Se Sone a rr neemes 


committee also has been studying 
advertising of reducing pills and 
tranquilizers. Without specifying 


precisely what it has in mind, the | 


report ends with the general ob- 
servation that “The Federal Trade 
Commission has failed to approach 
the problems of false and mislead- 
ing advertising with vigor and dil- 
igence.” 

It continues, “The members of 
the commission should therefore 
critically study the organizational 
structure of the commission, its 
procedures and its personnel and 
take such action as will insure that 
the commission will be able to 
promptly and effectively prevent 
deceptive practices and misleading 
advertising.” 


s The report notes that tobacco 
companies use phrases like “clean 
smoking,” “snowy white,” “pure,” 
“miracle tips,” “20,000 filter traps” 
and “gives you more of what you 
changed to a filter for” to imply 
that the filter protects health. 

Actually, the report says, most 
filter cigarets produce as much or 
more nicotine and tar than cigarets 
without filters. 

“The effectiveness of this de- 
ceptive advertising is evidenced by 
the rise in filter-cigaret sales from 
1.4% of total cigaret sales in 1952 
to 40% in 1957,” the report says. 
“The American public has paid pre- 
mium prices of 2¢ to 6¢ per pack 
for filter cigarets for ‘protection’ 
they did not receive.” 

Turning its guns on the Federal 
Trade Commission, the committee 
says FTC’s efforts to stop the de- 
ception were “weak and tardy.” As 
a result, it claims, “the connection 
between filter-tip cigarets and ‘pro- 
tection’ has become deeply imbed- 
ded in the public mind.” 


s By the time FTC drafted cigaret 
advertising guides in September, 
1955, to crack down on the use of 
medical claims, “the seeds of belief 
as to the effectiveness of filters had 
already been sown by advertising,” 
the committee argues. 

“Belatedly, the FTC established 
and achieved some adherence to 
its code of cigaret advertising 
standards and so more recently has 
done some effective work in stop- 
ping objectionable advertising. Un- 
fortunately this activity occurred 
after the public had been ‘brain- 
washed’ that filters would furnish 
protection.” 

The report says FTC is still drag- 
ging its feet so far as effective ac- 
tivity in the cigaret field is con- 
cerned. As an example, it says the 
commission has yet to complete a 
consumer attitude study which it 
says it needs in order to take en- 
forcement action against filter ads 
which cause consumers to assume 
the filter provides additional pro- 
tection. 

In addition, it says FTC has yet 
to call on any government or pri- 
vate agency to develop acceptable 
standards for testing the smoke in 
cigarets, although a number of or- 
ganizations have done effective 


and tar content of smoke, but in the 
case of Kent “sales did not reflect 
|that effectiveness. The filter was 
thereafter loosened and when test- 
ed in 1957, nicotine had more than 
doubled and tar content almost 
doubled.” 

Between 1955 and 1957, tar con- 
tent of L&M showed a 33% increase 
and nicotine content a rise of 70%. 
And in 1955, the report continues, 
Winston, “which filters so effec- 
tively,” had 3.1 milligrams of nico- 
tine and 20 milligrams of tar, but 
by 1957, “with an exclusive filter, 
snowy white and pure,” tests 
showed Winston “improved” to 3.8 
milligrams of nicotine and 22 milli- 
grams of tar. 


s “In view of the publicized health 
hazards, a strange though com- 
pletely explicable transformation 
has occurred in the filter cigaret 
since its introduction,” the report 
says. “Many smokers apparently 


ing (as in the case of Kents) than 
their old regular cigarets. They 
tried different brands, presumably 
in search of a filter which not only 
afforded health protection but also 
(as one brand [Winston] adver- 
tised) ‘tastes good like a cigaret 
should.’ 

| “The cigaret manufacturers 
obliged—at least with respect to 
taste,” the report continues, “Un- 
fortunately, the much advertised 
health protection—that is, less nic- 
otine and tar—was an unpubli- 
cized casualty. The filter cigaret 
smoker is, in most cases, getting as 
much or more nicotine and tar from 
|the filter than he would from the 
|regular cigaret the advertiser has 
| persuaded him to abandon—for his 
health’s sake.” 


FIGURES OLD: GRAY: 


KENTS OKAY: GRUBER 

New York, Feb. 21—Two big 
cigaret manufacturers issued im- 
mediate replies to the House gov- 
ernment operations committee’s 
report on filter-tip cigarets. 


e Bowman Gray, president of R. J. 
|Reynolds Tobacco Co., said: 

“We attach no significance to the 
measurable quantities of solids 
'(tars) and nicotines reported to 
have been found in the smoke of 
cigarets. However, it should be 
pointed out that the figures used 
by the committee for 1957 were 
| those published in the March, 1957, 
issue of ‘Consumer Reports.’ 

“It would appear that the fig- 
jures on Winston quoted in the com- 
;mittee’s report were hardly the 
latest ones available.” 


e Lewis Gruber, president of P. 
Lorillard Co., said: 

“Our advertising has been and is 
scrupulously honest and truthful. 
Our claim has been the simple 
statement of fact—Kent filters best 
of all leading filter brands. Kent 
does filter best and delivers less tar 
and nicotine in its smoke than does 
any other leading filter brand. 


These are facts, not claims, and 


found the filters to be less satisfy- | 


Lovke” shows 


NO TRADE-IN—Geyer Advertising 
took space Feb. 20 in the Detroit 
Free Press, New York Herald 
Tribune, New York Times and Wall 
Street Journal to assure all that it’s 
happy with its Rambler account 
and wouldn’t trade it for any other 
make, 


they are substantiated and docu- 
mented by the findings of three of 
this country’s best known and most 
reputable independent research or- 
ganizations. 

“Furthermore, the committee 
knows this, because it was so re- 
ported to them in [its] own open 
hearings by a representative of the 
same consumers organization re- 
ferred to in its report.” 


e The Tobacco Industry Research 
Committee said it would make no 
comment on the report. + 


ANA Appoints Allport VP; 
Names Dann, Dagen 


Peter W. Allport, secretary and 
assistant to the president of the 
Assn. of National Advertisers, New 
York, has been named a vp. Alvin 
A. Dann, last 
with Lynn Far- 
nol, public rela- 
tions, has been 
named director of 
public relations 
of the ANA, suc- 
ceeding John 
Balch, who has 
joined Heublein 
Inc. 

Naomi Dagen, 
formerly with the 
New Haven Rail- 
road, has been named Mr. .Dann’s 
assistant, succeeding Nancy Cran- 
dell, who has been named director 
of press relations for the Point-of- 
Purchase Advertising Institute, ef- 
fective March 10. 


Peter W. Allport 


Michigan Blue Cross, Blue 
Shield Moves to Ross Roy 

Michigan Blue Cross and Blue 
Shield, Detroit, has moved its ad- 
vertising account from J. Walter 
Thompson Co. to Ross Roy Inc., 
Detroit. JWT has had the $200,000 
a year account 10 years. 


Payne Joins D'Arcy 

Jack Payne, formerly radio-ty 
writer-producer at Tatham-Laird, 
Chicago, has joined the copy staff 
of D’Arcy Advertising Co., Chi- 
cago. He replaces John Evans, who 
resigned to become a writer, pro- 
ducer and director for Canyon 
Films, Phoenix. 


Bauer to ‘Premium Practice’ 
Louis C. Bauer, formerly fleets 
accounts supervisor, Mallon Subur- 
ban Motors, East Orange, N. J., has 
been named eastern representative 
of Premium Practice, New York, 


cently named eastern advertising 
manager. 


succeeding Kenneth A. Gray, re-| 


‘Pay-FCC’ Inquiry 
Finds Wires, Seeks 
Political Connections 


WASHINGTON, Feb. 21—The spe- 
cial House committee probing the 
operations of the Federal Commu- 
nications Commission spent most 
of the week trying to get behind the 
controversy over Channel 10 in 
Miami, but by today the committee 
was deeper than ever in a tangled 
tale of political wire-pulling. 

Early in the week the commit- 


. |tee’s ex-counsel, Bernard Schwartz, 


\testified that President Eisenhow- 
er’s brother-in-law, Col. Gordon 
Moore, may have been influential 
in lining up three Republican FCC 
commissioners in favor of Nation- 
al Airlines. 

But before the week was over the 
committee also heard testimony 
that at least two of the three oth- 
er applicants competing for the 
channel were mobilizing pressure 
in an effort to line up votes for 
themselves, 


A. Frank Katzentine, an important 
loser in the Miami case, outlined 
his own defense measures, taken 
when he heard rumors that the 
commission was planning to re- 
verse its hearing examiner and give 
Channel 10 to National. At one 
point, Rep. Charles Wolverton (R., 
N.J.) pointed out, Col. Katzentine 
had mentioned 15 prominent in- 
dividuals who were active in 
his behalf, including Vice-Presi- 
dent Richard Nixon, Florida’s two 
senators and a number of Senate 
employes. In addition, Mr. Katzen- 
tine said he had two lunches with 
FCC Commissioner Richard Mack, 
formerly of Miami, “in an effort to 
urge him to vote for the case on its 
merits.” 

Rep. Wolverton said he is con- 
vinced the hearings have already 
demonstrated that a code of ethics 
is needed to protect FCC members 
from the kinds of pressure which 
were utilized in the Miami case. 


® In addition to counter-charges 
against Col. Katzentine, National 
Airlines sent the committee a letter 
denying irregularities and urging 
it to look into activities of Sen. 
George Smathers (D., Fla.) in be- 
half of L. B. Wilson Inc., a third 
applicant for the station. National 
also mentioned Sol Taishoff, pub- 
lisher of Broadcasting Magazine, 
advising the committee to look into 
Mr. Taishoff’s activities in the case, 
and terming him a party of inter- 
est since he is a beneficiary in the 
will of the late L. B. Wilson. 

The committee’s probe of Chan- 
nel 10 is expected to reach its cli- 
max next Monday, when it is 
scheduled to hear Commissioner 
Mack, who has been accused by Mr. 
Schwartz of pledging his vote to 
National at the request of a Miami 
friend who advanced at least $3,- 
650 in checks to him in the period 
from the time he became a member 
of FCC until the vote on Channel 
10 was taken. 


COMMISSIONS NEED 
CODE, SENATOR SAYS 


MILWAUKEE, Feb. 18—Sen Wil- 
liam Proxmire (D., Wis.) declared 
here that a code of ethics as strict 
as that applying to judges should 
be established for members of fed- 
eral regulatory bodies. 

The senator told the annual 
transportation award dinner of the 
southeastern chapter of the Assn. 
of Interstate Commerce Practition- 
ers that it is just as unethical for 
a federal commissioner to accept 
expenses or take a fee for speaking 
to groups which appear before his 
commission as it is for a judge to 
accept similar remuneration from 
litigants in his court. 

As a result of the current 
linquiry in Washington into 
charges that Federal Communica- 


= During most of two days Col.|. 
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tions Commission members ac- 
cepted “favors” from the broad- 
casting industry, Sen. Proxmire 
has introduced a bill, co-sponsored 
by other senators, to make the of- 
fer or acceptance of compensation 
in such cases illegal. 

He declared that the Interstate 
Commerce Commission and other 
regulatory bodies should also be 
covered by proposed codes and 
rules of conduct. 


WILL CLEAR NAME, DOERFER 
TELLS STATE ASSOCIATIONS 


WASHINGTON, Feb. 20—Chairman 
John Doerfer of the Federal Com- 
munications Commission told pres- 
idents of state broadcasting asso- 
ciations today that he is confident 
he will be able to remove any 
shadow on his reputation that may 
have resulted from recent hearings 
of the special House committee in- 
vestigating FCC and other agencies. 

His informal remarks presuma- 
bly referred to testimony on his ac- 
ceptance of honoraria from broad- 
cast groups and his handling of 
expense accounts. The FCC chair- 
man said, “None of us is born wise 
. . we get our wisdom through 
experience. Before this year is fin- 
ished I am determined that no one 
will have any doubt about my 
integrity.” 


s He challenged the idea advanced 
by Bernard Schwartz, ousted coun- 
sel for the.investigating group, that 
officials of administrative agencies 
should hold themselves aloof from 
those they regulate. He urged 
|broadeasters to consider another 
school of thought “which holds that 
administrative agencies were cre- 
ated because practical men were 
seeking practical answers to im- 
mediate problems in a highly com- 
plex economic society.” 

During their two-day session the 
presidents of the state groups voted 
to take responsibility for local pro- 
motion of the annual Voice of De- 
mocracy contest sponsored nation- 
ally by the National Assn. of 
Broadcasters and the Electronics 
Industries Assn. 
| Local promotion of the contests 
| has been handled by the Junior 
|Chamber of Commerce of the U.S., 
j\but the Jaycees announced last 
week they were ending their 11- 
year association with the program 
(story on Page 181). # 


Locke, Johnson & Co., 
Stanfield Merge to 
Form $11,000,000 Shop 


Toronto, Feb. 20—Two Cana- 
dian agencies—Locke, Johnson & 
Co. and Harold F. Stanfield Ltd.— 
merged this week to form what is 
estimated to be the third or fourth 
largest shop in the country with 
billings of approximately $11,000,- 
000. Stanfield billings in 57 were 
$6,110,431 (see Page 110). 

The merger was announced 
jointly by Elton Johnson, presi- 
dent of Locke, Johnson, and Har- 
old F. Stanfield, president of the 
agency bearing his name. The 
merged agency will be known as 
Stanfield, Johnson & Hill. Officers 
will be Elton Johnson, board chair- 
man; Harold F. Stanfield, presi- 
dent; Gordon J. Hill, exec vp, and 
Paul Greenberg, managing director. 
Mr. Hill has been vp of Locke, 
Johnson and Mr. Greenberg has 
been managing director of Stan- 
field. 


® Locke, Johnson, whose head of- 
fice is in Toronto, was established 
in 1923 by Clark E. Locke and 
Elton Johnson. Stanfield’s head 
office is in Montreal, where Mr. 
Stanfield and Mr. Greenberg 
formed the agency in 1950. 

The two agencies have no major 
account conflicts, and there will 
be no staff cuts. Locke, Johnson’s 
Toronto office is being expanded 
to take over Stanfield’s Toronto 
office and billings. + 
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In | Parade | you get 


roughly two million more families, 


for a four-color page 
than you do in the biggest of 
the “Big-Three” weekday 


magazines. 


V/s 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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Meet the Editors 


Who Know the Needs of 
Industrial Purchasing 


PURCHASING WEEK is McGraw-Hill’s fifth new 
publication since 1947. It represents our continuing 
effort to meet the expanding demands for informa- 
tion throughout business and industry. 

Five years were devoted to extensive research, 
including 35 separate studies and hundreds of per- 
son-to-person interviews with purchasing execu- 
tives. The result—PURCHASING WEEK published 
its first issue January 6, 1958. It fills the informa- 
tional need of purchasing executives in the areas 
of their greatest interest. 

A full-time staff of 17 experienced editors produce 
this newspaper-format magazine. Supporting them 
are the world-wide news gathering and research 
facilities of McGraw-Hill, plus the editorial staffs 
of 33 other McGraw-Hill business publications. 


Ray Barnett, Editor-in-Chief of PURCHASING 
WEEK, heads this team of experts. A seasoned 
newspaperman, Ray has devoted most of the past 
fifteen years to McGraw-Hill’s INDUSTRIAL DIS- 
TRIBUTION as Managing Editor. He knows how 
purchasing men buy; how distribution functions. 
Best of all, he knows how to deliver the news they 
want, when it’s wanted—in the way it’s wanted. 

PURCHASING WEEK is another example of how 
the editorial values and services in all McGraw- 
Hill magazines are keyed to the reader require- 
ments in the fields or industries they serve. That is 
why your advertising, concentrated in one or more 
of the McGraw-Hill magazines covering your 
major markets, can reach the key men who influ- 
ence buying decisions. 


MeGraw-Hill Publications 


App McGraw-Hill Publishing Company ’ Incorporated DN 


330 West 42nd Street, New York 36, New York ue" 
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Ray Barnett (seated, left) presides at the regular Thursday afternoon stories are mapped out. The staff pools ideas and draws on its broad 
meeting of PURCHASING WEEK’s senior editors. In these sessions, future background of combined publishing and industrial knowledge. 


Another regular duty for Ray (/eft) and his staff is to evaluate a story’s agent. Once this is done, assignments are made (right) via a network of 
possibilities and decide what aspects are important to the purchasing domestic and foreign bureaus to insure complete coverage. 


As material and information come back from all sources, they are trends easier to grasp, chart formats are selected (right) for faster 
organized (/eft) for fast, easy reading. When a graphic form makes presentation of significant highlights. 
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The Editorial Viewpoint... 


Big Business in Agencies 


This week ADVERTISING AGE presents its fourteenth annual advertis- 
ing agency issue, in which we take a look at the advertising agency 
business in 1957. This fourteenth presentation of something we start- 
ed to do in 1945 is notable, we believe, for its completeness and its ac- 
curacy, and for the fact that some 430 agencies are reported on in 
this issue—a record number. 

It takes only a look at the early advertising agency issues which 
we published to see that the most obvious trend in advertising agen- 
cies—as in business generally—has been toward units of such size 
as to have seemed incomprehensible a decade and a half ago. 

In this issue, we report a total of 83 agencies in the U.S. and 
Canada with 1957 billings in excess of $10,000,000. Of these 32 had 
billings in excess of $25,000,000; 19 were over $50,000,000, six over 
$100,000,000, and four over $200,000,000. 

Contrast this with 1945, when our report on 1944 billings showed 
22 agencies exceeding $10,000,000; only seven over $25,000,000; a 
mere two over $50,000,000—and the top dog (JWT, then as now) 
at an “unbelievable” $72,000,000, including some $12,000,000 foreign. 

It becomes perfectly clear that the same trend toward bigness which 
has afflicted alli American business is now working hard to bring the 
advertising agency business into line. It is interesting to note, how- 
ever, that so far the agency business has resisted the trend toward 
fewer units which has generally accompanied the movement toward 
bigness. Merger and consolidation are not unknown in the agency 
business, but the total number of individual advertising agencies is 
still greater now than at any time in the past. 

We personally believe this is a good thing, and we hope the trend 
will continue. But we must admit that we have a good many doubts 
about how easy it will be for the small and medium-size advertising 
agency to survive in the kind of business atmosphere which exists 


Ebel Reverses the Field 


A good many people in advertising, especially that not-so-small 
number who see automation coming in advertising and dread it, will 
be grateful for what Ed Ebel, vice-president in charge of advertising 
of General Foods Corp., said in Detroit last week. 

While he spelled out the fact that advertising isn’t exactly what 
it used to be—there are more media and more marketing problems 
to worry about—he still emphasized that what an advertising man 
is supposed to do, first and primarily, is to “produce copy that can 
get through to the customer.” 

The production of copy still remains largely an art form; and de- 
spite all the circumscribing done by the researchers and the market- 
ing men, it is likely to continue that way. 


Maryland and Advertising Taxes 


The about-face of Mayor Thomas D’Alesandro of Baltimore with 
regard to taxes on advertising is one of the most complete about-faces 
ever recorded, even by a politician. 

Having vigorously and viciously pushed through a local ordinance 
establishing a city tax on advertising and advertising media, he has 
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—Joe James, Dallas. 
“He’s not exactly prejudiced, but he calls television an electronic 
medicine show.” 


Advertising Age, February 24, 1958 


Rough Proofs 


Some people think the maker of 
Pall Mall has come up with the 
greatest sales argument for cigarets 
ever invented in the clear-cut and 
unequivocal statement, “And— 
you can light either end!” 


An agency man quoted by AA on 
the Buick agency switch described 
it as “meretricious,” and a lot of 
people will hesitate to agree with 
him before consulting Noah Web- 
ster’s massive tome. 


Mayer D’Alesandro of Baltimore 
is sponsoring legislation to repeal 
the city’s tax on advertising. It just 
goes to show how much better 
hindsight can be than foresight. 


“Success has spoiled admen, Paul 
Harvey tells Racine adclub.” 

For comment, see the ad of the 
cosmetics advertiser who is looking 
for an agency head “who hasn’t 
| lost touch with the working 
| classes.” 


U.S. News reports research 
| which shows that buyers of new 
cars are concentrated among the 
upper incomes. 

Maybe that’s because even “the 
low-priced three’ have priced 
themselves out of range of the 
lower-income groups. 


now flatly advocated its repeal and has gone on to become one of 
the principal sponsors of a bill in the Maryland state legislature to 
prohibit all possible future taxes on advertising. 

As we have previously commented, the Baltimore tax was ridic- 
ulous and worse, and its repeal will be welcomed by all advertising 
interests and by everyone else who understands the idiocy of im- 
posing taxes on the motive power which helps to generate other taxes. 

By the same token, we suppose that advertising people—especially 
in Maryland—would welcome a state statute which would guarantee 
them freedom from the possibility of having D’Alesandro, or some 
one like him, change his mind again. Nevertheless, we think a law 
expressing a prohibition against taxing advertising is almost as silly 
as a law taxing advertising. 

Advertising has done all right, and will continue to do all right, 
with a minimum of laws devoted to it, either pro or con. And we'd 


Pepsi-Cola’s Herbert R. Barnet 
says the soft drink industry may 
be in for a rough time because the 
public “is depressed by gloom- 
charged references to ‘depression,’ 
‘recession’ and ‘leveling off’.” 

Will it take something stronger 
to lift them out of the recession 
| blues? 


London reports the new Gillette 
campaign is based on motivational 
research, but at this distance it 
looks very much like the familiar 
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prefer to see it stay that way. 
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Advice tor Super Operators 
To recapitulate, it seems to me 


that the challenges for increasing | 


the non-foods business on a long 
range, profitable basis are likely to 
be met successfully by operators 
who will (1) plan their approach 
and strategy; (2) look upon it as 
an opportunity for a new service to 
customers; (3) select the right as- 
sortments; (4) develop competent 
personnel; (5) are flexible in their 
buying policies and practices and 
cooperate with their suppliers, and 
(6) make every effort to improve 
the presentation of the merchan- 
dise in their stores. 


—John R. Hertz, director, general 
management division, Super Market 
Institute, speaking at the Institute's 
non-foods conference in Chicago 


Ad-Agency Pirates 
Salesmen at the very top of the 
hierarchy—advertising men in 


| agencies—also are continually un- 


der suspicion by some companies. 
When E. and K. agency took on a 
cola drink account, an orange juice 
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What They're Saying... 


company took its business to anoth- 
er agency. “Frankly,” the orange 
juice company president later said, 
“We were afraid our ideas would 
be pirated within the agency. 
E. and K. understood our position 
and said goodbye with no pain, 
since the cola people were going to 
spend about 40 times what we were 
spending. I suppose if we had been 
of comparable size, E. and K. 
would have put up a fight to keep 
us.” It probably would have been a 
losing fight. It is common gossip 
along Madison Ave. that many 
agencies keep spies in other agen- 
cies, paying them small sums for 
information on the competitors’ 
schemes. | 
—"Executive Spies,"" by Richard Geh- | 
+ man in Cosmopolitan, February, 1958. | 
Irreplaceable You 
“I always said Kudner couldn't 
keep the Buick account after you 
left.” 


—Conversation overhead at a lunch- 
eon of two Popular Science editors— 
one of whom left the agency bullpen 
in 1937. 


“The only way to get a decent 


| Shave.” 


Edwin W. Ebel says the adman 
works in the marketing field, but 
he’s still an adman. 

Even when his company has giv- 
en him a brand-new title like 
“marketing manager?” 


“The hand that guides a shop- 
ping cart isn’t always a woman’s!”’ 
exclaims the Philadelphia Inquirer. 

When it’s a man’s, his wife us- 
ually tells him he buys too many 
of those exotic and expensive food 
specialties. 


Women’s clubs are fighting for 
a test of pay tv, and they may be 
surprised to learn a little later on 
that the most popular subscription 
programs are championship box 
fights, rather than cultural items 
like grand opera. 


David Bascom makes an excel- 
lent case for false whiskers and 
nutzenboltz in advertising copy, a 
formula which both the reason- 
why and motivation crowds will 
find it difficult to reject. 
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The Romantic Places to Go 


Biarritz, Montserrat, Fiji, Samoa, Acapulco, 
Lucerne, Estoril, Banff—somewhere, for every- 
one, there is a place where the grass is always 
green, the house never depreciates, and love 
flourishes in the moonlight. This year millions of 
Americans will tour the globe in search of it. 
But even if you never get out of your armchair, 
it will do your dormant corpuscles good to pick 
your paradise from this array of Shangri- Las. 
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Excitement Capital of the World Flight into Shannon 


Gateway to Europe, this “touch of the old 
sod” is also the world’s most unusual air- 
port, famed for its Irish hospitality and 
fabulous buys. Last year, 60,000 Ameri- 
cans also discovered it was the open sesame 
to Ireland’s unique pleasures. 


Broadway smashes, movie premieres, 
swank cabarets and great hotels, restau- 
rants that rival Rome or Paris, the love- 
liest women and the latest fashions... 
whether you want your shindig simple or 
splendid, New York City has it. 


The Ritz of Madrid 


Built to please royalty, Spain’s first hotel 
is a mecca for maharajahs, blue-bloods and 
millionaires. Yet, a good meal for two, 
with wine, costs only about $10. 


Send Your Teenager Abroad 


“It’s equal to a year in college and gives a 
sense of responsibility and maturity that 
can’t be gotten any other way” say these 
parents who sent their 17-year-old abroad. 


How to Buy an Island 


Got a yen to be lord of all you survey? Or 
just a burning desire for seclusion? An 
island — there are literally over a million 
for sale — may be the answer to your 
romantic dreams. 


Our Two Spectacular New States 


Hopefully, Alaska and Hawaii are pro- 
claiming 1958 their “‘year of union.” State- 
hood for Alaska will spur vast expansion; 
for Hawaii, it will be proof of a successful 
experiment in brotherhood. 


COSMOPOLITAN Ea 


...edited in depth to create attitudes 
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IN CHICAGO IT TAKES THE RIGHT 2 TO SEND SALES VOLUME 
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You can't fly on one wing in selling the Chicago market 


—and The Sun-Times is one of the 2 it takes. 


A sparkling 12-page color roto section, designed to build sales volume for Delta Air Lines and 
Chicago-area travel agents, was published February 16 by The Chicago Sun-Times. It was the 
largest section ever run on a single day by a single travel advertiser. The section also appeared 
January 19 in the Chicago Sunday Tribune. 


In just 28 months since its inauguration of a locally edited roto section, The Sun-Times is UP to 
Chicago's No. 2 spot in total roto advertising. 


As Chicago's only weekend colorgravure supplement designed and edited expressly for women, 
The Sun-Times Sunday-Midwest Magazine goes into the home and gets action from women who 
sway family purchases. 


Present your offer to them in glowing colorgravure or rich charcoal tones in Sunday-Midwest 
with The Chicago Sun-Times. Like Delta, you'll find: In Chicago it takes the right 2—and one 
is The Chicago Sun-Times. 


SOARING — AND ONE IS THE CHICAGO SUN-TIMES 


WHERE GREAT THINGS ARE HAPPENING 


Sun-Times Plaza 250 Park Avenue 
Chicago 11, Illinois New York 17, New York 
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Admiral Denies Patent ;picture in areas of poor reception |culation of 373,625, according to the | 
Infringement of Zenith jand its Space Command remote] publisher, is published by Shop- | 
Admiral Corp., Chicago, has de-|control which uses “ultra-sonic|per Publications Corp. The princi- 
nied that it has copied any elec-|‘silent-sound’ to control a tv set|pals are Gregory Adamian and 
tronic devices patented by Zenith |from across the room.” Zenith is| William Highgas, both attorneys, 
Radio Corp., Chicago, and plans to jasking for an injunction against| publisher, vp and treasurer respec- 
file an answer to a suit brought by Admiral and treble damages plus tively. Cliff Jones is sales and pro- 
Zenith. | costs. duction manager; Robert Vahan, | 
Zenith filed the suit early last broker, is general manager. 
week in U. S. district court in Chi- |New Shopper, New Appliance Dealerscope, a monthly, is pub- 
cago charging Admiral with in-| Magazine Bow in Boston lished by Michael K. Torf, co- 
fringing five Zenith patents and | Two new publications have been Publisher of the Back Bay Ledger, 
“wilfully and knowingly” copying |launched in Boston—the Greater a weekly. Peter J. Barnicle is edi- 
two of Zenith’s most important tv | Boston Shopper and Dealerscope,|tor, J. Louis Albert, marketing di- 
features. The features Zenith al-|a market magazine for the appli-|rector, and Allan Joseph, ad 
leges were copied are its Fringelock |ance and housewares industries.|director. Its circulation is reported 
circuit for maintaining a steady |The shopper, a weekly with a cir-|to be 9,309. 


The three sides to sell in 
RADIO AND ELECTRONICS 


Proceedings of the IRE (ABC) 
Reaches over 52,000 engineers with your 


product promotion. 


IRE Directory—year-round selling by product 


reference. 


Radio Engineering Show (March), for reaching 
53,000 engineer visitors with product pres- 


entation. 


Proceedings of the IRE 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. + MU 2-6606 
Chicago * Cleveland «+ Los Angeles + 


THE 


San Francisco 


YOUR’E ONLY | 


HALF-COVERED 


IN NEBRASKA | 


¢, 
' ry 


IF YOU DON’T USE KOLN-TV! | 


Have you noticed how much 
the Nielsen NCS No. 2 hos 
expanded Lincoln-Land? 


ARB SURVEY — LINCOLN-BEATRICE MARKET 
June 9-15, 1957 — 8:30-10:00 P.M. 


This special ARB Survey of the Lincoln-Beatrice market 
was made at the request of an important national adver- 
tiser. It shows that in EASTERN Lincoln-Land alone, 
KOLN.-TV gets more than twice as many viewers as the 
leading Omaha station! 


Nebraska has only two important television markets. 
You can't get satisfactory coverage of one of them— 
Lincoln-Land—without using KOLN.TV. 


KOLN-TV is the Official Basic CBS Outlet for South 


Central Nebraska and Northern Kansas. All surveys 
Rating Shere prove that KOLN-TV is the big favorite among 
ae oo. oak Lincoln-Land’s 191,710 television families. 
Station C 9.5 18.4 Ask your Avery-Knodel man for all the facts. 
Others 2 4 


CHANNEL 10 * 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


ws Lhe Belyer SVlalions 


WK7ZO.TVY — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF FM ~~ GRAND RAPIDS KALAMAZOO 
KOLUN. TY — LINCOLN, NEBRASKA 

Arsociated with 


WMBO RADIO — PEORIA, ILUINOIS 


Avery-Knodel, Inc. 
Exclusive National Representatives 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, February 24, 1958 


Getting Personal 


Harry C. Griffith, chairman of the board of Ward-Griffith, news- 
paper representative, and Mrs. Griffith will celebrate their 50th 
wedding anniversary on Feb. 26... 


James V. Pannarale, western manager (in Chicago) of Ideal Wom- 
en’s Group, is father of a baby girl named Rosann, who was born 
on Feb. 10... 


Harry A. Batten, chairman of N. W. Ayer & Son, and James M. 
Skinner Jr., president of Philco Corp., have been elected to the board 
of directors of the First Pennsylvania Banking & Trust Co., Phila- 
delphia... 


Frank Hubbard, promotion manager of the Post-Tribune, Gary, 
Ind., is home from the hospital and doing well after a bout with an 
ulcer. Mr. Hubbard, an old-timer in the agency business, starting 
with the old Batten, Durstine & Osborn, suffered for some time from 
an undetected ulcer, though he stayed on the job until Christmas 
time... 

To announce the birth of James Kibrick Katz to fellow Philadel- 
phians, Mr. and Mrs. Benjamin J. Katz (Benjamin Katz Agency) 
mailed postcards showing City Hall tower bearing a banner welcom- 
ing the new “citizen.” James, born Dec. 31, is the brother of Joan 
Delle and Stephen Glenn... 


ANNIVERSARY—When Jack ten Bosch (center), merchandising man- 

ager of Dole Hawaiian Pineapple Co., San Jose, celebrated his 30th 

anniversary with Dole he was given a gold watch by H. C. Cornuelle 

(right), president, and Hal M. Chase, director of marketing. Mr. ten 

Bosch joined Dole’s sales division in San Francisco as a stenogra- 
pher in 1928. 


John S. Williams, a senior vp of Cunningham & Walsh, New York, 
has been appointed editor of “The Annual,” publication of the New 
Canaan, Conn., Historical Society—coincident with his election to the 
society’s board of governors... 

John Volibrecht, vp and creative director of Cunningham & Walsh, 
Chicago, has a fifth child—third boy—named Kris, born on Jan. 19 
... Third child for Bill Hanson, production manager of Kuttner & 
Kuttner, Chicago, is Betty Lee, born in Weiss Memorial Hospital... 

Harold A. Lebair, on the staff of the national advertising depart- 
ment, New York Times, is the newly-elected treasurer of the U. S. 
Lawn Tennis Assn... 

Don Watts, chairman, and Oscar E. Payne, president of Watts, 
Payne Advertising, Tulsa, were hosts at the agency’s 14th annual 
stag for media and suppliers’ salesmen at Southern Hills Country 
So 

Charles C. Bevis Jr., general manager of WBUF, Buffalo, has been 
appointed by Gov. Averell Harriman to the governor’s citizens 
council on traffic safety. . . Edwin Cox, head of Kenyon & Eck- 
hardt, has been named national campaign chairman of the Allergy 
Foundation of America... J. M. Clifford, exec vp, administration, 
for NBC, has been named chairman of the advertising, publishing, 
and entertainment section of the 1958 New York Red Cross cam- 
paign... 

Raymond E. Jones, media director of Young & Rubicam, has 
merited a week’s vacation for two at The Greenbrier in White Sul- 
phur Springs by suggesting the name “Clark Fairmore” for the 
freckle-faced youngster who is the trademark for WBOY-TV, 
Clarksburg, W. Va. Second prize of a Bell & Howell movie camera 
goes to Walter L. Teitz, time buyer at Dancer-Fitzgerald-Sample. 
Third prize of a Polaroid Land camera went to Phil Archer of Camp- 
bell-Mithun. Runners-up were C. Buccieri, Young & Rubicam: 
George Caddo, Colgate-Palmolive Co.; Len Soglio, Ted Bates & Co.; 
Art Topol, Donahue & Coe; Larry Butner, Albert Frank-Guenther 
Law; Clifford Botway, Dancer-Fitzgerald-Sample; William Bam- 
brick, Foote, Cone & Belding, all of New York; Donald J. Shaugh- 
nessy, Armour & Co., and Bill Bennett, J. Walter Thompson Co., 
both of Chicago; N. H. Sommer, Andrew Jergens Co., Philadelphia; 
N. V. Osborn, I. J. Lipton Inc., Hoboken; and George E. Trainor, 
Ford Motor Co., Cleveland... 

New president of the Chicago Convention Bureau is Robert E. 
Johnson, senior vp—sales and pr—of United Air Lines. . . Officials 
of Crosley Broadcasting Corp. gave a farewell dinner party for Mr. 
and Mrs. William A. Smith before their move to New York. Mr. 
Smith, former manager of the Cincinnati office of J. Walter Thomp- 
son Co., is now in New York as account exec on Eastman Kodak. 
John T. Murphy, vp in charge of television for Crosley, was emcee— 
and presented Mr. Smith a wrist watch inscribed “To Bill Smith 
from his friends at WLW.” . . 
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1. Good Record as a Test City 


Sales Management magazine’s surveys of advertisers 
and agencies have repeatedly shown that Milwaukee is 
the preferred test market among cities over 500,000. 


2. Good Newspaper Coverage at Reasonable Rates 


The Milwaukee Journal provides economical one-paper 
coverage of 9 out of 10 homes in the metropolitan area, 
and 7 out of 10 in the ABC Retail Zone—where 90% of 
the circulation is concentrated, and 90% home delivered. 
Milline rates are among the lowest in the nation. 


Vr. Compact, Isolated Market 


The Milwaukee Retail Trading Area is a half circle bor- 
dering Lake Michigan, with a radius of 50 miles. Here in 
10% of Wisconsin’s area are concentrated 50% of the 
state’s retail sales, more sales than in any one of 20 
entire states. Milwaukee’s metropolitan area has a popu- 
lation of 1,152,000 and retail sales of $1,400,000,000. No 
overlapping of other large cities’ trade areas. Chicago is 
100 miles away, Minneapolis-St. Paul! over 300 miles. 


Vs. Income Is Diversified and Dependable 


Milwaukee’s 2,000 diversified manufacturing plants pro- 
duce over $3 billion in goods each year, but no one 
industry employs more than 10% of the factory workers. 
Retail Area includes many smaller industrial centers, 
plus one of the nation’s great dairy farming areas. 


5. Distribution Channels Are Suitable and Sufficient 


Milwaukee has 1,700 wholesale outlets and 10,000 retail 
stores. Wholesale volume exceeds retail by 50%. 


6. Flexible and Helpful Merchandising Service 
The Milwaukee Journal co-operates efficiently with 


merchandising helps to increase the effectiveness of any 
substantial testing campaign. 


7. Every Type of Newspaper Advertising Service 


The Milwaukee Journal provides departments, sections 
and reproduction facilities to fit the needs of any news- 
paper campaign. 


8. Market Data Aids to Testing 


The Consumer Analysis shows trends of buying habits, 
brand preference and dealer distribution. Other helps 
include route lists, maps, population and income data, 
readership surveys, newspaper circulation by areas. 


Write for a copy of “Try Testing in Milwaukee,” 
a folder which tells the whole story. 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 


New York Chicago Detroit Los Angeles San Francisco 
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In media selection, now is the time to throw away 
the half-hearted measures ... the hopeful experiment 
... the divided and redivided advertising budget. Now 
is the time to concentrate with dominant schedules in 
dominant media. 

To produce results, sales efforts in 1958 must be 
positive and vigorous. Your supporting advertising 
must be concentrated in effective media with proven 
ability to move readers to buy. 

Now is the time for the deep look and careful re- 


Consult Your Advertising Agency 
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evaluation of advertising expenditures. Token sched- 
ules, fringe and untried media, weak and ineffectual 
publications are no help in selling today’s competitive 
market. 

Your selling efforts must be firmly supported with 
consistent advertising. In 1958, more and more adver- 
tisers will be using dominant space every month in the 
dominant publication, Institutions Magazine, to reach 
the buying core of the mass feeding, mass housing 
market. 
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Why Concentration of Your Advertising 
in INSTITUTIONS MAGAZINE 
Builds Sales Acceptance of Your Product 


& More readers with the buying habit. Institutions Magazine has the largest 
ABC-paid circulation in the mass feeding, mass housing field. 


More dealer, wholesaler and distributor product-acceptance. Institutions 
a Magazine provides more ABC-paid circulation to this group than the total of 

5 vertical publications, each having the largest ABC dealer circulation in 

its respective segment of the Institutions industry. 


More specification of your product. More architects, interior designers and 
& food service consultants pay to read Institutions Magazine than any other 
publication in the mass feeding, mass housing market. 


More reader stimulation to buy. Institutions Magazine publishes more edi- 
eS torial content on food, food service, maintenance, furnishing and building 
than any other magazine serving the whole Institutions field. 


* More visual excitement arouses reader action. Institutions Magazine pub- 
lishes overwhelmingly more four-color and black-and-white photographs than 
any other publication for all Institutions’ readers. 


More buyer guidance. Institutions Magazine has more advertisers’ 
sales messages than any other publication serving the entire 
industry, giving Institutions’ buyers full range of selection of what to 
buy and where. 


More editorial attention to the reader’s whole needs. Institutions Magazine 
has more full-time editors expert in the specialized interests of readers. 


More buyer-and-seller contact. Institutions Magazine has more reader and 


advertiser merchandising, reference and inquiry services than any other 
publication serving the whole Institutions market. 


WHAT'S AHEAD FOR 1958? 


Peter B. B. Andrews, Supervising Economist, Future 
Sales Ratings, writes in the January issue of Institu- 
tions Magazine, “Although optimism on general busi- 
ness has waned in some quarters, the overall con- 
sensus of the Board of Analysts of Future Sales Ratings 
indicates for 1958 a sesend beadiinn level of activity 
well above that of 1957 for the Institutions field.” 


More campaigns build product acceptance. Institutions Magazine sponsors 
ae more industry-wide merchandising activities, awards programs and educational 
exhibits than any other publication in the entire Institutions industry. 


More professional reference. Institutions Magazine receives more biblio- 


Wy vou would Whe a full copy of this repost enaizsing graphical reference in independent listings of editorial material (refer- 
the needs of Institutions in 1958, mea yo & enced for operators and researchers) than any other publication serving 
faeeress? every segment, write for What's ca the field. 


More industry contact and penetration. Institutions Magazine exhibits at 


e more conventions in more segments of the Institutions field than any other 
publication serving the entire Institutions industry. 


Readers WHO PAY Are 
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Furniture Men 
Split on Proposed 
Market Date Shift 


Cuicaco, Feb. 18—The furniture 
industry debate about maintaining 
the present winter-summer market 
pattern or switching to a spring- 
fall pattern seemed no closer to 
solution following publication last 
results of a market 
date preference study by the 
American Furniture Mart here. 

The study revealed that the big 
volume home furnishings retailers 
generally prefer the winter-sum- 
mer pattern, while a greater num- 
ber of all retailers prefer a spring- 
fall pattern. 47.2% of the respond- 
ing retailers favored spring-fall 
while 42.7% favored winter-sum- 
mer. 

The responding manufacturers— 
all exhibitors at the American 
Furniture Mart—were 
favor of winter-summer and 39.6% 
for spring-fall. 


@ The survey, largely bearing out 
a similar study by Market Plan- 
ning Corp., a McCann-Erickson 
subsidiary (AA, Jan. 14, '57), ap- 
parently only underscored the 
dilemma faced by the American 
Furniture Mart and other exhibi- 
tion buildings in meeting the in- 
dustry’s desires. 

The only apparently conclusive 
part of the study came from a 
question as to whether the retail- 
ers and manufacturers want to 
discontinue the present theoretic 
four-market pattern. 94.5% of the 
retailers and 87.8% of the manu- 
facturers answered affirmatively. 

The whole report will be consid- 
ered by the Mart’s board of direc- 
tors at its meeting this June. Any 
action that might then be taken 
would not go into effect until 
1960 at the earliest, according to 
Frank S. Whiting, Mart vp and 
board secretary, who said that ho- 
tel reservations and other ad- 
vanced planning must be worked 
out several years in advance of 
any market date change. + 


Mackes & Taylor Names 
Klintworth Marketing Head 
H. Fred Klintworth has been 
named director of marketing for 
Mackes & Taylor, Allentown, Pa., 
a new position in the agency. He 
formerly was general manager of 
Tippet & Wood, Phillipsburgh, N.J., 
steel products manufacturer. 


McGregor Changes Post 


Bruce McGregor, former adver- | 


tising manager of American Lum- 
berman in the Michigan-Indiana 
district, has taken over the central 
district, which includes portions of 
four states, in the same capacity. 


HIDDEN ASSETS 


Your mailing list is a valu- 
able property! Book and record 
clubs, magazines, financial and 
business advisory services and 
| others who sell by mail—will 
pay well for the privilege of | 
renting (not buying) your 
names. 


ers, inquiries, contributors, 
subscribers, etc. They can be 
on plates, cards, coupons, orig- 
inal letters or box tops—but 
the names should be current | 
and the quantity at least 10,000. | 


| 
They can be prospects, buy- | 
| 


Find out how much your list 
can earn. Request ‘‘Hidden 
Asset” booklet. Tell us how 
many names you have—how 
acquired and how maintained. 
Our recommendations will be 
submitted by mail. No obliga- 
| tion. No one will call. 


LEWIS KLEID COMPANY 
25 West 45th Street 
New York 36, N. Y. 


48.2% in| 


Simca Names Meltzer, Plans 
Immediate Magazine Ad Push 
| Simca Inc., manufacturer of the 
\French-made Simca auto, has 
jnamed Richard N. Meltzer Adver- 
|tising Inc., San Francisco, to han- 
dle its advertising. A. M. Dolza, 
Simca president, has revealed plans 
for two new corporate divisions: 
Simca Eastern Inc., to handle dis- 
tribution out of Jersey City, N.J., 
and Simca Western Inc., to operate 
similarly in San Francisco. 
While not revealing its 


| 
| 
| 


total 


budget, Simca has announced plans; for women’s wear in the textile 
for an immediate $250,000 maga- fibers department of E. I. du Pont 
zine ad campaign. Esquire, Holiday, de Nemours & Co., Philadelphia. 


Reader’s Digest, Sports Illustrated, George W. McGuire, formerly spe- | 


The Saturday Evening Post and cialist in charge of dresswear, has 
Time are on the schedule. Meltzer been named advertising and pro- 
Advertising plans to open a New motion assistant for women’s wear. 
York office in the near future to 
help service the account. 


Whaley-Simpson Named 

| Market Directory Service Inc., 

Du Pont Boosts Skilling ‘Los Angeles, has named Whaley- 
William C. Skilling, formerly act- | Simpson & Co., Los Angeles, media 


Advertising Age, February 24, 1958 


| ABC Signs for All-Stars 
American Broadcasting Co. has 
signed an exclusive three-year 
contract with Chicago Tribune 
Charities for broadcasts of the an- 
/nual all-star football games. The 


| 1958 game will be played Aug. 15 


_Grobe Retires From EWRR 

| Alfred J. Grobe, who completed 
| 15 years as a member of the media 
department of Ruthrauff & Ryan 


ing manager, has been named man- | representative for its in-store ad-|last May, has retired from Erwin 


jager of advertising and promotion vertising services. 


| Wasey, Ruthrauff & Ryan, Chicago. 


| 


The lady’s 


Much as we hate to dispute these savants, we are forced 


Certain renowned opinion molders tell us this charming lady 
spends her day before the glowing screen longing to escape 
an unrewarding round of dishes, diapers and drudgery. 


nol for yearning 
to enrich their meaning. It did 


to conclude that this is so much mish-mash, at least insofar 
as our young Central Ohio mothers are concerned, 


Our heroine enjoys the stimulating program fare of 
WBNS.TV, not to evade her domestic responsibilities, but 


our hearts good, on a recent 


check-up, to find ourselves mailing out as many as 6,500 
booklets on such “escapist” subjects as “Feeding Little 
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Advertising Age, February 24, 1958 


NTA Acquires KMGM-TV | established an annual fellowship 
National Telefilm Associates, | 8tant to further graduate study in 

New York, has acquired 100% |marketing at the University of 

ownership of KMGM-TV, Minne- Pennsylvania. The grant will pro- 

apolis, by the purchase of the 25% vide tuition in the university’s mar- 

stock interest held by Loew’s Inc.| keting division and partial main- 

NTA acquired controlling interest | tenance where warranted. 

in KMGM-TV last November, 

when it purchased 75% of the| Lantern Club Elects 

United Television stock. New officers of the Lantern 


Swattord Changes Name 

Swafford & Co., Beverly Hills, 
Cal., agency, has changed its name 
to Swafford-Mulle to include the 
name Sherman G. Mulle, a vp of 
the agency, who has been associat- 
ed with it for 11 years. 


| Bjella Joins Bozell & Jacobs 
Harold W. Bjella has joined Bo- 


'Bartlesville Pay TV 
Operator Cuts Back 
on Scheduling, Fee 


BARTLESVILLE, OKLA., Feb. 18— 
Video Independent Theatres, oper- 
ator of the nation’s first wired pay 
tv setup, has announced cuts in 
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| daytime operation. Henry S. Grif- 

fing, president of Video Indepen- 
| dent, said also that the monthly fee 
will be reduced from $9.50 to $4.95. 
| Since it started last September, 
the system has shown a first-run 
movie on one channel and a sub- 
sequent-run film on another. # 


Baltz Joins Compton 


Club, Boston, are Robert L. Davis, | zell & Jacobs, Minneapolis, as ac- 
Gives Marketing Fellowship Parents’ Magazine, governor, and| count manager. He previously was 
Cassidy-Richlar, Philadelphia di- Frank E. Lally, This Week Maga- | with the sales and marketing divi- 


programming. Edward F. Baltz has been named 
Movies will be shown on one| marketing director and account 
channel instead of two and from|supervisor of the Los Angeles of- 


rect mail advertising company, has | zine, secretary-treasurer, 


sion of Brown & Bigelow, St. Paul.|7 to 11 p.m., eliminating present |fice of Compton Advertising. He 


Folks”, “Three Minute Cook Book” and “How to Care for 


House Plants.” 


The high percentage of renewals from advertisers attests 
to WBNS-TV’s selling power. This television station, born 
and raised in Central Ohio, produces results which prompt 
canny agency time buyers to say, “If you want to be seen 


in Central Ohio — WBNS.-TV.” 


WBNS-TYV 


CBS Television in Columbus, Ohio 
Market center of two million people 
Affiliated with The Columbus Dispatch, The Ohio State Journal 
and WBNS Radio. Represented by Blair TV. 


has been a working partner in Mot- 
\tl & Siteman agency for the past 
two-and-a-half years. Before that 
|he was sales and advertising man- 
ager of Hearst Advertising Serv- 
ice’s national food advertising and 
merchandising department in Los 
Angeles. 


Wine Board Starts TV Drive 
The Wine Advisory Board, San 
Francisco, has started a tv spot 
campaign using 60- and 20-second 
spots in 26 markets for 16 weeks. 
Roy S. Durstine Inc. is the agency. 


artners 
in 

Progress 
for 


60 Years 


We at Coal Mining feel for- 
tunate in having served the 
coal industry in its greatest 
years ... since 1898. Now, as 
we celebrate our 60th Anni- 
versary, we pledge ourselves 
to an even greater effort in 
the next 60 . . . when coal 
will achieve an ever-increas- 
ing importance throughout 
the United States. 

As always, Coal Mining 
will continue to urge appli- 
cation of the newest scien- 
tific methods of operation 
besides reporting the latest 
news about methods, equip- 
ment and personnel. And, 
it will remain your best 
advertising medium for 
reaching the entire rich 
coal industry. 


Write today for circulation 
facts and figures, 


| AA-T041 


COAL MINING 


4575 Country Club Drive © Pittsburgh 36, Pa. 
industry 
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Eastgate Shopping Center. . . indianapolis, ind. 
Eastover Shopping Center. . 
Country Club Pilaza.........Kansas City,Mo. Eastpoint .................. 
Dayton Town and Country 
Garden State Plaza 


Dervai Shopping Center, Dorval, Que. (Montreal) 


A NEW MARKETIN 


...moves into high gear as Redbook 
join forces in center-wide promotions 


ee ae 


Gulfgate Shopping City....... Houston, Texas 
GED cc ctsaccrscccocss San Mateo, Calif. 
Levittown Shop-A-Rama........ Levittown, Pa. 
GRROSED FERED 2 cccvescceses Worcester, Mass. 
Merchandise Mart.......... Wilmington, Del. 


Mid-Isiand Shopping Plaza... . Hicksville, N.Y. 
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“OVER 20% CENTER-WIDE SALES INCREASE” ... that’s the 
kind of letters that poured into Redbook following last 
year’s pilot promotion. Give your product this big profit 
boost —tie in with EASY LIVING, 1958. 


These famous shopping centers are Easy Living participants: 


Bellevue Shopping Square... . Bellevue, Wash. 


a Baltimore, Md. Riverside Plaza............- Riverside, Calif. 
Normandale .............. Montgomery, Ala. Shoppers’ World......... Framingham, Mass. 
Northern Lights ............. Syracuse, N. Y. South Bay Center...... Redondo Beach, Calif. 
Northern Lights Shoppers City. Pittsburgh, Pa. South Bay Plaza...... . .National City, Calif. 
Northgate Plaza............ Rochester, N. Y. Southgate Shopping Center .. .Memphis, Tenn. 


Park Central Shopping City. .Phoenix, Arizona Southside Plaza Shopping Center . Richmond, Va. 
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EASY LIVING: 


A new plan for Young Families 
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ee Omaha, Nebraska Village Market............... La Grange, III. 
Wee SENS cc ddbecvccenss Hamilton, Ontario Villa Plaza.................. Tacoma, Wash 
Thruway Plaza.............. Buffalo, N. Y. Western Hills Plaza .... Cincinnati, Ohio 
Toledo Miracle Mile......... eee ee «= GRRE, cosines cidaxcusia Cleveland Ohio 
University Hills. . ....».Denver, Colorado West Shore Plaza... ..... Harrisburg, Pa. 


Valley Fair Shopping Center, ..San Jose, Calif, Willow Lawn...............4. Richmond, Va. 


| PHENOMENON... 


and 1800 shopping center merchants 
| to their Young Adult customers 


Early in May, Redbook and 1800 suburban shopping-center merchants will stage 
a new, dramatic and proven promotion aimed squarely at their common interest, 
Young Adults. 

Certain to build business for Redbook advertisers, this distinctive event draws 
upon years of close contact with merchants’ associations to weld into one promo- 
tional unit every single merchant at 42 giant shopping centers! 

Like Redbook, these shopping centers recognize that Young Adults are the 
prime reason for their existence and phenomenal growth... and they’re set to 
attract thousands of new Young Adult customers with the compelling theme, 
EASY LIVING. 

Celebrities, speeches and ceremonies will abound as local merchants swing into 
action to highlight EASY LIVING at their shopping centers. Special newspaper sec- 
tions packed with advertising ... banners, wire hangers and a battery of promo- 
tional material supplied by Redbook . . . plus heavy editorial coverage in Redbook’s 
May issue—all will trumpet the products and people who make EASY LIVING possible. 


EXPECT SALES INCREASES UP TO 20% AND HIGHER 


Last year, Redbook staged a pilot promotion with only half as many stores par- 
ticipating. Entire shopping centers reported sales increases up to 20% ! This year, 
vith twice the stores, twice the promotion, and twice the know-how, Redbook ex- 
pects twice the sales success! 

Don’t miss out on this opportunity to tie in with EASY LIVING and EASY PROFITS! 
If you sell in shopping centers—sell in Redbook... where the growing’s great for ’58! 


HOW REDBOOK DOES IT 
@ YEARS OF RESEARCH AND CONTACT WITH MERCHANTS’ ASSOCIATIONS: Redbook 
maintains an entire department of merchandising specialists who have spent years 
studying shopping centers and working with local merchants’ associations. Because 
of their special knowledge, these Redbook representatives have been invited to address 
and advise merchants and sales organizations all over the world. 


® MERCHANTS’ ASSOCIATIONS PITCH IN: From its close ties with local merchants’ 
associations, Redbook has succeeded in generating a level of enthusiasm unprecedented 
in shopping center history. These groups and their single-minded spirit are the hub 
of a successful and coordinated promotion. 


@ SPECIAL NEWSPAPER SECTIONS: Center after center has leaped to the support of 
EASY LIVING with special newspaper sections, packed with merchants’ advertising. 

@ COMPLETE PROMOTIONAL KIT: Every participating center receives from Redbook 
a battery of promotional material including newpaper mats, radio-TV spots, publicity 
releases, banners, wire hangers and other point of sale material. 

@ HEAVY EDITORIAL SUPPORT: The May issue of Redbook, coinciding with the EASY 
LIVING promotion, features page after page of editorial material about the people, 
products and ideas that make EASY LIVING possible. 

® COMLETE LISTING OF PARTICIPATING CENTERS: Redbook further supports the 
participating centers with a full listing of names and addresses in the May issue. 


al 
WHY REDBOOK DOES IT 
@ REDBOOK’S AUDIENCE IS YOUNG ADULTS whose living situation has virtually 
forced them to the more spacious suburbs and whose economic impact is largely re- 


sponsible for the phenomenon of shopping centers—America’s new marketing frontier! 


® SHOPPING CENTERS DEPEND ON YOUNG ADULTS for the major portion of their 
business. With new households and new families to care for, Young Adults use the 


family car (usually a station wagon) as a two-ton market basket for a staggering 
variety of goods. 


® REDBOOK UNIQUELY QUALIFIED FOR SHOPPING CENTER PROMOTION: Because 
Redbook is the only magazine exclusively edited for Young Adults ... because Redbook 
knows Young Adult shopping habits intimately ...and because Redbook is the maga- 
zine that 2,600,000 families need, read and heed—its ability to stimulate shopping 
center volume is unparalleled. 


® WHAT BUILDS SHOPPING CENTER BUSINESS BUILDS BUSINESS FOR REDBOOK 
ADVERTISERS: By staging the kind of promotion in which every merchant at every 
center participates and benefits, Redbook builds volume for all its advertisers. 
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(Read More About It on Page 48) 
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100 GRAND 


"| Journal Ads Lead in | 
‘Influencing Doctors, 


INFLUENCE OF DIFFERENT MEDIA 


SOURCE OF FIRST NOTICE CONVINCING MEDIA 
U. of Illinois Finds amen — ~ 
Cuicaco, Feb. 18—Medical jour-| CTAK MAN Seis | 
nals and direct mail are the most Ser 
pore advertising media in| —_ ERE 
bringing new drugs to the atten- COLLEAGUE es See | 
tion of doctors, with magazines out 
in front. But individual ads for CONVENTION, MTG. ) ee 
drugs leave a lot to be desired, ac- 
cording to a University of Illinois SAMPLE a pal 
study. : 
| The purpose of the study was to| “S?r™ a] a) 
learn how doctors obtained in- 
formation on pharmaceutical prod- — a) ad 
ucts and what persuades them to r 10 20 30 30 C 0 “35 ra 
start using new drugs. The study PERCENT OF DOCTORS PERCENT OF DOCTORS 


found that four out of five initial 
sources of notice of pharmaceutical 
products were through medical 
journals, detail men and direct 
mail. These three sources ac- 
counted for more than two-thirds 


THE DOCTORS’ CHOICE—Doctors rated medical publications the most in- 
fluential advertising medium for new drug products, according to a 
University of Illinois study. 


Younger doctors were more in-|many medical publications were 


of the means by which doctors| fluenced and paid more attention] also likely to take this attitude. 
were convinced they should use| to pharmaceutical advertising, the| The average doctor interviewed 


e | new drugs. 


study found. Doctors who receive | subscribed to six medical journals, 


Television Sets 450,000 
Population” 1,200,000 

Net E.B.1.” $2,000,000,000 

Total Retail Sales” $1,500,000,000 
Foed Sales” $270,000,000 

E.B.1. Per Family” $5,130 


“From Sales Management's 1957 Survey 
of Buying Power 
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WHBF-TV IN THE QUAD-CITIES . . . 4 


NEW 1000 FT. 
TOWER - 


BIG 100 KW 
_ POWER 


COVERAGE la 


Never before have advertisers had the 
opportunity to tell their sales message 
to the 144 million people living in the 
’ Western Illinois and Eastern Iowa area 
with the clarity of sound and picture 
now offered by WHBF-TV’s new 
maximum tower — maximum power 
facilities. Now, WHBF-TV’s new 
Grade “B” signal sends favored CBS and local programs to 
31 high income, populous counties in Western Illinois and 
Eastern Iowa. These new WHBF-TV facilities make all 
previous coverage data on the Quad-City area obsolete. So 
before you buy, get the new WHBF-TV coverage story. 


Vas Pos sor 


CBS FOR THE QUAD-CITIES 
| REPRESENTED BY AVERY-KNODEL, | 


4 


}and 25% of the doctors received 
eight or more different medical 
publications. 

| 

® The physicians said they re- 
ceived much direct mail but rarely 
looked at most of the pieces. On 
the other hand, direct mail pieces 
containing samples received much 
more attention. 

| Nearly 60% of the doctors in- 
'dicated that journal ads exerted 
substantial influence on their use 
of pharmaceuticals, whereas only 
slightly more than 33% said the 
same for direct mail. 

The reactions of doctors to in- 
dividual ads shown them—some 
for journals and others from direct 
mail pieces—indicated plenty of 
opportunity for improvement. No 
ad received favorable comment 
from as many as 50% of the 
|doctors, and the great majority 
of ads got favorable comments 
from less than 25% of the respon- 
| dents. 

19% of the doctors liked journal 
ads; 14% liked direct mail pieces. 
About 5% of the doctors did not 
like either journal advertising or 
direct mail. A large majority of the 
doctors declined to comment on 
individual ads. 

Information contained in the 
study came from 328 physicians— 
about 80% of those contacted. # 


Campbell-Mithun Names Two 

Joe Spery has been appointed 
New York radio-tv production 
|manager of Campbell-Mithun, and 
Philip H. Kemper Jr. has been 
named as account executive in the 
agency’s Chicago office. Mr. Spery 
has been radio-tv production man- 
ager for C-M’s Minneapolis office 
‘since July, 1955. Mr. Kemper was 
'an account executive for McCann- 
|Erickson, Chicago, before joining 
_C-M. 


| Admiral Names Lantz, Bambery 
Admiral Corp., Chicago, has 
named Car! E. Lantz vp in charge 
of sales. He replaces W. C. Johnson, 
who is on an extended leave of 
absence. Mr. Lantz, who joined the 
company in 1950, had been exec 
vp of Admiral branches. Admiral 
also has promoted Richard J. Bam- 
bery to general sales manager, 
ieee Phil G. Kerr. 


| Dairy Farmers Set Drive 

Rochester Health Foundation 
composed of dairy farmers in the 
| Rochester, N.Y., area, will use ra- 
dio and tv spots, newspaper r.o.p. 
color, and b&w, and 100 outdoor 
| boards for six months in this year’s 
campaign. Campbell-Mithun, Min- 
neapolis and New York, is the 
agency. 


Buchen Promotes Three 

H. I. Orwig and James L. Perry 
have been elected senior vps, and 
John B. Thomas has been pro- 
moted to vp of Buchen Co., Chica- 
| go. 


Advertising Age, February 24, 1958 


OT 9), lilies etc: 2 aaa Seine re" rer Sc Se renee Sea) lS ee Oe ee Bt UME ee is ee eS ceca ae ne ea eae, aT. Pees? kellie 
RST sii MS Os Bg oe gc nn Aaa AR ee |e 
ie: : si, ie a =, oie pe eae ne F niet 2 Sat | Aa ° oa eae ee ieee oe be el ee aca Lae ec poss oe 
hia le —- “iee Se ue ee ee tear pe YS ery Lia ee ae eee aie pe eI Suh) spe Ts ter eee nag at tan oe aa : Ori 
a i ae siesh a EY ae. Se ee “ange OE eee Sen aes dite cine. ee pes ie Be os “2 oF, Most ar attics fg, ath fh atyom bee cack ene Cag eEre BS a al yi 
oes ae ; cee eee ee eee ee eg ee ee ee ee a Ree ee a eee eS 
it e . i ; { cease REERPTRE ore =nONTEn” RED SOT SE <—— 
i 
ee 
4, 24 
*) 7 
wer 
re 
me 
¥ 
ae 
oe 
a 
*y 
ast 
Poe 
a ee 
De 
at 
: ° FS 
Ghats ence reeer areca sss SSS —— —————E— 
te , ‘ 
es > 
ay 
FA ka 
—is 
Zz J 
ae a 5 : 
ree P-L 
ee Sie 
ae -\— 
Rig 
soe ‘ Ss 2 
mal sf ‘ 
A 2|2 
fate <= 4 C 
ig ris 
4 or oe 
ake 
ee 
ne, | 
SY 
aes 
hel 
a : peers y fl 
> , , | 
ish Au Ea 
> = 
om ‘ 
"ae ’ . 
et ; x a | 
po 
i 
, NU ) 
; | \ 
: ee | 
dete MO } 
eel - ' 
: Y | 
. | NY NI 
w V/A 
— N i 
3 | WY 
3 ' x b! 
ein ' N 4 
~ Mi | 
= MAY 
‘ih WA ( 
; ha 
WW i 
: dA 
As Ei 
3 ha ; 
| A 
a ¥, 
IOWA a che : 
i a CITIES a ee 
5 SEY : : 
2 é | ms 
- “ Oa tay cz ay | ees SS ee. ek eee od 4 
7 TSN be beech Jat : / : be asi gam , Sa ae sae < i ctaide 
) gk > #3 “re g ey Fe " é ed fy tie ee et ‘ Pas pe i ii te. sei 4 Se ai Th ee a res sh io wae ee ihe a ey ee f a ge eae 2 
. ae ¢ ee 5 ee oh - ere ~ Fe Ke per x ye i < i "ay RR 3 te ee a oe a oa: 7 TRE af send SSE ELS ae aes ee (ALE MN eae E™ Se ty as re = = a - ; ‘ segptlin: e t ae 


Ss EE ee ee ee 


PowerPr...t0 get action... 


to move people... to sell goods 


THE CHICAGO DAILY NEWS 


is first in total grocery linage 
among all newspapers in the 
United States, morning 
evening or Sunday* 


© Of course the Daily News is 
first in grocery linage among 
all Chicago daily papers... and 
has been for as far back as 
records go! 


Source: Media Records 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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Sell Cancelation 
Space on Letters, 
Dahlke Urges P.O. 


BuFrFaLo, Feb. 18—Ben Dahlke, 
managing owner of Dahlke Sta- 
tionery & Mfg. Co. here, has come | 
up with a simple but unique solu- 
tion to get the Post Office out of 
the red. 

In a letter to Postmaster General 
Arthur E. Summerfield, Mr. Dahlke 
suggests that “slogan” space where 
letters are canceled be sold to 
commercial companies. The Post 
Office now donates such space free 
to such organizations as the Red 
Cross and Cancer Society, he points 
out. 

“I am sure that I could get some 
of my clients to pay as high as 
$1,000 per month for just the 
privilege of having their advertise- 
ments appear on mail going out of | 
Buffalo,” Mr. Dahlke wrote in his 
letter. “Multiply this by the thou- 
sands of offices and you will have | 
a real figure. 

“The immense value of a ‘slogan’ | 
with the postal cancelation is well | 
established by the fact that so 
many big concerns use [this medi- | 
um] in connection with their me- | 
tered mail,” he wrote. 

Space in post offices which cur- 
rently is used for the posting of | 
notices of wanted criminals could 
be sold at a great profit to com- 
mercial houses, Mr, Dahlke added. 


Citizens Publishing Acquires 
Control of 2 Export Companies 

Citizens Publishing Co., publish- | 
er of the State Times, Jackson, 
Miss., has acquired controlling in- 
terest in two export companies, | 
Texarkana Auto Parts Co., Texar-| 
kana, Tex., and American Material 
& Equipment Co., Shreveport, La. 
Both companies do a_ reported 
“multi-million dollar business 
yearly.” Further diversification of 
Citizens Co. operations into indus- 
trial printing is being planned, the 
company said. 


Walsh Gets Hazel Bishop 
Walsh Advertising, Toronto, has 


been named agency for Hazel Bish- 
op of Canada Ltd. Athol C. Stewart 
will be account executive. Walsh 
said Hazel Bishop would begin co- | 
sponsorship of “Les Collegian 
Troubador,” 15-minute film series 
on the French Canadian tv net-| 
work, on March 12. 


Star Market Boosts Schedule 

Star Market Co., Newtonville, | 
Mass., operator of 15 supermarts, | 
has expanded its radio schedule 
and will use close to 4,000 spot an- 
nouncements in Boston and Provi- 
dence. The company also uses 
newspapers and a tv program, 
“Starring the Editors.” 


Main line 
lo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC 


1475 Broadway, New York 36. New Yor* 


macaroni 


| agency. 


dinner and 


' Brill Runs Lenten Drive 
| The New England canners divi-} 
|sion of H. C. Brill Co., Newark, is | paign this spring to introduce a 
|running a Lenten premium pro-|new line of all-transistor radios. | 
rice,| Trade ads will run in Home Fur- 
spaghetti | nishings Daily, Electrical Merchan- 
sauce in 53 newspapers in north- | dising, 
eastern states. A thermometer set |stone and Mart. Sports Illustrated 
valued at $2.50 is being offered for |and Sporting News will carry ads 
$1 plus a label from a Brill product. |in April to coincide with the open- 
After Lent the company will re-|ing of the baseball season. Con- 
sume using 19-line newspaper ads.|sumer magazines on schedule for 
Hilton & Riggio, New York, is the| May include Holiday, Life, Look, 
|The New Yorker, The Saturday 


|motion featuring Spanish 


|Philco Readies Radio Push 


Philco Corp. will launch a cam- 


Jewelers’ 


Circular-Key- 


|Evening Post 
| Barton, Durstine & Osborn is the 


agency. 
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and Time. Batten,|WIP Revamps Billings Setup 


Ford Claims Sales Crown 


Ford Motor Co., Detroit, says that | servicing. The new procedure will 


WIP, Philadelphia radio station, 
has established a new operations 
department and will utilize IBM 
procedures to speed up billing and 


the Ford division led Chevrolet in|free the programming and sales 


| retail sales by 37,329 cars in 1957, | 


departments from much routine 


based on complete R. L. Polk & Co.! work, according to Benedict Gimbel 


registration figures. 
Ford sales at 1,493,617; Chevrolet 
sales at 1,456,288. The Ford total 
was 25% of the Polk total of 5,982,- 
| 342 for all makes for 1957. 


ings. 


Polk listed|Jr., president and general manager 
of the station. The IBM machine 
will set up the daily program 
schedule as well as tabulate bill- 


Household alone provides 


-in the women’s- and home-service field, only HOUSEHOLD offers 


Fastest growing 
On the newsstands 


Greatest concentration 


51 — 64,915 

52 — 135,252 — up 
53 — 211,104 — up 
54 — 239,932 — up 
55 — 326,641 — up 
566 — 479,571 — up 
57 — 647,126 — up 

(Source: ABC) 


in non-metropolitan areas 


HOUSEHOLD compared with 
1) the average of two major 
home-service magazines and 
2) the average of three major 


women’s-service magazines 


Sales Offices in: 


New York 17 


Household 


A 


420 Lexington Ave. 


Nielsen counties 


Magazine A — 84.9% 
Magazine B — 83.1% 
= Magazine C — 80.2% 
Magazine D — 78.9% 
Magazine E — 77.3% 


Largest percentage 
of single-family dwellings 


HOUSEHOLD — 888% 


(Source: 52nd Starch) 


Women's-Service 
~ ~ Magazines 


Home-Service 
Magazines 


Cleveland 14 1010 Rockwell 


— = 


Chicago 
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mendous problem of communicat-|heavily on them, simply because 
ing with millions of people with | there is no other quick yardstick of 
varied backgrounds and educa-| measuring impact. He said, how- 
/ever, “Ratings often mean nothing 
|as far as sales go.” + 

® Mr. Arndt said he felt that the | 


Fuld , , : 
Tan Fue PR Company | |Admen Don't Prostitute Language; They 


western public relations and adver- Twist It to Communicate with Public: Arndt 


tising director of Metro-Goldwyn- | tions.” 
Mayer Pictures, has joined the| PHILADELPHIA, Feb. 18—Adver-|show on WCAU, in connection with 


Public Relations Board, Chicago, '|tising agencies may produce ad|National Advertising Week, Mr. 


as a service executive. 


WSAZ Promotes Andrick 


copy whose grammar is not exactly ‘Arndt said, “The English language 


the purest; but by no means can is pragmatic, and you can’t always 
they be accused of prostituting the | use puristic grammar when you 


abundance of western shows on tv | 
is “just a phase” which in time 
will be “replaced by something 


Remington Promotes Callahan 

Joseph J. Callahan, formerly 
manager of the sales division of 
Mall Tool Co., a division of Rem- 


George Andrick, local sales man- | English language, says Robert N.D.| are trying to communicate clear- 
| ager of WSAZ, Huntington, W. Va.,| Arndt, vp of Arndt, Preston, Chap-_| ly.” 
has been named manager of the ra- |in, Lamb & Keen. | “Agencies don’t prostitute the 
dio station. He will assume both In an interview on Ralph Col-! language,” he said. “They merely 
sales and management duties. jlier’s “Wonderful Town” radio! take a realistic approach to the tre- 


1 all these PLUS VALUES 


: 


else.” Agencies “must be beholden 
to the popular tendencies of the ington Arms Co., Bridgeport, 
day.” Conn., has been appointed manager 

On the question of ratings, Mr. |of Remington’s new advertising and 
Arndt said that most clients coed Pg promotion division. 


wr Loan Names McCann 

City Loan & Savings Co., Lima, 
|O., has named McCann-Erickson, 
|Cleveland, to handle its radio and 
television advertising. Ten agen- 
cies made presentations for the ac- 
count, the company said. 


Simmons Named Diners’ VP 

Matthew Simmons, president of 
Simmons Associates, New York 
public relations company, will be- 
|come a vp of the Diners’ Club April 
1, heading advertising, promotion 
and sales. 


Pin-Poiut your 
ADVERTISING IN 
‘THE MOUNTAIN WEST 


this profit combination 


| Dominant percentage 


Unique flexibility 
Of home-owning families 


of sectional distribution 


Oger: 


Magazine A — 79.2% 4 
HOUSEHOLD — 76.3% ys 
| Magazine B — 76.3% 
! - Magazine C — 72.5% 
H . os br 
| Magazine D — 70.7% a St 
Magazine E — 688% 


(Source: 52nd Starch) 


Pacific — 388,227 
Central — 1,268,553 

| Southern — 602,337 Total 2 ’ 73 7 0 56 
Eastern — 447,939 


(Source: June, 1957; ABC) | 
| 
} 


if your product belongs in 


| Metro.-Non-metropolitan counties : 23 million homes---your advertising 


| 
| 


* | Women's-Service 


~—_ Magazines 


where the 
editorial climate 
is 100% 
home-service ! 


| | Home-Service 
Magazines 


| | l a 
Y wie ae, : é 
& has cde 


0 333 N. Michigan Ave. Los Angeles 5 633 S. Shatto Place Topeka 912 Kansas Ave. 


CHANNEL 4 


LL NBC SPOT SALES 
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EQUITABLE 


put the ‘Touch 


There’s anew way to sell life insurance today ... 


Some insurance 
consoles you later. 
Equitable’s 

Living Insurance 
can be your 

best friend now. 


Cold and wide though the world may seem, a friend can make it 


malland warm ln many ways, Licing Insurance gives you this same 


Equitable's kind of insurance brings with it the cheerful knowl 
mw that vou have something good to lean on, day by day — not 
alone in case of disaster. For Living Insurance fits your happiest 
plans snd guarantees the funds to fulfill them from the start 

Talk to the Man from Equitable about the things you want to 


sve College for your children A substantial cash nest egg A re- 


perhaps. All these — « are certain with 


we on your side Be se Living Insurance means 


© living Benefits for you while you live If you die, 
enefts for those who live on after you 


Living Insurance 
vy Equitable 


The Equitable Lite Assurance Society of the U.S 
095 Seveoth Avenue, New York 1, N.Y 


SELLS “LIVING INSURANCE” ...the peace of mind and pleasures you can enjoy while you're alive. And from 
this new approach—a fresh sales strategy for Equitable, new and better sales tools for their men, more compulsive advertising. 


a 
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There’s a new way to sell life insurance, air transportation, 
cigarettes and many other things today. Now, too, a new way 
to sell your product to the Chemical Process Industries . . . 


of ‘lomorrow 


in today's CPI selling! 


A 


With costs up clear across the board and slated to climb 
even higher in “58 — the “profit squeeze” is as punishing 
on you as it is your customers. That’s why the old way of 
trying to sell “everybody” has priced itself out of business 
.. especially in the high “net”-minded Chemical Process 
Industries. A “new” sales approach is inevitable! 


As the CPI marketplace mushrooms — more plants and 
more people — the cost and confusion of going after every 
reputed “buyer” becomes prohibitive. But your own good 
sense insists that growth doesn't thin out buying power. 
Quite the contrary, it concentrates more authority into the 
most logical hands. . . CP/-Management. 


More plants mean added profit responsibility for the men 
who authorized the expansion. More technicians and chem- 
ists — greater responsibility for their performance by the 
men who hired them. And when you mention profits and 
performance, you can only mean CP/-Management in all 
functions .. . from right at the top in administration to 
production and plant operations, design and construction, 
research and development, sales and purchasing. 


And that, in turn, can only mean CHemMicaL WEEK, man- 
agement’s own magazine, Here is the new way to move 
your product faster . . . the “class” approach, the low-cost, 
high-volume way to sell a compacted audience of “some- 
bodies.” And it’s the kind of publication you'll like as 
much as they do — a business newsweekly, crisp, timely, 


on its toes, It puts THE TOUCH OF TOMORROW in your 


own CPI selling — keeps you ahead of today’s market. 


Management 


2 


a ke 


i. McGraw-Hill Buliding 
B New York 36, W. Y. 


A McGraw-Hill Publication 
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McCann Bids Adieu 
to Lundigan, Its TV 


Winner, in Switch 


New York, Feb. 18—In the wake 
of McCann-Erickson’s resignation 
of the Chrysler car account, admen 
were reminded of the job that the 
agency had performed for Chrysler | 
in the television field. 


story as follows: 

“The people at McCann-Erickson 
have taken Dr. Dichter’s advice to) 
heart. Susceptible by profession to 
short-lived enthusiasms, they have 
gone all out for psychology—a 
weapon that can be turned not 
only on the consumer but on the 
client as well. In this instance, they | 
have trained their heavy artillery | 
of elegantly packaged jargon on 
Detroit. The lesson for the car man- 


minds turn each fall to thoughts of 
the new model Chrysler—like Bill 
Lundigan. With just a little alter- 
ing, this popular McCann-Erickson 
property will not only be undis- 
tinguishable from the ideal an- 
nouncer, he will sell cars too.” # 


Ballard Associates Bows 
Lee Ballard, formerly fashion 
coordinator and in-store promotion 


The agency aided the company |ufacturers is clear. Normal, mod- supervisor of Princeton Knitting 


in selecting a program—“Climax” | 
combined with “Shower of Stars,” | 
which seems to be standing the | 
wear of time—and developed an 
adaptable sales personality in actor 
Bill Lundigan. 

It was McCann-Erickson that 
came up with the phrase, “The 
Forward Look,” for Chrysler, and | 
it was McCann that developed | 
Lundigan as the genial corporate 
image of Chrysler on tv. 


® McCann’s formidable research 
department, in fact, labored long 
and hard to “prove” to Chrysler 
that Lundigan could outsell Jack 
Lescoulie, who was selling Buicks | 
on tv. 

The Lundigan story is told by 
Walter Goodman, a Redbook edi- 
tor, in his recent book, “The 
Clowns of Commerce.” Mr. Good- | 
man writes: 

“For a corporation which was 
trying to revise its public image 
in the direction of youth, vigor and 
newness, Lundigan was a precious | 
find. He had the perennially youth- 
ful appearance of the B-picture 
romantic lead. Behind him were | 
action-packed and exploitable 
years as a marine and a Boy Scout 
in Syracuse. 

“His face and name were famili- 
ar enough to make him a ‘person- 
ality’ of sorts—but without any 
particular attributes that might 
overpower the personality of the 
latest Chrysler or the sensibilities 
of the family audience. He had 
just enough foundation but not 
too much superstructure.” 


® Chrysler was satisfied with Mc- 
Cann’s choice. A press release put 
out by the company said: “Lun- 
digan has emerged as ‘Mr. Chrys- 
ler. His natural sincerity has 
brought creditability and authority 
to his job. It also sells cars.” 

In 1956, Mr. Goodman reported, 
McCann produced a 76-page moti- 
vational research study, comparing 
Lundigan with other automobile 
salesmen on tv. Lundigan scored 
highest in “over-all acceptance.” 
Lescoulie, Buick’s pitchman, 
limped home second, surpassing 
Lundigan in only one trait—humor. 

What was the secret of Lundi- 
gan’s success? McCann theorized as 
follows: Lundigan appealed to 
“that segment of tv viewers which 
reflects the psychological orienta- 
tions toward conformity and reluc- 
tance to change .. . Keeping up 
with the Joneses, socially and at- 
titudinally as well as economically, 
is the credo for this group.” 


a Mr. Goodman summarized his 


Nobody spends 
like the man in love! 


. and the do-it-yourselfer is in love 
with his hobby. Nobody quits after 


selfer keeps innumerable 
things: 444 hammers, 9%o0 screw 


drivers, 20Vio wrenches, 424 motors, 


on buying 


etc. 
courtship of achievement. Why not 
profit by our latest eye-opening infor- 
mation about the buying habits of 
these liberal spenders? 


Write today to 


115 Worth St. 
New York 13 


buying one orchid for his lady fair. | 


His is a devoted and ceaseless | 


erately aspiring, 


right-thinking| 


Mills, has formed Lee Ballard As- 


|Americans—the very sort whose! sociates, New York, to organize and 


|earry out local promotions for na- 
tional campaigns in the appliance 
and fashion fields. Her offices are 
at 437 Fifth Ave. 


Booz, Allen Enters Research 
Booz, Allen & Hamilton, man- 
agement consultant, has organized 
a separate and independent cor- 
poration—Booz-Allen Applied Re- 
;search Inc.—with offices in Chi- 
|eago, Dayton and Washington. The 


Advertising Age, February 24, 1958 


| company wil! furnish a full range 
of scientific and technical services 
to the business world. 


Wanzer Advances Two 

Sidney Wanzer & Sons, Chicago 
dairy, has promoted Edwin Dun- 
more from advertising and sales 
promotion manager to general 
sales manager. Wanzer also has 
named Charles W. Wetzel, former- 
ly sales manager of the ice cream 
division, assistant general sales 
manager. 


HARDEST 
MAGAZINE 


And this explains why the do-it-your- | 


} 


| 


/ 


TO PUT 
DOWN 


_ 1S THE ONE SHE 


«and every month, more women are picking up the new Woman’s Day, the magazine that fits their new way 
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Eldridge, Peabody, | 
Bell Head New Fry 


Marketing Service 
New York, Feb. 18—George Fry 


Soup Co. and General Foods Corp. 
Mr. Bell, former head of advertis- 
ling of H. J. Heinz Co. for 28 years, | 
|has also been with Lord & Thomas 
land N. W. Ayer & Son. Mr. Peabody 
was with Borden Co. 33 years, most | 
& Associates, management consult- recently as assistant vp for adver- 
ant, has set up a new marketing | tising and public relations. 
management service to audit and | The new service will include ad- | 
evaluate marketing, advertising|by three venerable authorities: | vertising planning, copy platforms 
and sales promotion for both ad- | Clarence E. Eldridge, Franklin Bell |and themes, media strategy, mer- 
vertisers and agencies. land Stuart Peabody. Mr. Eldridge, |chandising and promotion, packag- | 
The new service will be staffed now a Fry vp, was formerly a mar- ing and product publicity. Review 


Eldridge 


Bell Peabody 


|keting executive with Campbell|of advertiser-advertising agency 


relations and evaluations of agency 
services also will be covered. + 


Spaghetti Is Chic, Says 
New Buitoni Campaign 

Buitoni Foods Corp., New York, 
is emphasizing the “revival of so- 


| cial acceptance of pasta dishes” in 


its current campaign. “Spaghetti is 
chic, and Buitoni is the aristocrat 
of spaghetti,” is the general theme 
of the 150-line newspaper ads, ra- 
dio and tv spots, a five-minute 


» 


| PICKS UP HERSELF 


of living. (In the March issue, you’ll find new ways to decorate your home—inside and out.) 


Wornan’s Day, the 


wee 


@1958. WOMAN'S DAY. inc. 
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weekly segment on “Breakfast 
Club” (ABC), and fractional page 
ads in Good Housekeeping and 
Vogue. 

The magazine ads show spaghet- 
ti being served at a fashionable 
buffet, complete with crystal chan- 
deliers and evening-gowned wo- 
men. Copy emphasizes that Buitoni 
is “lowest in starch ... designed 
for the modern diet, favored by 
fashion-conscious women every- 
where, flattering to your good 
taste.” Albert Frank-Guenther 
Law, New York, is the agency. 


Southern Comfort Sets Push 
Southern Comfort Corp., St. 
Louis, is planning the largest 
spring advertising push in the 
company’s history. Two-color and 
full-color ads will run in Coronet, 
Esquire, Holiday, Newsweek and 
Time. The company’s sales in 1957 
were up 5.26% over 1956. Krup- 
nick & Associates, St. Louis, is the 
agency. 
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It’s the same with markets. 


San Bernardino (California, of 
course) is a rich, growing, inde- 
pendent market, more than 60 
miles from Los Angeles. It is the 
largest market in California’s 4th, 
the Pacific Coast’s 6th, and the 
Nation’s 29th largest Metropoli- 
tan Area. And the San Bernardino 
Sun-Telegram is the only daily 
and Sunday newspaper in this out- 
standing market. Only .0066% 
of the total circulation of the Los 
Angeles metropolitan newspapers 
reach this profitable market. 

If you don’t want skeleton cover- 
age, call West-Holliday and get 
the details on this amazing market 
and our full coverage. 


t>/SAN BERNARDINO 
SUN and TELEGRAM 


San Bernardino, California 


Rapesoentet nationally 
by West-Holliday Co., Inc. 
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FAST PUBLICITY RELEASE SERVICE 


We prepare, write, mat and distribute publicity releases, product announcements, your 
industry-wide items of public interest, etc., to all or any portion of the nation’s 
daily or weekly newspapers or radio stations 
Service charges are low as. . . 

: Release to 500 or under $ 50.00* 
wd ps * 1000 papers 175.00* 
ety eo “ 2000 papers 350.00* 

r (* plus postage) 

Tell us your individual needs today! 


* WRITE WIRE PHONE 
- HUGHES & ASSOCIATES Suite 6, Doctors Bidg. 
212S. 16th ADams 4-4089 Mattoon, Illinois 
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| Int'l Minerals Names KVPD 
to Handle Five Divisions 
International Minerals & Chem-| 
ical Corp., Chicago, has appointed 


its account will bill $500,000. 
Unaffected are advertising for 


Two More Unions 
consumer products, which is Sand . - 
dled by Needham, Louis & Brorby, Join Strike at 


: ““| and corporate advertising, handled | ” } al’ 
|Klau-Van Pietersom-Dunlap, Mil- by Compton Advertising. KVPD| Peoria — 
eb. 


| waukee, to handle industrial and|},, peen handling phosphate| Peoria, 19—Stereotypers 
| agricultural advertising for five of| chemicals and phosphate minerals.| and electrotypers employed by the 
its divisions, effective June 30. The | western Advertising Agency, Chi-| Peoria Journal Star Inc., publisher 
divisions, formerly handled by four | cago, formerly had plant food; Au- of the Journal and Star, called a 
|agencies, are phosphate chemicals, | brey, Finlay, Marley & Hodgson, | strike against the company today 
|phosphate minerals, industrial min-| Chicago, previously handled pot-|in a dispute over wages. The news- 
erals, potash and plant food. The|ash, and C. Franklin Brown Inc.,|papers have not been published 


OF OUTSTATE MICHIGAN'S 


TOTAL FOOD SALES 
ARE MADE IN THE 


33 COUNTIES SERVED BY 
FEDERATED PUBLICATIONS 


If grocery products are your business 
here’s an important Michigan market 
that offers vast sales potential for your 
brands. Every day thousands of 
homemakers in this area visit their 
favorite food store to stock the pantry. 
Whether they select your brand is pretty 
much up to you. Most of these families are 
our customers. If you would like them as 
your customers you can’t do better than to 
place your advertising sales message in 
Michigan’s three Federated newspapers 
;.. the Grand Rapids Herald, Lansing 
State Journal and Battle Creek Enquirer 


and News... proven sales producers for 


hundreds of grocery product advertisers! 


*SOURCE: SALES MANAGEMENT SURVEY OF BUYING POWER 


‘company estimates this portion of | Chicago, had industrial minerals. | since Jan. 2, when members of the 
; a American Newspaper Guild struck 
| (AA, Jan. 6). 

Two days ago, members of the 
International Mailers union also 
struck the newspapers in support 
of higher wages. Yesterday, the 
newspaper filed a $100,000 damage 
suit in U. S. district court here 
charging the mailers with breach of 
| contract. 
| The stereotypers and mailers, 
though they did not strike until 
this week, have not worked since 
Jan. 2. They declined to cross 
picket lines established by the 
guild. = 


Mead Johnson Moves Pablum 
| Division to Keyes, Madden 
| Mead Johnson & Co., Evansville, 
\Ind., will consolidate advertising 
for all products in its Pablum divi- 
sion with one agency—Keyes, Mad- 
den & Jones, Chicago—effective 
April 20. Products of the division 
|currently are handled by McCann- 
|Erickson and Campbell-Mithun. 
The account is estimated to bill 
about $1,000,000 annually. 
Expansion of the Pablum divi- 
sion into other lines makes it de- 
sirable to consolidate the business 
jinto one agency which serves no 
competitive products, Craig Camp- 
|bell, vp and general manager 
of the division, said. Pablum re- 
cently launched a line of meats for 
babies, which Campbell-Mithun 
has been handling, and is planning 
tests of baby juices (AA, Jan. 20). 
McCann-Erickson handles Swift’s 
baby meats and Campbell-Mithun 
handles Malt-O-Meal. 


Newspaper R.O.P. Color 
Comes to Rhode Island 

The Call, Woonsocket, R.I., pub- 
lished a two-color advertisement in 
its Feb. 17 issue, the first color ad- 
vertisement outside of comics sec- 
tions to appear in any Rhode Is- 
land daily newspaper, the Call 
reports. The experimental fountain 
for the ad, by a department store, 
was designed by Carlton Brage, 
production superintendent, and 
Frank Schofield, pressroom fore- 
|man. 

Some four other r.o.p. ads now 
| have been scheduled by the paper. 


_McPherrin Resigns as 
‘Family Weekly’ Publisher 
John W. McPherrin, who became 
publisher of Family Weekly last 
November (AA, Nov. 11), has re- 
‘signed. His future plans will be 
‘announced later. Mr. McPherrin, 
.a former publisher of American 
Magazine, resigned from Crowell- 
Collier Publishing Co. shortly be- 
fore the magazine ceased publica- 
tion in 1956. Before joining Family 
Weekly, he was an editorial con- 
sultant to NBC. 


‘Chicago Agency Bookkeeper 
Admits $59,911 Thett 


Robert J. Bassett, who went to 
work for E. H. Brown Advertising 


GRAND RAPIDS 


7 Herald 


Perens: 


Owl4 FEDERATED PUBLICATIONS COVER THE HEART OF MICHIGAN 


State Journal 


REPRESENTED NATIONALLY BY SAWVER-FERGUSON-WALKER COMPANY 


Agency, Chicago, in 1956 as a 
bookkeeper, has been arrested by 
Chicago police and has admitted to 
police that he took $59,911 of the 
agency’s funds last year by making 
vut checks to himself. Mr. Bassett 
told police he could account for 


BATTLE CREEK 
EnquireteNews Ss: 


| working it out.” 
Revlon Sales, Net Up 

Net sales of Revlon Inc. totaled 
$95,174,546 in 1947, an increase of 
11% over 1956. Net earnings were 
$8,999,337, an increase of 742%. 


LANSING 
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Adetite, Young Whemen f 


When it comes to beauty, 


they come to us 


Our acquaintance is most personal with over 
three million young women who read TRUE 
CONFESSIONS and MOTION PICTURE. 
They come to us for beauty help and 
suggestions. 


They look to our editors and advertisers for 
ideas. 73.3% are under 35 years of age, and 
therefore have a natural desire to look attractive. 
82.8% of the adult ones are married. 


79% use nail polish 

87% use cleansing tissues 
56% use eyebrow pencil 
99% use lipstick 

66% use make-up base 
53% use mascara 

49% use rouge 


With a median income of $4,400 annually, they 
represent a huge, unduplicated market, and the 
Fawcett Women’s Group is keyed to their lives. 


You can put your brand name firmly in their 
buying minds by advertising in the 
FAWCETT WOMEN’S GROUP. 


-.-.-and FAWCETT WOMEN'S GROUP 
CONTINUES TO DELIVER A BONUS! 


FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS MOTION PICTURE 


CIRCULATION 
2,100,000 Giirantee 
Fawcett Publications, inc., 67 West 44th Street, New York 36, N. Y. 
Chicago « Detroit + Hollywood «+ Los Angeles + Miami + San Francisco é 


Source of figures: Starch Consumer Magazine Report, June, 1957 
17th Annval Beauty Reader Forum, FAWCETT PUBLICATIONS, INC. 
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FREE! 300 Page Gift Catalog 


MEMBERS OF: Jewelers’ 
Board of Trade; Chicago 
Jewelry Manufacturers’ As- 
soc.; Importers’ Assoc., Inc.; 
Chicago Assoc. of Commerce 
and Industry; U.S. Chamber 
of Commerce 


Items from $2 to $20,000 


Now—You Can Buy Any One of Thousands of 
Nationally Advertised Articles AT DEALER 
costs. 

Whatever you choose—fine jewelry, watches, sil- 


verware, appliances, giftware, etc.—the quality 
makes it desirable. 


Your Answer to Gift Buying Problems 


Suitable gifts for associates, clients and employ- 
ees. Easy to fill out order blank within catalog. 
Write Now, “Request your free gift catalog — 
without obligation.” (Company letterhead only.) 
Since 1899—H . Horwitz Co. for the finest year around buying 


H. HORWITZ CO. 


Distributors « Importers « Manufacturing Jewelers 
36 South State Street Room 807 Chicago 3, Ilinois 


Company Representatives You are cordially invited to visit ow showroom and 
see our fabulous displays 


FTC Charges Thermoid 
Favored Big Companies 

The Federal Trade Commission | 
has charged that big oil compa- 
jnies, cooperative buying groups 


ceived illegal rebates in the pur- 
chase of automobile replacement 
|parts made by Thermoid Co., 
| Trenton, N. J. The complaint said 
Thermoid, whiche makes radiator | 
hose and fan belts, often sold un-| 


tive buying groups better terms 
than it allowed independent job- 
bers who sell in competition with 
members of the buying groups. 

In addition, it said three big au- 
tomobile manufacturing compa- 
nies got private brand products for 
a price 34.5% below that available 
to jobbers, while nine major oil 
| companies bought at a 21% dis-| 
|eount and Sears, Roebuck and 


| Montgomery Ward paid 25% less 


than jobbers. 


Brunelli Heads Lady Esther 


Vincent P. Brunelli, vp of Chem- 


|and other big customers have re- | Way Corp. and president of the| 


household products division, has in 
addition been elected president of 
the Lady Esther division. At the 
same time, the company has trans- 
ferred Lady Esther’s sales and ad- 
vertising departments from Chica- 


der private brands, gave coopera- |8° to Chemway’s new headquar- 


ters, in Wayne, N.J. 


Clinton Frank Names Roberts 

Clinton E. Frank Inc., Chicago, 
has appointed Arthur R. Roberts 
Jr. an account executive on the 
Toni Co. account, with responsi- 
bilities for Bobbi pin-curl perma- 
nent. Mr. Roberts formerly was a 
creative group supervisor with 
Keyes, Madden & Jones. 
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we lead 
where YOU 
can sell the most.’’ 


Buyers hustle when the Times-Star show: its 
muscle! The 
ahead of the Post to the number one evening posi- 
tion in vital Hamilton County ... the important 
City Zone . . . and the golden Tri-County Metro- 
politan Area—where strength counts the most! 


Cincinnati Times-Star has 


raced 


Get the latest 
Cincinnati facts. 


That's why in Cincinnati the newspaper with the 


“Let’s 
get 
together 
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| Fatutaus on Fish! 
Sensovonmt m Selads' Superb on Speech’ 
Pertect tor Lemih Pres 
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| PRE-LENT—ReaLemon-Puritan Co.’s 
new campaign includes two-color 
ads like this in February and 
March in 110 newspapers in 89 
cities plus March issues of Ladies’ 
Home Journal and Better Homes & 
Gardens. Rutledge & Lilienfeld, 
Chicago, is the agency. 


Negro Newspapers’ 
Circulation Off 12.8%, 
Lincoln U. Reports 


JEFFERSON City, Mo., Feb. 18— 
Circulation of Negro newspapers in 
the U. S. has dropped almost 250,- 
000 in the past two years, according 
to an annual survey of the Negro 
press by the Lincoln University de- 
partment of journalism here. 

Total circulation of the Negro 
| press is 1,697,560 copies. There are 
172 newspapers in the group, most- 
lly weeklies, published in all but 
15 states and in the District of Co- 
lumbia and Alaska. 

The number has declined by sev- 
en since the previous survey in 
1956. 

California, one of the states ab- 
sorbing Negro migrants from the 
South, added four newspapers dur- 
ing the two-year period—more than 
any other state. California and Ala- 
bama lead the country; each has 
14 weeklies. 


s Tennessee and Texas come next, 
with 11 papers each; then New 
York with nine; Illinois, Florida 
jand North Carolina, eight each; 


: | Mississippi, Georgia and Ohio, sev- 


[= |en. 89 papers in 13 southern states 
and Washington, D.C., account for 


755,473 of the 1,697,560 circulation 


Be | total. 


The 138,074 circulation of the 
California weeklies tops that of any 
|single state except Pennsylvania, 
|whose Pittsburgh Courier sells all 


af | but 26,205 of 224,104 weekly copies 


}in other states, largely southern. 
Two of the 172 papers are dailies 
| (at Chicago and Atlanta); five are 
| semi-weeklies; one is a bi-weekly, 
and the remaining 164 are weeklies. 

Results of the survey are avail- 
|able at $1 a copy from the depart- 
ment. It gives Audit Bureau of 
|Circulations figures for 26 member 
papers and identifies 28 that belong 
to the National Newspaper Pub- 
lishers Assn. # 


'McKesson Sets Yule Drive 
McKesson & Robbins, New York, 
| will once again use the Dec. 7 is- 
sue of The American Weekly to 
spearhead its annual Christmas 
promotion. A multi-page four-color 
insert is planned, of which there 
will be 6,000,000 reprints for local 
promotion. In addition, 1,000-line 


greatest number of display ads is the ... 


| TIMES-STAR 


Mike Burnes. General Advertising Manager. 
The Cincinnati Times-Star, Cincinnati. Ohio 
O'Mara § Ormsbee. Inc.. New York. 

Chica Detroit. San Francisco, Los Angeles 
McAskill, Herman & Daley. Miami Beach 


newspaper ads will run in about 50 
newspapers. Dancer-Fitzgerald- 
Sample, New York, will place the 
campaign. 


\| NBC Elects McAndrew VP 


William R. McAndrew, director 
of news for NBC, New York, has 
been elected vp in charge of news. 
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Poster designed by Silton Bros . Callaway Ine. 


make the sales picture complete! 


William A. Silverman 


Vice President, Marketing and Advertising 
W. F. Schrafft & Sons Corporation, says: 


“Outdoor advertising does a big selling job for Schrafft’s. 
One poster showing alone moved so much merchandise 
at the retail level that our warehouses were cleaned out. 
When Outdoor can successfully move people in this 

way, you can be sure this medium will be an integral 
part of our sales picture!” 


8 out of 10 people remember Outdoor Advertising!’ 


| OAT! 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON + CHICAGO - DALLAS - DETROIT - HOUSTON + LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO + SEATTLE 


*Urban Poster Readers— Starch Continuing Study of Outdoor Advertising 
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FOR PRESTIGE—Starch goes high 
fashion in a new campaign by A. E. 
Staley Mfg. Co. for its Sta-Flo. 
This first ad in the series runs in 
Ladies’ Home Journal, March, and 
Vogue, March 15. Erwin Wasey, 
Ruthrauff & Ryan, Chicago, is the 


agency. 


Agencies Are Good 


Source of Foreign 


Market Data: Price 


Cuicaco, Feb. 18—Advertising 
agencies, with their market data 
resources and connections, are 
among the best sources of informa- 
tion on foreign marketing pros- 
pects, particularly for a company 
with a small market research budg- 
et, the Export Managers Club of 
Chicago was advised last week. 

In a discussion of low-cost ways 
and means of researching overseas 
markets, C. A. Price, export man- 
ager of Kimberly-Clark Corp., 
Neenah, Wis., said that ad agencies 
possess—or can easily acquire—a 
wealth of information on foreign 
marketing and distribution patterns 
and techniques, selling and mer- 
chandising systems, buying habits 
and competition. 


s Adequate analysis of an overseas 
market, Mr. Price said, involves an 
enormous amount of research be- 
cause of the differences in living 
patterns, cultural habits and stand- 
ards of living. + 


Brown Joins Hirsch, Tamm 

Stella Chaney Brown, formerly 
president of Stella Chaney Brown 
& Associates, Clayton, Mo., agency, 
has joined Hirsch, Tamm & UlIl- 
man, St. Louis, as an account ex- 
ecutive and copy director. Mrs. 
Brown was one of the original em- 
ployes of M. L. Hirsch Advertising 
Agency when it opened 15 years 
ago. 


Sisk Names Hoyt 

Charles W. Hoyt Co., Miami, has 
been named to handle advertising 
for Dorman Sisk Agency, steamship 
agency for the American Defense 
Line, operator of cargo ships in the 
Florida-Caribbean area. There is 
no previous agency of record. 


$ MEMO BOARD 


@ USEFUL ' wimour pins On TACKS. 


PREMIUM for the HOME 


Each boord complete with accessories, pecked 
in ottractive box with above cover design. An ex- 
cellent gift for all occasions. May be imprinted. 


Send for literature and prices 


WEINMAN BROTHERS. inc. 


3260 W. GRAND AVE., CHICAGO 51, ILL. 


| Reducing Cigarets Launched 
Cornell Drug Corp., New York, 
is introducing Trim, a “reducing- |‘TV Guide’ Completes Move 


is the Trim agency. 


|baking ingredient. Trim sells for| production departments, which | Shulton Names George Foy 


$2 for one week’s supply, 21 ciga-|have moved within the past two} Shulton Inc., New York, has as- 
rets. Dean Advertising, New York, | months. 


Consumers Co-op Boosts Two 
John T. Carroll has been ap- 
pointed director of merchandise 
aid” cigaret in New York, New| TV Guide has completed move-| promotion of the Consumers Coop- 
| England, Atlanta and Florida mar-|ment of its national headquarters | erative Assn., Kansas City. He had 
_| kets with a campaign of more than|and departments into its new/been advertising manager of the 
; | $100,000, according to advertising| building in Radnor, Pa. The pub-| association since 1952. Replacing 
© “*|manager Marvin Chandler. The) lisher’s office, national and general! Mr. Carroll as advertising manager 
Sa. product reportedly is made from |administrative, advertising, circu-|is James Rathbun, formerly art 
tobacco, flavoring and combustible|lation and promotion departments | director of the association. 
,|tartaric acid. Tartaric acid is a|joined the national editorial and 


signed George Foy to a new post as 


Advertising Age, February 24, 1958 


manager, commercial develop- 
ment. He will be responsible for 
advertising, sales promotion, mar- 
ket research and the preparation 
of new markets for development by 
the sales department. 


Collins Joins Wool Bureau 
Harold W. Collins, formerly with 
the Carpet Institute, has joined the 
men’s wear department of the 
Wool Bureau, New York, as retail 
promotion representative in the 
midwestern and southern states. 


DO YOU NEED MORE 


You THINK ONLY A GIANT BUDGET CAN CREATE ADVERTISING IM- 
PACT? No, sir. Just try The Wall Street Journal. Take The Journal’s own 
terrific impact on its readers and harness it to any reasonable appropriation. Sud- 
denly, your campaign has pile-driving power beyond anything you may have 
experienced ever before. And you don’t have to be a psychologist to see why. 

Each business day, The Wall Street Journal brings buyers and sellers to- 
gether. Surrounded by The Journal’s own stimulating “business - in - action” 
reading matter, advertising gets a chance to exert force at the right time, in the 
right place. Something that thrills every advertising man happens. Things fall 
into place. One reader picks up the phone, another dictates a memo. Soon, 
another gratified sales manager is saying, “Hey, how long has this been going 


on? This medium really brings us business!” 


Men who subscribe to The Journal aren’t content with the slower, less- 
complete information sources. When they see your information in The Jour- 


nal, things have already started to move in your direction. 


Impact? Try The Journal. Just see for yourself how much sales pres- 


sure your dollar can really buy—even these days. 


YOU CAN GET iT WITH 


©Dow Jones & Company, inc. 1958 
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Arndt, Preston Sets Panels 
Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, has started a 
series of panel conferences for its 
own staff members. At the first 
meeting, the agency men met with 
a panel of radio and tv station ex- 
ecutives, with the radio-tv men on 
the receiving side of many ques- 
tions. In the future, the agency 
plans panels on programming, 


and technical clinics for agency 


radio and tv writers. 


Miller Draws Fine, 
Suspended Sentence 
in Mail Fraud Case 


seq.). 


The president of William P. Mil- 


ler Co., East Hartford agency, was 
accused of selling more than $100,- 
000 worth of advertising for three 
publications that never were print- 
ed. 


Mr. Miller on probation for three 
years. # 


Lindelow Forms Company 
William A. Lindelow has re- 


U. S. Attorney General Simon S.| signed as senior vp of A. J. Wood & 
HarTForD, Feb. 18—William P.|Cohen, in detailing Miller’s four-|Co., Philadelphia market analyst, to 
Miller, Hartford advertising pro-|state operations, said the agency 
moter, drew a suspended prison |contracted with reputable organi- 
sentence and a $250 fine in U. S.| zations to solicit advertising and | offices in Fort Washington, Pa. The 
district court on mail fraud charges | print programs and booklets for| company will specialize in pr pro- 
sales techniques, merchandising |last week (AA, Aug. 26, ’57, et | anniversaries, conventions, dances! grams for department and special- 


and other events. 


form his own public relations and 
customer promotion company, with 


ity stores and charge account solic- 
Judge J. Joseph Smith placed | itation. 


® The only National Business Daily 


© Circulation: 493,767 (ABC, 9/30/57) 


® Daily impact on business decisions 


© Concentrates your firepower on live 
selling opportunities 


© Ferrets out your best prospects in every state, 
almost every county 


© Rated most important and most useful 


by rated business leaders 


BUSINESS ADVERTISERS AGREE: 
Here is your 1958 hard-sell medium! 


THE WALL STREET JOURNAL 


a 


MET JOURNAL 


Published at: 


NEW YORK and WASHINGTON, D. C. 
44 Broad St. 1015 - 14th St., N. W. 


CHICAGO 


DALLAS 


SAN FRANCISCO 


Anheuser-Busch Buys 
American’s Miami Brewery 

Anheuser-Busch Inc., St. Louis, 
has acquired the Miami brewery of 
American Brewing Co., a subsid- 
iary of City Products Corp. 

The New Orleans brewery of 
American Brewing Co. was not af- 
fected by the transaction and will 
continue to manufacture and dis- 
tribute Regal beer. The Miami 
brewery will continue to make 
Regal beer. 


Paper-Mate Names Alexander 

Dr. Ben H. Alexander has been 
named director of research of Pa- 
per-Mate Co., subsidiary of Gillette 
Co. Dr. Alexander, who formerly 
was manager of the semiconductor 
division of CBS-Hytron, will make 
his headquarters at Paper-Mate’s 
plant in Santa Monica, Cal. 


Wider & Palan Moves 


Wider & Palan Advertising, St. 
Louis, has moved to larger quar- 
ters at 3638 Olive St. 


WHEELING 
37m TV 
MARKET 


"Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 


#2 OF ASERIES 
CHEMICALS 


Chlorine Operator Don Neumann, one of 

300 employed 12 miles from Wheeling at 

SOLVAY PROCESS DIV.—ALLIED CHEMICAL 
Perkins Plant—Moundsville, W. Va. 


Solvay manufactures Chlorine, 
Caustic Soda, Chloromethanes, Vinyl 
Chloride and many industrial 
chemicals needed in plastics, 
soaps, textiles, paper, gasoline 
and petroleum products. Natural 
salt deposits, proximity to 
consuming markets, excellent rail 
and Ohio River facilities motivated 
completion of this multi-million 
dollar operation in this area. 
Solvay—another BIG in this 
GROWING BIGGER market where 
nearly two million people spend 
over two-and-a-half billion 
dollars annually . . . where 
425,196 TV homes react to the 
influence of WTRF-TV. 

For availabilities, call Bob 

Ferguson, VP and Gen. Mgr., 


or Needhom Smith, Soles Manager, 
ot CEdor 2-7777. 


National Rep., George P. Hollingbery Compony 


Wh ae Rade 
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| Doherty, Clifford Expands 
Media Unit; Adds Four Others — 
| Doherty, Clifford, Steers & Shen- | 
field, New York, has established | 
ia group system operation for its 
expanding media department. Jack 
K. Carver and Samuel B. Vitt have | 
|been promoted to media super- 
visors, each heading a unit respon- 


ea sible for servicing a group of cli- 
its ents. Rita Venn has been named | 
|senior space buyer, and Robert 

great |Widholm, senior broadcast buyer. 


Donald H. Quinn continues as vp 
‘and media director. 

In addition, Doherty, Clifford has 
appointed Richard V. Morse an ac- 
count executive, David G. McIn- 
tyre an assistant executive, Robert | 
Nathe executive producer of radio- 
tv commercial production and John | Patterson 
DeBenham a film producer. Mr. | 
Morse formerly was with Young & 


to have 


100 GRAND 


Dunn 


(Read More About It on Page 48) 


6 e | Thompson Co. 
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Straka 


Sheldon Rubenstein 
: : i he Art Directors Club of 
am: ‘ Int | AT EASE—Newly elected officers for 1958 of t 
pera Fe a” Seetee el Chicago are Orville Sheldon, Foote, Cone & Belding, president; 
with MeCann-Iivickesn snd Mr,| Leonard Rubenstein, Clinton E. Frank Inc., 1st vp; Dean Straka, 
DeBenham was with y. Walter) N. W. Ayer & Son, 2nd vp; Robert Dunn, Tatham-Laird, treasurer, 
and Robert Patterson, McCann-Erickson, secretary. 


Where the Big Top Drew Crowds Once a Year, Big Values Now Draw Shoppers Daily 


Until two years ago, this 60 acre tract of land came to life only 
when the circus came to Baltimore. Today this area, trans- 
formed into the Eastpoint Shopping Center is busier than a 
three-ring circus every business day of the week. 


=. 


€§... BALTIMORE HAS CHANGED! 


The same impetus that is continually changing the face of Balti- 
more has changed the buying habits of Baltimoreans. Today, 
markets are mobile! Customers go where the best values can 
be found. 


If you want to reach more customers in this changing Baltimore 
market, use the paper that covers more families than any other 
Baltimore daily newspaper. 


You'll find the News-Post the most economical as well as effec- 
si tive medium for producing sales in the new Baltimore. 


" News-Post and Sunday American 
m first in the Heart of Maryland 


Represented Nationally by Hearst Advertising Service Inc.-—Offices in 15 Principal Cities 


eee: 


Long-Range Effect 


of Ads Stressed by 


Furniture Marketer 


Los ANGELEs, Feb. 18—Even for 
the retailer, advertising should not 
be judged by its immediate ef- 
fects, Dave Seigel, vp and adver- 
tising director of Riviera Mfg. Co., 
told members of the Advertising 
Club of Los Angeles. 

Outlining the experience of his 

company, which manufactures 
‘convertible sofas and chairs, Mr. 
| Seigel said that since it was formed 
in 1954, Riviera has spent close to 
$3,000,000 for advertising, and has 
grown from one showroom to 32 
‘and is still growing. 
Mr. Seigel said it is hard to 
make the business man grasp the 
importance of advertising skills. 
|“We all get used to paying the 
craftsman, the office help, the 
|porter; we take it for granted we 
have to pay our taxes, doctor bills, 
lawyer bills, but when it comes to 
paying for advertising counsel, 
that’s something else. 

“We always complained about 
lack of business and lack of traffic, 
| but it was hard to accept the fact 
that steady, consistent advertising 
was necessary to remedy this situ- 
ation. We found it easier to under- 
stand that a certain fabric would 
|not sell and take a loss on a line 
| of furniture, rather than spend 
‘consistent monies on advertising.” 


Posey Named Manager of 
McCann in Chicago 
Chester L, Posey, formerly crea- 
tive director and plans board 
chairman of McCann-Erickson, 
| Chicago, has been named manager 
of the Chicago of- 
fice. He succeeds 
Peter G. Peter- 
son, who has 
been appointed 
assistant to the 
president and co- 
ordinator of cor- 
porate services to 
regional offices 
(AA, Feb. 10). 
Mr. Peterson will 
Chester L. Posey continue to make 
his headquarters 


in Chicago. 

Before joining McCann as crea- 
tive director and vp in 1954, Mr. 
Posey was copy group supervisor 
of Kenyon & Eckhardt, New York. 


Marschall Joins Litof 

George B. Marschall, formerly 
|creative control director of Ruth- 
rauff & Ryan, has joined Arthur 
| Litot Studios, New York, advertis- 
|ing art studio. 
| 
| Bilis Joins Jack Morton 

Stearns R. Ellis, formerly with 
| Young Television Corp., has joined 
Jack Morton Productions, New 
York, as a salesman. 
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The Chemical Engineer paints 30,000 acres of walls a week 


New Latex-based paint . . . just one more 
contribution to better living by the 
Chemical Engineer and his technology. 


The unifying element in the multi-billion 
chemical process industries—from petro- 
chemicals and plastics to paper and paint 
—is their common dependence on chemi- 
cal processes and technology . . . and the 
critical importance of the chemical engi- 
neer all the way from where ideas are 
born to where orders are signed. 


he CORSE eas 12) 


He has many different titles, does many 
different jobs wherever chemical proc- 
esses are used in industry. Sell him, and 
you've sold the biggest single buying in- 
fluence for new equipment and raw ma- 
terials. To reach him, only one way—his 
way—CHEMICAL ENGINEERING—the 3 to 1 
choice among chemical engineers in all 
functions, in all industry. This year you 
can talk to him more often—with a greater 
timeliness and impact than ever before. 
CHEMICAL ENGINEERING, A McGraw-Hill 
Publication, New York 36. @ @ 


Published every other monday 
for Chemical Engineers inall functions 
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EXECUTIVES WORTH KNOWING... AND REACHING 


AMONG THE 349,508 WHO SUBSCRIBE TO THE ROTARIAN 
276,111 ARE CORPORATE OFFICIALS OR TITLED EXECUTIVES 
IN BUSINESS AND INDUSTRY, 185,238 ARE APPOINTED 

OR ELECTED CIVIC LEADERS 


THESE BUSINESS AND COMMUNITY LEADERS TAKE 
AN ACTIVE PART IN PURCHASING EQUIPMENT, SUP- 
PLIES, OR SERVICES FOR THEIR BUSINESSES AND 
FOR GOVERNMENT, SCHOOL, CHURCH, HOSPITAL, 
AND INSTITUTIONAL USE. 


FOR LOW-COST QUALITY INQUIRIES AND ORDERS ADVERTISE IN 
THE ROTARIAN 1600 RIDGE AVENUE, EVANSTON, ILLINOIS 


Power Moves, Adds Four 

‘| Power Advertising Associates, 
West Palm Beach, Fla., has moved 
to 230 Royal Palm Way, Palm | 
Beach. The move, part of an agency 
expansion, coincides with the ad- 
dition of two new account execu- 
tives—Gordon Heyworth, a radio- 
tv specialist, and Robert M. Pear- 
son. Two artists, Ray Williams and 
Ken Ricklefs, also have joined 
Power. 


Parker Maps $100,000 Push 
Parker Pen Co. will spend $100,- 
000 in a 72-market two-week 
newspaper ad drive the last week 
of February and the first week in 
:|March promoting its T-Ball Jotter 
:|pen. Tatham-Laird, Chicago, is the 


= | agency. 


Advertising Age, February 24, 1958 


First Two Seasons Are Toughest in 
TV Shows’ Battle with Cancelationitis 


(Continued from Page 3) 


particular mention of their hold on | 


the top popularity rankings. 


s First the question of what’s old | 


on television. Some 26 of the 116 
regularly scheduled half-hour and 


hour evening sponsored network | 
|shows (as of last December) date | oldsters which fare the best. Of 17 


back to 1953 or earlier. A great 
many of them originated a good 


deal earlier than 1953, but this col- | 


lection of data did not pinpoint 
that aspect of the story. All these 
compilations cover only regularly 


FORCE 


THE STRONGEST SELLING 
IN RHODE ISLAND 


On Race Track sites?oi 5, 1 nniBedy 


Is Postponed ery 
Council Plans { 


se The Providence Journal 9 
Johnston Vote ase seen 


Teders end Boe Meet 
it Sounds Suspiciously Lik 
Copitalistic Gold-Brickong 


E== The Providence : Sunday Journal — I 


set tonbiag Dulles Fails to Find 
aa Nut BOI Political idea 


= To Submit to NATO | 


cam sae he  Rlanray Brelav Saor Sneroee Mere 


ae 5 See SPS > Oh 


rh 
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Ask $25-Million : 
For RL Roads 


mete Demeerent ae 


— = Che Evening Bulletin 


~ 
- Je Mens SAAR POROIT FAO ¢ 


: Strike Cripp! es 


City 
Edition 


te ded 


The Providence 
Journal-Bulletin 
is an operating 
necessity in New 
England’s second 
largest market! 


most responsive 


It’s Rhode Island’s busiest and best salesman, providing 
complete coverage of ALL the families in ABC Providence and 
more than 80% in the city-state area. With ABC Providence in 
the over-500,000 group (513,275) this compact city-state market 
belongs in your “A” schedule. 


Plan great in ’58 with consistent advertising in The Provi- 
dence Journal-Bulletin for the most effective, most economical and 
.coverage of New England’s second largest 
market. Combined daily circulation, over 200,000 and The Provi- 
dence Sunday Journal, more than 185,000. 


scheduled programs; specials and 
spectaculars were not considered. 
Starting dates for the rest of the 
current nighttime regulars: 1954, 
eight shows; 1955, 16 shows; 1956, 
15 shows; 1957, 52 shows. 
| In the popularity sweepstakes 
as reflected by the Top 10s, it is the 


| telecasts which made one of the 
|Top 10s some time in November 
or December, only two are new- 
comers—that is 1957 starters. Both 
are westerns, one (“Have Gun, 
Will Travel”) from the CBS stable 
and the other (“Tales of Wells 
Fargo”) from NBC. 


® The oldsters on the list are: 


Show Class of 
G ke (R gton and L&M, 
SII -sisiidainsiioinisaisatieniaiinntnitibaabeiditiadi 1955 
| Perry Como (Several advertisers, 
~~ i eweneranerse 1955 
Ed Sullivan (Mercury, Kodak, CBS) 1948 
Jack Benny (Lucky Strike, CBS) 
as monthly show .00.........ccccccccne 1951 
Steve Allen (Several advertisers, 
ye 40 | Pere ee 1956 
| Ive Got a Secret (Winston, CBS)... 1952 
We a  ) 1953 
| Alfred Hitchcock (Bristol- 
IL TUNED scisditicsapnnisinnenciiphéenecesiia 1955 
| Danny Thomas (General Foods, 
CBS—formerly Make Room 
Be IIE sintuichthccnsitihicheniaabiniiniions 1953 
Wyatt Earp (P&G, General 
SN: SUITED -sicininstetenericisiedibesiniiiiclan 1955 
$64,000 Question (Revlon, CBS) .. 1955 
Cheyenne (GE, ABC) o.oo. 1956 
December Bride (General 
| Se 1954 
| Lassie (Campbell Soup, CBS) ........ 1954 
Zane Grey Theater (General 
a ee 1956 


® The gloomy side of this pro- 
| gramming picture is headlined by 
|the yearly casualty figures for 
|nighttime network sponsored reg- 
/ulars. The approximate count 
showed 41 deaths in 1954, 26 in 
1955, 47 in 1956 and 55 last year. 

Two programs that made the 
Top 10s as recently as the winter 
of 1956—the “Jackie Gleason 
Show” and “Private Secretary”— 
have faded from the air. A third, 
“TI Love Lucy,” has been converted 
to a longer, less-frequently-sched- 
uled program, and the original 
“Lucy” is still around as a re-run 
feature on CBS. 

It’s difficult to arrive at uny 
kind of conclusion as to what kind 
of tv programming offers the ad- 
vertiser the best prospect for a 
long-running vehicle. The pink 
slip wielders are no respecters of 
| categories. 

On a purely mathematical basis, 
| westerns and adventure series 
| stand out, but since most of these 
shows are relatively new, no one 
can yet say how they will do on a 
longevity evaluation. + 


Brewer Appoints Earp, Lapp 

| Samuel A. Earp has been ap- 
pointed an account executive at 
Bruce B. Brewer & Co., Minneapo- 
lis. He formerly was a marketing 
consultant for Nutrena Mills, and 
before that was an account execu- 
tive for Campbell-Mithun. Brewer 
/also has named Earl L. Lapp an ac- 
;count executive and director of 
| public relations. Mr. Lapp former- 
ly was with Electrical Design News 
and a partner in Stephens-Lapp 
Associates, Los Angeles public re- 
‘breeemras counsel. 


Tycoon Typing Appoints 

Van Brunt & Co., New York, has 
been appointed to handle advertis- 
ing for Tycoon Typing Co., New 
York. The company, a new adver- 
tiser, installs dictating equipment 
for its clients, collects the tapes 
regularly and returns finished let- 


ters within 24 hours. 
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aimed 
at the 
VYING 
ZONE 


(where you establish your 
product identity with 

the specifying engineer) 
ACTUAL SPECIFYING ENGINEER . . . 

a new, monthly market-building publication 


.. dedicated to help you establish your prod- 
uct identity with the specifying engineer. 


ENGINEER 


aim CONDIT ron ime * 


pieime « eves ve | 


First Issue: September, 1958 
Standard 7" x 10” Format 


SPECIFYING 
ENGINEER 


a two level 
sales approach 
aimed 
directly at the. 


in heating, air conditioning, 
piping and plumbing 


Now, at last, every manufacturer of specified products 
used in heating, air conditioning, piping and plumbing 
can take advantage of this dual sales package designed 
to help bring their products into the actual specification! 


This is more than an announcement for our new monthly 
publication, the ACTUAL SPECIFYING ENGINEER .. . and 
our new catalog information service, the ENGINEERS’ 
PRODUCT FILE. It is the presentation of a unique, two- 
level plan of sales strategy aimed at the man who speci- 
fies . . . the very nucleus of volume sales in heating, 
air conditioning, piping and plumbing. Thus, you can 
now penetrate both the Vying Zone (build product 
identification for your products through the ACTUAL 
SPECIFYING ENGINEER) and the Specifying Zone (have 
your catalog data available at the time of specification 
in the ENGINEERS’ Propuct FILE). In both instances, 
your sales target is the specifying engineer . . . the man 
you must and do reach by being adequately represented 
in both publications. In combination, they offer you the 
full-cycle of sales productivity ... market building prod- 
uct identification, backed up by direct representation 
at the time specifications are written! 


If your products are specified, and are used in heating, 
air conditioning, piping and plumbing systems, you will 
want to investigate why the ACTUAL SPECIFYING ENGI- 
NEER and the ENGINEERS’ PRODUCT FILE should become 
a vital part of your market sales strategy. 


FOR MORE COMPLETE INFORMATION, WRITE US 
DIRECT OR CONSULT YOUR ADVERTISING AGENCY. 


engineers” 
PRODUCT FILE 


ENGINEERING PUBLICATIONS DIVISION 
Domestic Engineering Co., 1801 Prairie Ave., Chicago 16, Ill., CAlumet 5-4680 


ae 


aimed 
at the 
SPECIFYING 
ZONE 


(where your product is 


specified to fit a specific job) 


ENGINEERS’ PRODUCT FILE . 

a new service that enables you to put 
your catalog information into the 
hands of the men who specify .. . at 
the time of specification! 


To be published: November 1, 1958 
Forms close: August 15, 1958 
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FOR THE FIFTH STRAIGHT YEAR— 


FIRST in business and 


industrial advertising among 


weekly news magazines 


Advertisers with messages for the important people in business and industry 
have increased their use of news magazines and management magazines by 
18.8% since 1952. But they increased their use of ‘““U.S.News & World Report”’ 
by more than twice that much—for a 5-year gain of 42.6%. Of the total gain 


by all six magazines of 2,392 pages, almost a third, or 764 pages, went to just 


one magazine—“U.S.News & World Report.”’ 


Three out of four “U.S.NeEws & 
Wortp Report” subscribers hold u.S.News ne 
managerial positions—highest concen- ' COM PLETE 
tration of news magazines—highest NEWS MAGALINE 
of all magazines with more than 
1,000,000 circulation. They’re in all 
phases of business, industry, govern- 
ment and the professions, and in all levels of managerial 
responsibility. 

In survey after survey of key people in American business 
and industry, ““U.S.News & Wor.Lp ReEpor?’’ consistently 
receives more votes than any news magazine or any manage- 
ment magazine as the magazine ‘most useful to me in my 
-work,” and “‘the magazine in which I place the most con- 
fidence.”’ Alongside news of such usefulness and such impact, 
advertising gets attention, readership and action. 


U.S.NEWS & WORLD REPORT 


oa 
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BUSINESS AND INDUSTRIAL ADVERTISING IN NEWS 
MAGAZINES AND MANAGEMENT MAGAZINES—1957 


CP WO oss da does rdvcanses seco 5,753 pages 
U.S.NEWS & WORLD REPORT.......... 2,560 pages 
NIN Bade dad's pendingbycucdssavbediuns 2,281 pages 
in coi Te TT EE ete ee: 2,053 pages 


PE MN ian as csc han eiciantecsechaueeds 1942 pages 
cs bkadalenepbhaaneeeens 560 pages 


Source: Publishers Information Bureau 


MAGAZINES THAT SHOWED GAINS IN BUSINESS 
AND INDUSTRIAL ADVERTISING PAGES 


RANK IN BUSINESS AND INDUSTRIAL 
ADVERTISING PAGES 1952-1957 
1953 1954 1955 


BUSINESS BUSINESS BUSINESS BUSINESS 
WEEK WEEK WEEK WEEK 


1952-1957 


(number of 


pages gained) NEWSWEEK | NEWSWEEK 


FORTUNE FORTUNE 


NATION'S NATION'S NATION'S 
BUSINESS BUSINESS BUSINESS 


Source: Publishers Information Bureau 


“USN&WR” FORTUNE BUSINESS NEWSWEEK NATION'S 
WEEK BUSINESS 


Source: Publishers Information Bureau 
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America’s Class News Magazine 


Now more than 1,000,000 net paid circulation ... a market 


not duplicated by any other magazine in the field. Advertising offices, 45 Rockefeller 
Plaza, New York 20, N. Y. Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, Los Angeles, Washington and London. 
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MPA Hits Chamber’s 
‘Divergent’ Stands 


on Postal Accounting 


New York, Feb. 18—The Maga- 
zine Publishers Assn. has accused 
the Chamber of Commerce of the 
U.S. of speaking out of both sides 
of its mouth on postal rates. 

Robert E. Kenyon Jr., MPA pres- 
ident, said a Chamber of Commerce 


Texas High Court Forbids 
Ads on Eyeglass Prices 

The Texas supreme court has re- 
fused to permit Life Optical Co. to 
|advertise the prices of eyeglasses 
}until it hears an appeal on an in- 
junction whieh was issued on Jan. 
17 barring that kind of advertising. 
The hearing is set for March 5. Life 
Optical Co. contends that a new 
state law prohibiting solicitation of 
patients and publication of prices 


is unconstitutional. The injunction 
was obtained by a competitor— 


policy declaration made in 1956 in- 
sisted that postal rates be set “with 


due consideration to the cost of the | Texas State Optical Co. 


service and to such factors as pre- 


New Book Bows in July 

Convention Guide & Digest, a 
new national magazine, will be 
published in July by Convention 
Guide & Digest Inc., 203 N. Wabash 
Ave., Chicago. The publication will 
contain news pertaining to the con- 
vention, sales meeting, expositions, 
trade show and_ entertainment 
fields. Francis Neil Gilbert is the 
publisher. 


Space Salesmen Elect 


Dave Littlefield, Parade, has 
been elected president of the New 


York State Consumer Magazine 
Club, a group of space salesmen 
who cover the state. Ed Hanrahan, 
Family Circle, is vp; Ben Wright, 
Ebony, is secretary, and Bill Davis, 


| Household, is treasurer. 


Fine Named Exec Editor 

William Fine, formerly publisher 
of Bride & Home, has been named 
executive editor of Good House- 
keeping, New York. Robert E. 
Brown, formerly eastern advertis- 
ing manager of Harper’s Bazaar, 
has been named to succeed Mr. 
Fine at Bride & Home. 


Advertising Age, February 24, 1958 


Ralston Promotes Eskridge 
Robert L. Eskridge, of the Chow 
sales promotion department of 
Ralston Purina Co., St. Louis, has 
been named assistant advertising 
and promotion manager of the 
company’s Ralston division. 


Kolseth Joins Barrington 

J. Harold Kolseth, former vp 
and general sales manager of An- 
heuser-Busch, has joined Barring- 
ton Associates, New York manage- 
ment consultant and business re- 
search company, as a vp. 


ferment and deferment of service 
and the value of the service to the 
patron.” Then, last December, the 
chamber said in a report to Con- 
gress that the postal service should 
be “self-supporting,” according to| 
Mr. Kenyon. 

The MPA head said this re | 
sumably means that losses due to 
public service operations should be 
footed by other postal users al- 
though they benefit all taxpayers.” 
He added that the MPA is in ac- 
cord with the chamber’s policy 
declaration but not with its report 
to Congress. 


s Mr. Kenyon announced that the | 
MPA has sent a 20-page “Postal | 
Primer” to every senator and rep- | 
resentative in Washington. The) 
pamphlet discusses postal rates, 
services and accounting. Mailing 
of the primer was made just before 
Senate consideration of a measure 
which would increase first, second | 
and third class postage by from | 
40% to 100%. 

The pamphlet “purports to show | 
the need for correcting fundamen- 
tal errors in accounting and evalu- 
ation which give the public the 
false impression that magazine | 
publishers and other business users 
of the mail are receiving subsidies, 
when true accountancy would 
prove the opposite.” # 


EWRR Names Roach, Eklund 
in St. Paul, Pappas in Dallas 
Erwin Wasey, Ruthrauff & Ryan 
has appointed G. Joseph Roach and | 
Robert D. Eklund to its St. Paul 
creative staff. Mr. Roach, formerly 


Program series 


now available: 


Amos 


'n’ Andy 


Annie ¢ lakley 


Assignment Foreign Legion 


G. Joseph Roach Robert D. Eklund 


Brave Eagle 
Buffalo Bill Jr. 
Cases of Eddie Drake 


copy chief of Netedu Advertising, 
St. Joseph, Mich., will be creative 
director of the agency’s collateral 
advertising requirements. Mr. Ek- 
lund, previously copy chief of Gey- 
er Advertising in Dayton, has been 
named tv-radio director. 

EWRR also has appointed Alex 
G. Pappas, manager of its Dallas 
office, a vp of the agency. 


Champion 

Colonel Flack 

Fabian of Scotland Yard 
Files of Jeffrey Jones 


Fire Fighte rs 
Hayden Offices Consolidated | 

Hayden Publishing Co., publish- | 
er of Electronic Daily, Electronic 
Design and Electronic Week, has 
consolidated all its publishing ac- 
tivities in New York on a single 
floor of the new office building at 


Gene Autry 
The Gray Ghost 
The Hone ymooners 


Life With Father 


. Ma ma 
830 Third Ave. 
Navy Log 
Our Miss Brooks 
San Francisco Beat 
Te rrylounes 


Whirlybirds 
The Whistler 


and Newsfilm, 
a product of 


CBS News 
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Advertising Age, February 24, 1958 


Purex to Handle 
Bat Guano Sales; 
Renames Potts-Ray 


Los ANGELES, Feb. 18—The ap- 
pointment by Purex Corp. of Potts- 
Ray & Associates as agency for 
U. S. Bat Guano caps an interest- 
ing marketing round robin. 

Last year, U. S. Bat Guano 
named Potts-Ray to handle its 
advertising, and subsequently to 
get its marketing program going. 
Small schedules were carried in 


the Pacific Coast Nurseryman, 
Sunset Magazine and the Los 
Angeles Times and Examiner. 

Distribution of Bat Guano, a 
fertilizer, was through nurseries. 
Studying the market and the price 
of the product—which is higher 
than prices of other fertilizers— 
the company decided to concen- 
trate on getting distribution 
through food markets. 

Rather than setting up arrange- 
ments with brokers in principal 
areas, it was decided to try to get 
some national company to handle 
distribution through its sales force. 


The result was an agreement with 
Purex Corp., which will take 
over distribution, and advertising. 
Thus, Potts-Ray temporarily lost 
an account which it then regained 
via the Purex appointment. 


s Plans call for national distribu- 
tion, but this will follow test cam- 
paigns in Los Angeles and other 
areas in the West. The first test 
will begin March 20 in Los An- 
geles. It stresses radio, with space 
scheduled for the Los Angeles 
Times, Examiner and Mirror- 
News. 


U. S. Bat Guano will be sold in 
1 Ib. cans (69¢) and 3 lb. cans 
($1.89). The product is priced 
higher than other fertilizers, but, 
according to the agency, the price 
differential is offset by the fact 
bat guano is so rich and concentrat- 
ed it gives greater coverage and 
eliminates the need for supplemen- 
tary plant foods. This thought is 
embodied in the theme, “Nature’s 
most perfect plant food.” # 


‘Canadian Almanac’ Published 
The 1958 edition of the “Canadi- 
an Almanac & Directory” will be 


We'll help you. 


If the time’s ripe for aggressive action...if you 
want to start a sales campaign that’ll wallop your 
competition, contact us pronto. We are uniquely 
equipped to custom-produce a hard-hitting sales 
campaign for you. 


Fact is, we’ve been starting new television trends 
for years. We originated the first Western series 
made for television (Gene Autry) ; the first and 
only Western with a female star (Annie Oakley); 
the first “documentary” service show (Navy Log); 
the first air-age series (Whirlybirds) ; the first 
Civil War series (The Gray Ghost). And there are 
more pace-setters in production right now. 


Maybe one of our current or upcoming program 
series will fit your aggressive sales plans. If not, 
we'll produce one that will. The point is, when you 
want to start something, start with a call to... 


‘ CBS TELEVISION FILM SALES, INC. 


‘*,.. the best film programs for all stations”’ rm) 


fy 


ak 
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published in mid-February by 
Clark Publishing Co. Ltd., 517 
Wellington St., W., Toronto. The 
directory includes listings of Cana- 
dian newspapers and magazines, 
associations and societies with ex- 
ecutive officers, libraries and li- 
brarians, lawyers and summaries of 
laws, educational institutions, etc. 
The new edition also includes 
changes in the federal government 
resulting from the general election 
of June 10, 1957. Price is $11 per 
copy. ‘ 


Gray Line Names Meltzer 

The Gray Line Sight-Seeing 
Companies Associated, Chicago, has 
named Richard N. Meltzer Adver- 
tising, San Francisco and Los An- 
geles, to direct a three-year nation- 
al campaign to influence motorists 
to park their cars and enjoy lec- 
tured sightseeing. The principal 
medium will be outdoor. The first 
277 Scotchlite bulletins are now be- 
ing built along coast to coast high- 
| ways. ‘ 
] 


A NEW LOW COST 
Practical Premium 


“Round the Cake” 
CANDLE HOLDER 


Here's a new all-plastic cake candle 
holder that's so much better than those 
now being used, it's a wonder it wasn't 
invented long ago. The cake itself takes 
on a new look . . . larger and much 
more attractive than cakes decorated 
with the old fashioned type of holder. 


| lt is low in cost, attractive, wanted, 
practical . . . the perfect premium for 
all food and kitchen product promotions. 
Good for store openings, anniversaries 
and other events too. 


This “Round the Cake” Candle Holder is 
shown here in reduced size (actual size 
2/."). 


Pat. applied for—Made in U.S.A. 


* Easily inserted in the side of the coke 
Leaves center of the cake for decorat- 
ing 

* No candle wax drops on cake 

¢ Pulls out without cracking coke icing 


* Available in standard colors 


Packaged in bulk or to your specifi- 
cations 


Early shipment on any quantity 


Be the first with this unique new pre- 
mium or gift candle holder. Write for 
fact sheet and quantity prices. While 
you're at it, ask for fact sheets on our 
kitchen measuring spoons, scrapers 
and scoops too. 


W. E. CAMPBELL CO. 


BEverly 3-2450 
4175 Valley St., Dayton 24, Ohio 
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Ghosts Walk on Madison Ave.... 


and develop it into the nation’s 


Don't Ask for Man Whose Name Is on 
the Door—Chances Are, He's Gone 


At 16 of Top 20 Agencies 


Departed Admen Linger 
On in Nameplates 


By Merle Kingman 


Cuicaco, Feb. 20—For most of 
the nation’s top advertising agen- 
cies, the name on the door is a 
symbol, not a precisely descriptive 
identification tag. 

Of the top 20 agencies in billing, 
no less than 16 include _ the 
names of one or more persons who 
are no longer in the business and 
left no sons or other relatives car- 
rying on. 

From J. Walter Thompson Co. 
at the top of the heap to Len- 
nen & Newell in the No. 20 spot 
the names are usually “brand 
images” retained by advertising 
strategists who have taken over 
management of the agency, but 
who have decided that the old 
name had a market value worth 
hanging on to. 


® In fact, one famous agency car- 
ries the name of a man who was 
never in the business at all. N. W. 
Ayer & Son was founded by a re- 
sourceful young promoter who, at 
21, decided to cloak his youthful- 
ness by giving his new agency the 
dignified and stable name of N. W. 
Ayer & Son—although the youth’s 
father, whose name was thus used, 
was able to give nothing either in 
time or money to the enterprise. 
The date was 1869, and the youth's 
name, for any modern young ad- 
man who cares, was F. Wayland 
Ayer. 

As yesterday’s promoters have 
slipped deeper into the past, new 
generations of advertising men re- 
member little of the men whose 
names live on in the nameplates of 
the world’s largest advertising 
agencies. Probably these forerun- 
ners themselves little dreamed 
that their mames would live so 
long, symbols of prestige and re- 
spectability for modern business 
organizations. 


® The elderly J. Walter Thompson 
himself, when he sold his agency 
to Stanley Resor and other associ- 
ates in 1916, believed that the 
great days of advertising were fin- 
ished and that the then 38-year- 
old agency had gone as far as it 
could go. 

After all, billings then towered 
over $2,990,000 annually. How tre- 
mendously wrong an advertising 
pioneer could be was proved by 


eb. .. 


Foote 


AFTER LASKER, A TRIO—Only Fairfax M. Cone, chairman of the execu- 


ttwe committee, remains at the he 


ers of the trio which bought assets of Lurd & Thomas from Albert 


Lasker to found agency in 1942 ar 


20th largest agency, with billings 
estimated at $35,000,000 by 1953, 
was president of the agency when 
he died of a heart attack that year 
at 67. Although he had quit school 
at 14 (and earned a high school 
diploma 30 years later), he carved 
a distinguished career for himself 
in advertising, particularly in the 
|| automotive field, where he took on 
such accounts as General Motors, 
Hudson, Delco and United Motors. 
|Co-founder Frank J. Campbell, 
|who morged his Campbell Adver- 
tising Service with Ewald, hasn’t 
been in the agency since 1917, 
when he retired. 
ii; The two founders of Kenyon & 
| Eckhardt died on the job just sev- 
mien years apart. Otis A. Kenyon, an 
engineer of considerable stature, 
as well as an advertising man, was 
chairman of the board when he 
® | died in 1949, after succeeding Hen- 
ry Eckhardt in the post in 1942 
when Mr. Eckhardt died (at 48) 
after an operation. The two men 
had operated their agency since 
1929, when they bought control of 
Ray D. Lillibridge Inc., their em- 


GONE, BUT—His name still the label 
of the world’s largest agency, leg- 
endary J. Walter Thompson be- 
lieved his agency had gone as far 
as it could go when he sold out in 
1916. This painting of the founder,|s But if some of the distinguished 
a man obviously fond of sea, hangs| men whose names remain on the 
in the office of George Reeves, vp| door are dead, others equally dis- 


K&E. 


Ewald 
POOR BOY TO PRESIDENT—Henry T. 


in 1953. Rare picture shows him 


Inc., which he heads today (rank- 
ing 96th in size to BBDO’s fourth). 
Bruce Barton, who suffered a 
stroke last July but was soon re- 


Alex F. Osborn, who spends much 
of his time teaching and writing 
jabout brainstorming techniques, 
leontinue to carry the titles of 
chairman and vice-chairman, re- 
| spectively. 

| No more colorful collection of 
|advertising men could you find 


and Chicago manager of JWT. | tinguished are very much alive 
Mr. Resor and company, who — 

a 4 ly > er geen Out of 132 Top Agencies, 

, These Three Are Different 

Cuicaco, Feb. 20—Agencies, it 
would seem, are a highly per- 
sonalized business. 

Of the top 132 agencies (those 
billing $5,000,000 or more), only 
three include no personal 
names: Grey Advertising (a 
color), North Advertising (a di- 
rection) and Product Services. 

Longest agency name in the 
group is Arndt, Preston, Chapin, 
Lamb & Keen, which has five 
personal names—although on a 
syllable count it gets beat by 
Sullivan, Stauffer, Colwell & 
Bayles. The shortest are Caples 
Co. and Maxon Inc. 


s The names of the top 20 agen-| 
cies include 39 personal names) 
| (averaging about two to an agen-'| 
cy) and most of them are gone 
from the scene. Of the 39 founder- 
admen, only 12 are still active, or 
| have relatives active, in the agen- 
cy. Of the 27 who have departed, | 
| about half are dead. | 

Many of them “died with their | 
| boots on”—men such as William 
Cole Esty, who launched William 
| Esty Co. in the depths of the de- 
pression, bravely signed a long- 
term lease for expensive office 
space and went six months before 
landing his first account. When he 


than those whose names grace the 
jletterhead of Erwin Wasey, Ruth- 
rauff & Ryan (and probably no 
agency name fits more nicely the 
\old saw that it “sounds like a 
trunk falling down stairs”). All 
have departed, and all but Mr. 
| Wasey are dead. Only last Decem- 
| ber the last descendent bearing one 
of the celebrated names stepped 
|out’- when F. Bourne Ruthrauff, 
son of R&R co-founder Wilbur B. 
Ruthrauff, resigned as a vp after 
25 years with the agency. 


\8 As Mr. Ruthrauff departed, 
EWRR president David Williams 
said the agency’s name would re- 
main unchanged. 

It was at a house party on Cape 


finally nailed one down, he proved 


Frederick B. (Fritz) Ryan met, 


he knew what he was doing—it 
|was R. J. Reynolds’ Camel cigarets 
and Prince Albert tobacco, an ac- 
j}count still in the house today. 
| Starting with the Camel “magic” 
|campaign built around the head- 


land active in other fields—and 
sometimes even in other agencies. 
| Among the most notable—perhaps 
}unique in the parallel of their un- 
/usual careers—are William Benton 


line, “It’s fun to be fooled . . . It's and Chester Bowles, who founded | 


jose fun to know" in 1932, M.| Benton & Bowles (1929), made 
Esty built the agency into the na-| ,.ir fortunes with it, and then 


tion’s 13th largest with estimated | t ublic 
|billings of $43,000,000 by 1953. He | TOde. go ony Fg gd 
was chairman of the board when, | well known figures. 


on Jan. 21, 1954, he died at 59. At the one of 98 br. Benton eit 

\the $50,000-a-year post of chair- 
|@ Henry T. Ewald,apoorboy from man of the board at B&B 
| Detroit’s east side who grew up tO|tg seek “accomplishment rather 
| found Campbell-Ewald Co. in 1911) than money.” He became vp of the 
| University of Chicago (1937- 
45), Assistant Secretary of State 
(1945-47), U. S. senator from 
Connecticut (1949-53) and since 
1953 chairman of the board of En- 
cyclopaedia Britannica, part own- 
ership of which he donated to the 
University of Chicago. Last August 
he announced his willingness to 
run again for the U. S. Senate. 

Mr. Bowles resigned at 40 as 
B&B chairman and was appointed 
federal price administrator by 
President Franklin D. Roosevelt 
(1943-46), named director of eco- 
nomic stabilization and chairman 
of the economic stabilization board 
by President Truman (1946-47), 
elected governor of Connecticut 
(1948-50) and was U. S. ambassa- 
dor to India (1951-53). 


s Batten, Barton, Durstine & Os- 
born was formed when Barton, 
Durstine & Osborn merged with the 
George Batten Co. in 1928. By then 
George Batten was no longer with 
| the agency. Roy Durstine bid good- 
lby to BBDO in 1939 (when BBDO 
| dipped in the red for a period) to 
lset up his own Roy S. Durstine 


Belding 
lm of Foote, Cone & Belding. Oth- 


e Emerson Foote and Don Belding. 


both Yale graduates and both dab- 
blers in real estate—one as a sales- 
man, the other a reluctant rent 
collector. When they set up Ruth- 
rauff & Ryan shortly thereafter 
(1912) they flipped a coin to see 
who would get the only private of- 
fice on the premises. Mr. Ruth- 
rauff won the toss and got the of- 
fice, so the story goes. But he 
agreed to let Mr. Ryan be presi- 
dent, although they operated the 
agency as a 50-50 partnership un- 
til 1941, when Mr. Ruthrauff, still 
vp and treasurer, died. Mr. Ryan 
continued active until his retire- 
ment as chairman of the board in 
1955 and his death at 72 of coro- 
nary thrombosis the same year. 
When Erwin, Wasey & Co. 


merged with R&R last summer, 
grizzled advertising veteran Louis 
R. Wasey had sold out his interest 
hardly more than a year previous- 
ly, and co-founder C. R. Erwin had 


| 
| 


Erwin 
DIDN’T RETIRE—Charles R. Erwin 
wanted to retire but a phone call 
|to his wife changed all that. This 
picture was taken in 1947. 


Cod that Wilburn Ruthrauff and| 


‘a 
a ntl 
Carroll Sloan 


Ewald, forced to quit school and 


work at 14, founded Campbell-Ewald and was president at his death 


in 1911 with Alfred P. Sloan Jr., 


then general sales manager of Hyatt Roller Bearings, Ewald’s first 
account, and H. M. Carroll, 


later ad manager of Hyatt. 


been gone for several decades. Lou 
Wasey, now 73, had worked at 
| Lord & Thomas ten years when he 
decided to start his own agency 


ployer, and changed the name to | ported “coming along nicely,” and and lured two venerable admen in- 


to joining him. One was Will Jef- 

|ferson, who retired a year later. 
|The other was C. R. Erwin, who 
| had just resigned at 60 as one of 
the top men at Lord & Thomas. He 
joined 30-year-old Wasey reluc- 
tantly and only under “unusual” 
pressure. 

As Mr. Wasey recalled it in an 
AA interview recently, Mr. Erwin 
at first refused to join, so Mr. Wa- 
sey called Mrs. Erwin and asked 
if she loved her husband. Her reply: 
“My, what a silly remark.” His re- 
joinder: “Well, he’s going to die if 
he doesn’t work.” Next day Mr. Er- 


CLOAKED YOUTH—F. Wayland Ayer 
was middle-aged when this picture 
was taken. But at 21 he knew the 
value of “brand image,” named his 
new agency N. W. Ayer & Son to 
make it sound old and stable. 


win called to say he’d join Mr. 
Wasey in his new agency. The 
name was Erwin, Wasey & Jeffer- 
}son until the latter dropped out, 
| when it became Erwin, Wasey & 
Co. 


|@ Another who left his name be- 
|hind on the agency door is Emer- 
son Foote, who in 1950 resigned 
“amicably,” as he put it, from 
Foote, Cone & Belding, which he 


RESOURCEFUL—Louis R. Wasey want- 

ed a man with stature in his new 

agency. By wiles, he got him. 
Above: Mr. Wasey in 1922-23. 
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had helped build into the $52,000,- 
000-billings bracket in eight years. 
Mr. Foote, who with Fairfax M. 
Cone and Don Belding had pur- form McCann-Erickson some time 
chased the assets of Lord & Thom- labout 1990 and @ied ston afters 
as from Albert D. Lasker and , ; 
nailed down the a ; ward. Mr. McCann today is chair- 
gency’s $25,000,- | 7 an of the board 
000 billings to found FC&B, joined : 
McCann-Erickson in 1951 first as|e William C. D’Arcy, who was 
a vp “and general executive” and |president of D’Arcy Advertising 
later as exec vp and was a major |Co. for 39 years before retiring in 
factor in the agency’s meteoric rise | 1945. He headed the “largest agen- 
to $200,000,000 billings by the time |cy west of the Mississippi” but 
he left McCann early last year. Last shunned publicity, was a founder 
October he became board chair-|of the American Assn. of Adver- 
man of Geyer Advertising. tising Agencies and its president in 
Don Belding retired from FC&B/| 1922, pioneered outdoor advertis- 
a year ago in order, as he said, to |ing and left a $2,000,000 estate 
move on from past periods of | when he died in 1948. 
“growth, development and accu- |. Richard J. Compton, who in 


mulation” to “service to the com- | 1917 went to work for an agency 
munity and nation” since “you | named the Blackman Co., became 
can’t take it with you and can’t |, partner in 1929, its president in 
live forever.” Active in Los An-| 1934 and changed its name to 
geles civic activities, he is national ‘Compton Advertising in 1937; he 
chairman of the 1958 Easter Seal | otireq in 1946 and died soon aft- 


campaign. | erward. 


doors include: 
e A. W. Erickson, who merged his 


® John Orr Young and Raymond e John G. Sample, who joined Hill 
Rubicam have left Young & Rubi-| Blackett and Frank Hummert to 
cam, but not before leaving their form Blackett-Sample-Hummert 


imprint on advertising history as|in 1923 and corral many of the na-|_ 


Lennen 


Whitlock Vir Den 


NOT A COUGH IN CARLOAD—Phillip W. Lennen, known for his “not a 

cough in a carload” slogan for Old Gold, was a memorable figure 

of advertising’s “romantic era.” He is shown here in 1951 with 

Katherine Whitlock as she celebrated her 20th year with Lennen 

& Newell, and Ray Vir Den, then L&N president. Mr. Lennen died 
in 1956. 


well as the agency’s letterhead.|tion’s biggest advertisers in the 
Founding Y&R in the Roaring 20s, |’20s and °30s. When the agency 
they built it into one of the world’s | was reorganized into Dancer-Fitz- 
largest agencies, billing $12,-|gerald-Sample in 1943 he re- 
000,000 in the mid ’30s when Mr.| mained as vp and a principal until 
Young retired because of ill health, | his retirement in 1948. He was dec- 


and nearly $50,000,000 by 1944,| orated for action as a Navy com- 


agency with H. K. McCann Co. to}] 


when Mr. Rubicam retired. 

Today at 71 Mr. Young is a high- 
ly active advertising consultant 
who, from his modest New York 
office, advises some of the largest 
agencies. He has brought about 


some major agency mergers, helps | 
and | 


advertisers select agencies, 
helps place top executives (he 
helped Emerson Foote in his quest 
for a new position when he landed 
at Geyer last fall). At 65 Mr. Rubi- 
cam lives in Scottsdale, Ariz., near 
Phoenix, where “Who’s Who” lists 
him as chairman of the board of 
Comstock Steel. 


s Others who have left their 
names behind on the top 20 agency 


Ruthrauff 


FLIPPED COIN—Wilbur Ruthrauff and 
his partner flipped a coin—and it 
made Mr. Ryan president. Date of 
above picture: 1948. 


|mander in World War II, and now, 
at 66, lives in Naples, Florida. 


e Ranking 20th comes Lennen & 
Newell, which was formed in 1952 
out of what had been Lennen & 
Mitchell. Although Lennen & 
Newell was formed scarcely six 
years ago, both Phillip W. Lennen 
and H. W. Newell have died since 
then. 


@ Mr. Lennen, a dedicated crea- 
tive man who devised the Old Gold 
slogan, “Not a cough in a carload,” 
and many other successful adver- 
tising themes, died in 1956 after a 
series of heart attacks. 

Like Claude Hopkins and A. D. 


Ryan 
A CLASSMATE—Frederick B. Ryan 
met his Yale classmate, Wilbur 
Ruthrauff, at a Cape Cod party. 
This picture was taken in 1943. 


irvine Plumb 


Orthwein 


the memorable figures of what has 
been called “the romantic era” of 
advertising. Starting at 15 as a 
copywriter for proprietary medi- 
cines, he eventually left Erwin, 
Wasey to join J. T. H. Mitchell in 
founding Lennen & Mitchell in 
1924. 

From a single account with 
a $10,000-a-month retainer, the 
agency grew to $12,000,000 billings 
in four years. Although Mr. Len- 
nen considered himself no admin- 


many years after Mr. Mitchell’s 
death in 1930. 

In 1952 Mr. Lennen reorganized 
the agency and the name became 
Lennen & Newell. H. W. Newell, the 
new president, who came to the 
agency from Geyer, Newell & Gan- 
ger, died in 1954. 


® That is the story behind the 
“ghosts” in the agency names 
ranking from Ist to 20th in billings. 
If you run a little further down 
the list into the next largest agen- 
cies, the pattern is pretty much 
the same. In 1957, 32 agencies 
billed $25,000,000 or more. The 32 
agency names include 67 personal 
names, of which 43 are no longer 
with the agency. 

After Lennen & Newell in the 


& Ross. The roots of the agency 
go way back to 1907 when Fuller 
& Smith was formed, one of sev- 
eral new agencies stressing re- 


soon was followed by Harry Smith, 
who joined the Erickson Co., fore- 
runner of McCann-Erickson. Oth- 
ers carried on at Fuller & Smith 
until it merged with F. J. Ross Co. 
to become F&S&R in 1930. Soon 
afterward Mr. Ross retired as 


|} successor, the late Allen Billings- 
| ley, chose to keep the agency name 
unchanged. 


|@ All three founders are gone at 
MacManus, John & Adams, which 
was founded in Detroit in 1934. 
Theodore F. MacManus, perhaps 
best remembered for the Cadillac 
ad, “The Penalty of Leadership,” 
retired in 1939 and died the same 
year. W.A.P. John had a heart at- 
tack, wrote about it in The Satur- 
day Evening Post (There’s a Scar 
on My Heart”) and retired in 1955. 
James R. Adams, a poor boy from 


er) 


Hyde 
MERGER MAN—John Orr Young is gone from Young & 
Rubicam but at 71 he’s an active consultant who 
among other things helps bring off agency mergers. 
Above, in 1952 he cuts cake symbolizing “wedding” 


Morse 
Oberwinder 


| 


Brown 


Ott 
Young 


of Federal Advertising Agency with D’Arcy. Others: 
J. P. Orthwein; Gordon Hyde, vp; J. F. Oberwinder, 
then president; and wp’s Jamie T. Irvine, Kenneth 
Plumb, John Morse, John Y. Brown, Frank S. Ott. 


Lasker, Mr. Lennen was one of an Indiana log cabin who wound | John J. Louis is the only founder 


|up writing distinguished copy for|who has departed. He retired as 
|Cadillac for 26 years, was chair-|senior vp last October to devote 
jaan of the board of the agency | much of his time to radio and tv 
|when he died in 1956. For more | properties in Phoenix, Tucson and 
than 40 years only two men—Mr. other Arizona cities. President 
MacManus and Mr. Adams—wrote| Maurice H. Needham and senior 


|istrator, he headed the agency for! 


search and the selling function. | 
Mr. Fuller retired a year later and | 


chairman of the board, and his} 


copy for Cadillac and they built it 
into a symbol of the ultimate in 
cars and luxury. 


= Sullivan, Stauffer, Colwell & 
Bayles, the New York agency with 
|a jawbreaker name and a meteoric 
'rise, will be only 12 years old next 
July, but already one of its found- 
ers has departed. Robert T. Col- 
well, who left his post as head of 
the creative plans board of J. Wal- 
ter Thompson for the “fun” of 
founding and building SSC&B, be- 
came ill in 1955 and dropped out of 
its active management. He turned 
up later as vp of JWT, a post he 
holds today. 


= At Campbell-Mithun, president 
Raymond O. Mithun is still on 
hand, but co-founder Ralph B. 
Campbell retired as chairman in 
1947 and died at a football game 
\in 1949. Mr. Campbell was vp and 
Minneapolis manager of BBDO be- 
‘fore the founding of Campbell- 
| Mithun in 1933. 


No. 20 spot comes Fuller & Smith| » Needham, Louis & Brorby was] 


vp Melvin Brorby started the 
business as the Maurice H. Need- 
ham Co. in 1925 before Mr. Louis 
joined them in 1929 to make it 
NL&B. 


® Cockfield, Brown & Co., Mon- 
treal, began in 1928 with the 
merger of Harry Cockfield’s Ad- 
vertising Service Co. and G. War- 
ren Brown’s National Publicity 
Ltd. The two men had been boy- 
hood friends and their paths criss- 
crossed in later life—-Mr. Brown 
once hired Mr. Cockfield as a 
printing salesman but Mr. Cock- 
field was first in the agency busi- 
ness. When they merged Mr. Brown 
had more billing but Mr. Cockfield 
operated more profitably and it 
was his dour Scots ability to con- 
serve money that carried the agen- 
cy through the depression with no 
firings, only a 10% salary cut and 
the paying off of $500,000 in pre- 
ferred stock. Mr. Cockfield died in 
the 40s; Mr. Brown today is chair- 
man of the board. 


= At Donahue & Coe the founders, 


| formed as long ago as 1929, but|M. J. Donahue and Sayers Coe, 


| 


Garroway 


A SCAR WAS LEFT—W. A. P. John had a heart attack, wrote about it in 


The Saturday Evening Post (“There’s a Scar on My Heart”) and 
retired in 1955 from MacManus, John & Adams. He is shown in 1953 
with Dave Garroway and H. E. 


manager, a MacManus, John client then using a Garroway show. 


Crawford, Pontiac general sales 
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ADVERTISERS SELLING THE 


CHURCH MARKET 
are taking a closer look at... “ 


M/M is an interdenominational magazine edited for 
a specific group of Protestant readers known as evan- 
gelicals or conservatives. 100,000 BUY it because they 
WANT it—and that’s why M/M provides such an 
ideal setting for the advertiser's message. Average net 
paid UP 60% in last 5 years. 


have not been with the agency 
since 1932, when they sold out to 
Edward J. Churchill, the current 
president. 

John A. MacLaren, founder of 
MacLaren Advertising Co., Toron- 
to, died in 1955 while vacationing 
in Miami. He was 63 and president 
at the time. The agency was 
formed in 1935 from Campbell- 
Ewald Ltd., of which Mr. MacLar- 
en had been president, and one of 
the original staff when it opened its 


WEVE GOT 
100 GRAND! 


the combined Daily Circulation of 


The Zl Paso Cimes 


Morning 


El Paso Herald-Post 


Evening 


100,509 DAILY 


Average combined daily circulation for 
the 4th quarter of 1957—-from ABC 
Publisher’s Interim Statements 


doors in 1932. | 


s These are the top agency names | 
that have outlived the men who} 
created them. How does it happen 
that nearly all of these agency 
names include personal names? 
Pundits might surmise that agency | 
founders have a more highly de-| 
veloped ego than other men, ex-| 
cept perhaps lawyers. 

Probably more important is that | 
agencies cannot label their “prod- 


FOR GUYS DOLLS—Trimfit Hosiery 
Mills will use this “animated per- 
sonality” as a symbol in its 1958 
ads and promotions. Ready-made 
dolls for $3.50, or instructions for 
making one, will be made avail- 
| able this spring. Zlowe Co., New 
York, is the agency. 


ly as can a manufacturer (U. S. 


Yes, NOW, Today, alone 


Steel, General Motors, etc.). The 
two words that do help describe 
the product and the organization— 
“advertising” and “agency”—ap- 
ply to all and therefore aren’t 
much help within the field. In 
fact, of the 133 agencies billing 
$5,000,000 or more, only 23 include 
the word “advertising” or “agency” 
in the agency name. 


|@ And as for the joke that is fre- 
quently made of the multitude of 
partners whose names get strung 
on the agency door, it can be said 
that such lengthy agency names 
actually are the exception, not the 
rule. Some may find a mouthful 
in names like Erwin Wasey, Ruth- 
rauff & Ryan, but the average for 
the top 133 agencies is only 1.7 per- 
sonal names per agency. + 


and 


Eastman Kodak Appoints 
Nine in Ad Department 

Eastman Kodak Co., Rochester, 
has made nine appointments in its 
advertising department. Donald M. 
Lewis Jr. has been named manager 
of advertising promotions, with 
supervision of the display, regional 
display, package design and exhib- 
its divisions. Donald A. Elmslie has 
been appointed display manager. 
Frederick R. Holtz has been named 
manager of the international ad- 
vertising division, with Horace A. 
| Dutton assistant manager of Latin 
|American and Far East activities 
and Richard Fuller assistant man- 
ager of European, African and 
| Middle East activities. 

Alfred B. Reed, formerly man- 


A NEW ALL-TIME HIGH CIRCULATION spin aaa ae 


FOR THE SAME LOW RATE — 


33 LINE—BUYS BOTH! 


THE FABULOUS SOUTHWEST- one of the nation’s 


largest geographical markets, yet easily covered by Two dominant newspapers. One of the most 
prosperous and fastest growing areas of the country with annual Buying Income in excess of 


$1 BILLION. 


Here is an important scientific center—home of the Rocket Bomb and 
Guided Missile, White Sands Proving Grounds, Holloman Air Development Center, Ft. Bliss, 
Biggs Air Force Base and McGregor Range with annual payroll of $137,000,000.00. 


‘IT’S A FINE PLACE TO DO BUSINESS” 


ing division for Latin America and 
the Far East, has joined the ad- 
vertising administrative staff for 
special assignments. Ludewig A. 
Ehrich has become manager of the 
industrial and scientific ad divi- 
sion, with Walter Litten assistant 
manager. Lynn Brown has been 
named manager of the professional 
and commercial ad division. 


Ziff-Davis Names Midwest 
Ad Managers, Secretary 
Ziff-Davis Publishing Co., New 
York, has named two midwestern 
| advertising managers and a new 
secretary. Lawrence Sporn has 
|been transferred from the sales 
| staft of Modern Bride to the new 
|post of midwestern advertising 
|manager of Hi Fi & Music Review. 
|'Robert Wolfe, salesman for Radio 
& TV News for the past eight 
months, has been promoted to mid- 
western advertising manager. 
Hershel B. Sarbin, general coun- 
sel to Ziff-Davis, has been named 
secretary and a board member. 


George Carney, formerly secre- 


tary-treasurer of the company, re- 
e cently joined Buttenheim Publish- 
jing Co. 
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“INVENTION, DEVELOPED IN OUR OWN SHOP. PATENTS 
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STARCH 52nd CONSUMER 
MAGAZINE REPORT REVEALS 


FOR CAR 
MANUFACTURERS AND 
THEIR AGENCIES 


MAGAZINE 


New York Los Angeles 
Portiand, Ore. Chicago 


94.2% of all ELKS Magazine households 
surveyed own one or more automobiles. 


What's more, 31.2% bought new cars in the 
last 12 months. The ELKS Magazine leads all 


others in this category. 


Each 100 ELKS Magazine households own 


Moody, Founder of 
Financial Publishing 
House, Dies at 89 


128.5 automobiles—a classification in which tered the hospital two weeks ago. 


The ELKS is exceeded by only one other 


magazine. 


The median income of ELKS households is 
$6,636. This explains why ELKS rate so high in 
car ownership and can buy new cars more 
frequently. Automobile manufacturers can 


reach this exceptional market of 1,204,117 ELKS | monthly. 


through advertising in THE ELKS MAGAZINE. 


La Jouua, CAL., Feb. 18—John| 
Moody, 89, founder of Moody’s In- 
vestors Service, died Feb. 16 at 
Scripps Memorial Hospital after a 
short illness. He moved here last 
October from New York and en- 


Mr. Moody began his career as an 
office boy in the Wall St. brokerage 
‘house of Spencer Trask & Co. in 
1890, and after a few years he be- 
came a securities analyst. In 1900, 
with $500 of borrowed capital, he 
started his own business and issued 
his first financial directory. In 1905, 
he founded and became editor of | 8RIGHT—A red and white half-gal- 
Moody’s Magazine, an investors’ | lon ice cream container, introduced 


® The financial panic of 1907 
forced him to reorganize his busi- 
ness. He began rating and analyz- Se 7 
ing securities, and also issued reg- subsidiary of Container Corp. of 
ular weekly supplements to his America. 


in Houston, is the newest of Carna- 
tion Co.’s packages. The container 
was designed and produced by the 
Sefton Fibre Can Co., St. Louis, a 


Here is a new, exciting presentation 
of the real sales potential of one 

of America’s truly important markets. 
It's a must for any advertiser who 
wants fo exploit the market thoroughly 
and economically. Phone your nearest 
Moloney, Regan & Schmitt office and 
arrange for a showing. It takes only 
ten minutes. 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE 


SEE IT NOW! 


A GRAPHIC ANALYSIS OF THE 
$2 BILLION SYRACUSE MARKET 


FULL COLOR AVAILABLE—DAILY AND SUNDAY 


CIRCULATION: Combined Daily 241,159 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


Sunday Herald-American 205,658 


America’s No. 1 
Test Market 


NEWSPAPERS 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 


yearly manuals, called “Moody’s 
Analyses of Investments,” now 
published in five volumes—indus- 
trial, transportation, public utili- 
ties, municipal and government, 
and ba_x and finance. 

He was the author of many books 
on investment, and also wrote his 
autobiography. An active Roman 
Catholic layman, Mr. Moody was a 
knight commander of the Order of 
the Holy Sepulchre of Jerusalem. 
He also held an honorary LL.D. de- 
gree from Boston College. # 


CHARLES W. GRAVES 
MCKINNEY, TEx., Feb. 18— 
Charles W. Graves Sr., 72, adver- 
tising manager of the McKinney 
Daily Courier-Gazette for 33 years, 
|died here Feb. 8, an hour after he 
suffered a heart attack. Mr. Graves 
was on his way to pick up copy 
for an ad when he was stricken. 


THEODORE C. MAYER 


PHILADELPHIA, Feb. 18—Theodore 
|C. Mayer, 54, president of the Phil- 
adelphia Gazette Publishing Co., 
was found shot to death in his 
home Feb. 10. He was found with 
an automatic in his hand. The 
family physician, who had been 
treating him, said he had been de- 
spondent. 

The company Mr. Mayer headed 
publishes the Philadelphia Gazette- 
Democrat, oldest German-language 
newspaper in the country. It was 
founded by Carl T. Mayer, his 
grandfather, in 1879, and has been 
operated by the family since then. 


ABRAHAM SIEGEL 


New York, Feb. 18—Abraham 
H. Siegel, 28, research statistician 
of American Broadcasting Co., 
died of pneumonia Feb. 11 in 
Wadsworth Hospital. Born here, 
he was graduated from Bradley 
University in 1952 and served in 
the army from ’52 to ’54. He then 
joined Alfred Politz Research Inc. 
He had been with ABC since 
March, ’56. 


Penton Shuffles Top Posts 


Penton Publishing Co. has made 
the following changes on the busi- 
ness staffs of Automation, Foundry 
and Steel: Earl H. Thomas has 
been named Ohio regional sales 
manager for Foundry while Ken- 
neth L. Mountain has been named 
Ohio district manager working 
with Mr. Thomas. Charles A. Tall- 
inger Jr. has been named assistant 
business manager of Steel, William 
L. Poland has been named Steel’s 
Chicago area regional manager and 
Donald C. Hyde is the new Michi- 
gan area district manager. On the 
Automation staff Larry D. Brennan 
has been appointed advertising 
sales manager and Bradley Mac- 
Kimm is advertising representa- 
tive in the central area and will 
work out of Cleveland. 
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INSTITUTIONAL FEEDING & HOUSING 
Mats # Hem Ramee. 
VOLUME FEEDING MANAGEMENT 


because 


@ the market for food, food service equipment and’ 


supplies in schools, clubs, hospitals, restaurants, 
etc., is best described as the volume feeding market. 


@ the people who buy for this market, regardless 
of where they work or what they’re called—are 
best described as volume feeding specialists. 


@ the common interest of volume feeding spe- 
cialists is the responsibility for volume feeding 
management. 


As VOLUME FEEDING MANAGEMENT the magazine will 
offer readers the same highly specialized material that 
has proved itself with volume feeding specialists . . . 


At the same time the magazine will be repackaged in 
executive size (10%" x 11%") and restyled throughout 
... taking advantage of the most advanced techniques 
in magazine design. All this to make it easier for busy 
volume feeding specialists to get the information they 
need quickly. 


VOLUME 


This progressive publishing policy 
of constant improvement is another 
reason why advertisers are swinging to... 


ADVERTISING GAIN OR LOSS — 1957* 


_ down 89 pages a down 95 pages 


*Conover-Mast advertising studies 


Bar chart shows gain or loss in advertising pages, 1957 as compared to 1956 
— a big swing to VOLUME FEEDING MANAGEMENT (then Institutional Feed- 
ing & Housing ). If your products are used in any volume feeding establish- 
ment, VOLUME FEEDING MANAGEMENT is your most effective advertising 
medium. 


The only magazine designed exclusively 
for volume feeding specialists 

in restaurants, hotels, schools and 
colleges, clubs, hospitals, 

employee feeding facilities, etc. 


FEEDING 


205 East 42nd Street, New York 17, N. Y. 
a Conover-Mast publication 
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Collins & Aitman Launches 
Wink, Man-Made Mink 


Collins & Aitman Corp., New 
York, will launch its new man- 
made fur fabric, called Wink, with 
color pages in the March issues of 
Glamour and Vogue, and the Feb. 
16 issues of The New York Times 
Magazine and the Chicago Trib- 
une. “She’s got a secret... that 
lovely jacket isn’t mink at all—it’s 
Wink,” is the theme. 

Wink is described as “the man- 
made fur with guard hairs” which 
“grow out of” a lighter shade of 
“underpelt.” In previous fur fab- 
rics, mink has been simulated by 
stripes painted, sprayed or printed 
on the fabric. Merchandising kits 
are now in the mail to 850 dealers. 
Included are “phrases” for sales 
people to use in selling synthetic 
fur, plus suggested displays and a 
publicity outline. Alfred Auerbach 
Associates, New York, is the agen- 
cy. 


THE RURALIST COVERS INTENSIVELY 
MISSOURI'S 80,656 TOP COMMERCIAL FARMS 
95.5% of all MISSOURI RURALIST subscribers LIVE ON FARMS.* 
MISSOURI RURALIST subscribers OWN 375,000 
Automotive Units (tractors, trucks, cars). Due for 

early replacement are 122,957 of these units.* 


In Missouri, the REAL farm market is the 
MISSOURI RURALIST SUBSCRIBER MARKET. 


Ug @ MISSOURI RURALIST 


STATE FARM PAPER FOR MISSOURI 
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The only effective Sunday magazine 
coverage in Oklahoma! 


ae ae 
ba , The Sunday Magazine of The Daily Oklahoman 
aN of has been completely restyled from cover to cover. 
« The Sunday Magazine It’s a new 1958 model, new in format, vastly im- 
the Daily Oklahoman proved in content, with added reader interest and 
4 ONLY Sunday *°P- greater selling impact. 
x the overing la- The new vertical make-up permits advertisers to 
"3 plement " take greater advantage of the Sunday Magazine’s 
; homa! sup- long established and proven high readership. Content, 
9 No outside Sunday locally edited as always, is being tailored to the 


’ plement reaches os ™Y 


aks pattern cut by a thorough-going readership study. 
of Oklahom 


s 2% Here is magazine coverage at the local level which 
~ penetrates and saturates the fast-growing Oklahoma 
homes homan City market. Ask a Katz man for the full story about 

ae Daily Okia y . . : . 
* The ' how the Sunday Magazine can do a basic selling job 
reaches nearly lahome for you in Oklahoma, and about the attractive rate 
é families in Okla advantage when equivalent space is used weekdays. 
x i Su 
+ the Daily Oklahoman 
TT ppechoen 20% OF Se 


f 
the families in 52 es 


Oklahoma's 77 © 
THE 


THE DAILY OKLAHOMAN 


Published by The Oklahoma Publishing Co. 


Represented by The Katz Agency 


YOU KNOW OKLAHOMA, 


BETTER 
THE BETTER YOUR SALES FUTURE LOOKS! 


Advertising Age, February 24, 1958 
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Fm ee 
DOUBLE FIRST—The first advertising 
for cordials to appear in Coronet is 
this de Kuyper ad in March—be- 
ginning a monthly schedule. Law- 
rence Fertig & Co., New York, is 
the agency for National Distillers 
Products Co.’s de Kuyper products. 


Armour Adds Three 
Marketing Units in 


Decentralization 


Cuicaco, Feb. 18—Armour & Co. 
is continuing its move toward 
decentralization by establishing 
three more regional marketing 
operations, 

The new regional units have 
been opened in the southwestern, 
northeastern, and north central 
sections of the U. S. Personnel 
will report directly to general 
managers in charge of these re- 
gions, and many important de- 
cisions, among which are rulings 
on marketing, sales and adver- 
tising, will be decided by these 
managers without Laving to con- 
sult Armour headquarters here. 

The southwest unit, with head- 
quarters in Fort Worth, will be 
headed by T. R. St. John, vp and 
area manager. The area will in- 
clude 18 food sales units in Texas, 
Louisiana, Arkansas, Arizona and 
Oklahoma. 

A northeast unit, with head- 
quarters in New York, has been 
placed under the direction of 
Henry Stepp. Mr. Stepp will su- 
pervise the New York, Boston, 
Philadelphia and Albany districts, 
eastern Pennsylvania and an 
Armour plant in Reading, Pa. 


a J. J. McInerney is general man- 
ager of the north central area, with 
headquarters in Pittsburgh. Area 
under his jurisdiction includes the 
states of Ohio, Kentucky and West 
Virginia, Buffalo, N.Y., and part of 
western Pennsylvania. 

Armour has not yet named sales, 
advertising and merchandising 
executives who will be assigned to 
the three new units. 

Unlike Armour’s Pacific Coast 
regional office, which makes all 
of its own advertising decisions 
and has its own agency (N.W. 
Ayer & Son, San Francisco), all 
of the new unit’s advertising will 
be handled through Armour head- 
quarters and Ayer in Chicago. 
Ayer handles all Armour food 
advertising. 

Armour took its first step to- 
ward decentralization more than 
a year ago, when it set up regional 
operations on the Pacific Coast 
and in the Southeast (AA, Dec. 17, 
56). The company also plans to 
move its headquarters from the 
stockyards to the new Chicago 
Sun-Times building some time this 
spring. # 


Shepherd Is Rubbermaid A.M. 

John W. Shepherd, formerly 
manager of market research and 
product development of Drackett 
Co., Cincinnati, has been named 
advertising manager of Rubber- 
maid Inc., Wooster, O., maker of 
Rubbermaid houseware and auto- 


motive products. 
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LOWEST RATE 


in the Sp ortsmen’s field ! Now, when every dollar counts, you want to get the 


most for the least. Makes sense. That’s why Sports Afield, in the sportsmen’s field, makes sense. For Sports Afield delivers 
the biggest guaranteed circulation — 950,000 — at the lowest rate per page per thousand. You reach an able-to-buy group of 
“dual-life” men who spend up-to-the-hilt for their favorite sport and everyday living as well—and you reach them most 
economically. Remember — you’re always on solid ground when you pick the leader — Sports Afield. 


SPORTS AFIELD 


where you reach men best for everything they need 
A Hearst Key Magazine - 959 Eighth Avenue « New York 19, N. Y. 
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Entering the Canadian Market ? 


CANADA'S TOP TEST MARKET 
..» AS NEAR AS YOUR PHONE! 


Phone 
London, 
Ontario, 


4-2121 


THE 


. make no mistake about it . . 


. London is the ideal test 


area for your Canadian plans. As the capital of South 
Western Ontario, your advertising reaches a market that 
reflects the Nation's ability to buy. A national advertising 


department gives you “ 


service-plus”’ . service that will 


provide the answers to your problems. CALL US TODAY 
. . we're as close as your phone. 


LONDON FREE PRESS 


Charles G. Fenn, Advertising Manager. 


CIRCULATION: 


100,406 copies daily, A.B.C.—12 months ending March 


31, 


"S57. 


China Makers Fight Plastics 


Makers of china dinnerware have 


formed a group and are planning} 
an advertising and publicity pro-| 


gram to fight competition in the 
restaurant and commercial feeding 
fields. The new association is the 
American Restaurant China Man- 
ufacturers Assn., with headquar- 
ters in Washington. Promotion will 
be built around the theme that “it’s 
not the same old china.” The new 
china has higher breakage resist- 
ance, and contemporary design, the 
association says. 


Merkel Seeks ‘Talent’ for Drive 

Merkel Inc., Jamaica, N. Y., pork 
and pork product packer, is adver- 
tising locally for “talent” to be 
used in its 1958 advertising cam- 
paign. Ads in six dailies solicitec 
contestants for the company’s sec- 
end annual hog calling champion- 
ship. Winners will get cash awards 
and contracts for radio spot com- 
mercials. Blaine-Thompson Co., 
New York, is the agency. 
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to Florida - the hard way! 


Advertising Age, February 24, 1958 


CONTROL is first! Now—one step 
static control with switching reactors 


COLD WAR—“No wonder Nikita looks 
worried,” says Magnetics Inc. in 
this March trade ad telling about 
its static control. An “expurgated 
translation,” the ad says, of the 
head is “Heavens-to-Betsy.” Lando 
Advertising Agency, Pittsburgh, is 
the agency. 


New Products Faring 
Best in Recession, 
Jones Tells NIAA 


Cuicaco, Feb. 18—New product 
successes on the market are among 
the brightest spots in the current 
economic picture and are becoming 
increasingly important to manage- 
ment because of their usually 
higher returns, a management 
consultant asserted here last week. 


The mariner seen here at the wheel of his 35-foot 
ketch stoutly denies any kinship with the legend- 
ary Davy Jones of undersea locker fame. Sprung 
from a different branch of the family, he answers 
to the name of Stuart E. Jones — for the past 
dozen years as a valued member of The National 
Geographic's editorial staff. 


Called Tradewinds, the craft is the polished 
pride of writer-editor Jones and his author wife. 
Last year they sailed from Annapolis on a two- 
month, 1,100-mile voyage along the Atlantic 
Intracoastal Waterway to Miami. An assignment 
for The National Geographic, their tussle with 
winds and tide often proved more work than 
pleasure. It also produced a colorful story titled 
“Slow Boat to Florida” that enlivened 1958's 


first issue — and stirred the imaginations of more 
than 2,000,000 National Geographic families, 


Whether Skipper Jones persuaded the editors 
to give him this assignment — or, conversely, they 
convinced him — is a matter of unimportant con- 
jecture. Those who know Jones, however, salute 
him as a determined man who works at whatever 
he wants until he gets it.* This is a characteristic 
of National Geographic writers and photogra- 
phers in their ceaseless quest for special editorial 
material that makes this magazine so remarkable 
and appeals so magnetically to the active-buying 
people you want for customers. 


Advertising that sails aboard The National 
Geographic reaches them the easy way. 


* Tenacious is the word for Jones. Baltimore-born, his youthful ambition was a reporter's 
berth on the famous Baltimore Sun. Steadily rebuffed but undaunted, Ed Jones finally 
made it after a six-year journalistic detour through “J rooms and news bureaus 
in Houston, Dallas, Kansas City and Washington, D. ( 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D. C. 


In a talk before the Chicago 
|chapter or the National Indus- 
|trial Advertisers Assn., Conrad 
| Jones, partner of Booz, Allen & 
| Hamilton, said that “It is the older, 
established products that are in re- 
cession, generally. The new prod- 
uct segment of industry is con- 
|tinuing to experience expanding 
|sales and profits. 

“New products, if truly unique,” 
| Mr. Jones said, “are, by their very 
| nature, more resistant to price cut- 
ting than older products which 
have had time to be copied and 
improved by cornpetitors. 


® “Important as advertising is to 
any product,” he told the indus- 
trial admen, “it is important to 
recognize that in the long run ad- 
vertising claims and merchandis- 
ing techniques tend to cance] each 
other out in the market place. 

“Neither brilliant advertising 
and marketing nor efficient manu- 
facture,” he went on, “can save a 
dying product when a truly better 
new product enters the market 
backed by an equally powerful 
competitor. 
| “Advertising people know all too 
well,” he added, “how tough it is 
to sell something the people don’t 
want to buy.” 

But despite the appeal of new 
product development, Mr. Jones 
warned, the fatality rate among 
new products dictates that the 
most incisive research be done 
very early in the development 
work in pretesting products and 
assessing their real market poten- 
tial. # 


Midwest Gets Transit Ad 
Franchise in Cincinnati 

Midwest Transit Advertising 
nec., Cincinnati, has obtained the 
exclusive advertising franchise in 
and on the transit vehicles of Cin- 
cinnati Transit Co., Ohio Bus Line 
Co. and Ohio Valley Transit Co., 
which cover all of metropolitan 
Cincinnati, southwestern Ohio and 
eastern Indiana. The new compa- 
ny, which is headed by Col. T. F. 
Morrison, will also represent other 
transportation advertising compa- 
nies for regional and national 
sales. 
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AS USUAL... 


THE HOUSTON CHRONICLE PUBLISHED MORE ADVERTISIN 
THAN BOTH OTHER HOUSTON NEWSPAPERS COMBINED! 


- IN Se 


THE HOUSTON 


be. CHRONICLE 


PUBLISHED 


~ 42,710,266... 


THE HOUSTON 


= POST 


a PUBLISHED 
‘SS N\) 


> <<) 7 | . 3] ,0O94 991 LINES 


THE HOUSTON 


RE i PRESS 


NZ, SY PUBLISHED 
- yy . Ye 
9,764,940 LINES 
- | 4 
- | . YES, MORE THAN BOTH OTHER HOUSTON 
naa tacos . ; NEWSPAPERS COMBINED... 


THE REASON— 


ecults! 


JOHN T. JONES, JR., President 2 
. R. W. McCARTHY, Advertising Director 3 
M. J. GIBBONS, General Advertising Mgr. 
THE BRANHAM COMPANY—National Representative 
RO EE OILS MOORE FLEE CP TO ei tai cis: ll a a ie Ba i i i is _ ibis 


Been eae eae Seen sh oe Ee am Paes Se Se eee ee ais <i ene CEs bok": | een eS Ne get ee ee Ee, ee? Ce le 7 P= +5 ee \ “See, ee Ving ae ah eee 
pa Emmi Meee 2 RMR) RR 9 Ema os ha. cad arn eRe i. a oS ae Ee See are aie de oe ean TD Ae Bk hor lela ge ee: bi 2 5 aeons 
3 z ges. Tee ae po a A ee cere eI RCM NS: ee. + an age, Aan a ool ee. ae ae = ae AOS Be A ie ae" to ies ee ae ‘ ee | Rot OSE ¢ e 
anes a aa a poy ic i ei eae wir rite 2 aig Se sc aby i > F eee Pees a Ns Oy any ted ae ees seer 
as * | ee i ine eet een heS eer ate oe ah i, cgi ae. ae eee a ae 8 ie s ae Ye Meee, Apa se : siege: 
PL, aie teres od eo ea Seek ea Ae kes rie. ee es ee AS Seni ON ES ae ob Eo es aes et = See , ee 
nO ge oem Se: ee oe ae a ee ere eo Dae |e eae, oe gaa ae Ne oe ae eee ee, Se mee ee = 
Sale. aie Sea : ee re eh ees ado Adee ve area “ pais 3 ; aie a Le ace ote ping eA a ’ fo Seve 8 ae a Oe y 
Lo a ee ae eee ee eres ee ee ee Oe A i ee ee lee 
“ore. co, ee ey Soke Sy eek ath = my oe pineal ac.» SM ee ae So. eee Or aee Be aie ie a Sh el ae =i ae fee a - SS ge ie Sales ne ee 
ae j si : ee 
—— “mamma, : z 
~—-s 
fae Yel 
* < 
b a . 
a 
3 
‘ 
4 : ri. 
do hae 
Si, ; 
fee 
ae 
ae 
i a 
; i i 
; aa 
, 
Wea 
ae? ty, 
Be eae 
- ieee ae 
An 
cee 
he 
ra . 
ae ae 
at 
(CERETRENTERSRSISERERERARARSERASRED | een eet aA NRA SR RN eb 3 
ees 
Recta 
7 is; 
Ae 
G3 
i ae 
iS ae 
ade 
ae 
ee 
? - ra 
y - eas 
4. 4 a 
upg Ke 
i Sate 
see ds 
ee 
fee 
Pes. ate he" 
ait 
‘ae 
eee 
ae hig 
Wun a Pe 
ee ee i sake 
Mes Shea, 
at ae 
: a CQ Ee ees 
rae, 
ea, 
Feige 
be ons a 
J i 
. x ee ee . ‘ 
Z mt =. ib 
ae 3 
ane 
ry s 
ee 
eh ieee 
se) chp iees 
«er il 
alee 2 
ee 
AE 
ies 
_ a, 
Se 
er 
wi! 
wa as 
ok 
oe. 
= a ra 
ba, 
ae, 
: > ae 
| a 
is 
rm 
ai 
i 
ae oe 
; 4 eae 
, ie 
a 
Bap cet “cde oie 7 Gig i Oe ad, ee 7 res sll 
‘3 ge. ae eee Re | ag Saat Te a ee. - ‘ae 
sia mee ia m0 rer see e° y po 7 
. " et i Sap ete 8 4 . 
q 
ee nm i : ib: ‘“ 
ea pe Nn Cie 2 “ . SBR ae ieee i ee 
+ She ae ae here Te tee elias pe a 
Pry — Piped a x ee ie 4 oe a 
erwin i Me ge ae ee at 
heer a eee a a Sree ear, ise 
ee ae a ee Pe re eee ee a 
ere ao a ee oe 
en - e ate oer PS eee ee Pe es {, a 
ne Ree be nie. ce ic Par 
ele) a ac ea . ‘ ae 
H ae ke | ae eS ati: 
scales i. Ay 2 SP ice So thet! eres me 
Ce eres bie? § 5 ty “ 
| a bot tay Be * Fee : : 
rae a iL : ee 4 
eo: = = xi 
| : ve 
i _— © | . 
1 
* ae 
2 5 3 
Mae 
a ae Se eam a ag iiai® ae a as ae a i 5, i : = ‘ = ey ae Sait Wis 4 cae a 
: Paint te Le ’ ve? ee ag Ae pry . ha : i res 7 ae See ee te) he NS 
eer me Ee a eRe a ae ~ ASO Saas Br yas aa é yy : a : & => : ‘ i 2 = ~ SOS Ge Oe ee eee: 
re sa nee htc Cee ete aon ta ea ‘SIR ae as ‘ Eee oh ae eee je Wine nae ay oy : Boi al aes, i oy a i Be " rea ae 
os STOR Bee aes «$8 MR amare Oo 3. Co rena ears AN ey Oty ce) sergcman, 2 pe =, elma rae iene, dati aia on aepa Se de SS Ae Banas ee gnammel “priest Y foer Se rye eaten SME ante a welll ie wel gE ae el ie rot te 
Ry oe cig, ot Ne pee ot Nat vie ete ee leer A Sa ree ae ee Pia RCNP aE etek * gs ake ion tae ea eine a Sin HD te etme Bae Same gk eee ere tas ee jee Cee ae ee ee 
aed ae FO 4 : war y > 2: COE a ed “ae eer 'g Way : i Mp eae ae Cer” a © ie , geet a eae Fn He ees eee eg 
“eee rer : a , se iy yeas So acer, < CERES eA a a Fe OP Jang Po a eh rae A oi ee oe a ete 2% Se ee oa eer 
Mie : ; a ee a? er teens ll eh eee EE moEd on pMthie he Rae tae per a gp ate wane De air > Sh ie ae eee UY oe ee ee ee a Mn pe Te) a ee i 


BEEF THovcGc HT 


Publication presses spinning at a dizzy pace are pleading for 
deep originals— deeper and cleaner than ever before. Every set of and laughs. 


color engravings produced in our plant is depth tested and rigidly 


Another reason why H & M reproductions 


Sell at the Point of Impression. 


CUSTOM PHOTOENGRAVING 


search director. 


Advertising Age, February 24, 1958 


Year-Old Marshall & Coch Agency Recalls 
‘Work, Laughs,’ Notes Gains in Billings 


New York, Feb. 18—Marshall & 
Coch, an agency you may never 
have heard of, recently celebrated 
its first birthday here with billings 
going at the rate of $500,000 an- 
nually; it was a year of hard work 


“We listened to clients, and po- 
tential clients, describe their prod- 
’ ; ucts with such tenderness that 
inspected for correct dot structure under our special 175X Microscope. | tears came to their eyes and lumps 
to their throats,” said Clifford 
Coch, who left a spot as promotion 
director of Everywoman’s Maga- 
zine to join Lyal Marshall in an 
agency that “had one small ac- 
count, no promises, much faith.” 
Mr. Marshall took the plunge from 
Look, where he was associate re- 


“The agency business, at least 

““b: ¥ _B , the new agency business, is some- 
4043 N. Ravenswood Avenue, Chicago 13 + telephone: EAstgate 7-9220 Ses Mite aeban to Wiel th Pea, 
where I was once an account exec 
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MEMPHIS 


Ist in the South in wholesale sales 
— 10th in the nation. 


Ben : fT Sie wre oo 3 es f i 
Memphis city population has in- he : One of the 16 Fastest-Growing 

creased an estimated 58.5%, since | (om Cities in the Nation. 

1940. ag 


World's largest hardwood market. 


More than 800 industries. Exceed 
$475 million annually in manufac- 
tured products. 


es 


Memphis bank debits were nearly 
$10 billion, and clearings were over 
$7 billion in 1957. 
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Two Dailies and The South's Greatest 2 
Sunday Newspaper. Combined Daily —_ ae 3 
Circulation 358,479—Sunday Commercial Ap- 

peal 263,076—{ABC Publisher Statement 3-31-57.) 


THE OMMERCIAL 


MEMPHIS RESS 


with Publicis,” said Mr. Coch. “To 
get a job you need a work permit, 
but you can’t get the permit with- 
out an identity card, and you can’t 
get an identity card without first 
having a work permit. 


s “We found here that we couldn’t 
get new accounts without having 
more space and more people, and 
we couldn’t hire more people or 
rent larger quarters until we had 
new accounts.” 

“Different of what you sup- 
pose,’ to quote The New Yorker,” 
Mr. Coch ran on, “we never got to 
making our shop a publishing pro- 
motion specialist. Our first account 
was industrial, and we were terri- 
fied by our ignorance of the field. 
“But we did our homework, and 
the first thing you know we discov- 
ered we were ‘experts’ in an arch- 
itectural components field. The 
best part of it is that recommenda- 
tions and word-of-mouth added 
more clients, and now we like to 
think we are moving up among the 
leaders in this field.” 

Mr. Marshall said the agency 
“just recently” acquired a “spe- 
cial” type of magazine and hopes 
to get some others. He said Mar- 
shall & Coch has two goals for 
1958: “One is to get into package 
goods—preferably smaller, region- 
al brands; the second is to get into 
the ‘special interest’ field, where 
there’s a tremendous potential for 
a medium-size agency.” 


s Messrs. Marshall and Coch are 
adherents of the 15% clause. 
Smaller advertisers, they’ve found, 
are often frightened by the idea of 
a fee, but they’re willing to try 
out a promotion program knowing 
that much of the agency’s remun- 
eration is included in the total 
price. 

But they have also found that 
few smaller accounts can be prop- 
erly serviced with the 15% alone. 
They indicated their practice is to 
review accounts periodically, cost- 
account them from time sheets and 
establish a fair monthly retainer to 
be added to commissions. 


= Getting up to a billings figure 
at an annual rate just over the 
$500,000 level in 12 months (the 
realized '57 billing was $325,000) 
means “a lot of leg-work on our 
small accounts, lots of extra time,” 
he said. But Marshall & Coch 
thinks its willingness to put in the 
extra hours gives the agency a 
competitive edge. 

“The Horatio Alger story isn’t 
dead,” said Mr. Coch. “Only a year 
ago Lyal and I shared a one-room 
office. Look at us today—on the 
border line between a small and a 
medium-size agency. First thing 
you know we'll be up there in the 
middle brackets. After that, who 
knows?” # 


Aldens Opens Two Catalog 
Units in National Stores 


Aldens Inc., Chicago, has opened 
its fifth and six catalog store units 
in two National Tea Co. stores in 
Chicago, the first in the Chicago 
area. The other four units were 
opened between March and Octo- 
ber last year in Elkhart, Ind.; Eau 
Claire, Wis.; Mt. Clemens ° and 
Marshall, Mich. The units, which 
occupy about 600 sq. ft. of space 
in the National stores, contain a 
catalog desk and an inventory of 
items such as hosiery and lingerie 
which may be purchased at the 
desk. Aldens told ApverTIsING AGE 
more such units may be opened in 
the near future, probably in the 
Chicago area. 

Montgomery Ward & Co., which 
operates a number of its own cat- 
alog stores, within the last few 
months opened several catalog 
units in three Fair department 


stores in the Chicago area. 
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The girl behind the man... . in front of the plow 


My, how times have changed! The “‘man behind the plow” — 
now rides in front of it! But one thing hasn’t changed, the 


fact that farming is a family affair... and farm women are 
full partners in the business of modern farming. 


Every farm magazine contains ideas and helpful informa- 
tion for farm women. Only FARM JOURNAL contains “The 
Farmer’s Wife,” a farm woman’s magazine complete with 
cover. And though “‘The Farmer’s Wife” is eagerly awaited and 
read, the interests of Mrs. Farm Homemaker do not end there. 


As an active partner in the rapidly changing business of 
modern farming she keeps up to date on the whole farm 
front by reading FARM JOURNAL from cover to cover. 


For advertisers of both consumer and agricultural prod- 
ucts there is no better way of influencing farm families than 
through a farm magazine. And no farm magazine means so 
much to so many people as FARM JOURNAL. 


oe 
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FARM JOURNAL is more than just the leading farm news 
magazine. FARM JOURNAL is a family service magazine, the 
magazine that farm families depend on, because it gives farm 
families everywhere what they want... need ...and can’t 
get anywhere else. 


That is why advertisers invest nearly twice as many dollars 
in FARM JOURNAL as in any other farm magazine—more 
than the next two combined. 


FARM JOURNAL is one of the nine great magazines that average © 
more than $1,000,000 in advertising revenue per issue: 
BETTER HOMES and GARDENS - FARM JOURNAL - GOOD HOUSEKEEPING 
LADIES’ HOME JOURNAL - LIFE + LOOK + McCALL’S 
"READER'S DIGEST - SATURDAY EVENING POST 


JOURNAL § 


One of the nation’s truly great service magazines 
Read by most of the best farm families 


Graham Patterson Richard J. Babcock 
Publisher President 
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32 Agencies in ‘Over $25,000,000’ 


Group Bill $2,595,200,000 in 1957 


(Continued from Page 1) 
lower billings: William Esty Co., 
Kudner Agency and Cockfield, 
Brown & Co. 


® In this group is vested, to a con- 
siderable degree, dominance of 
network television, and it includes 
the most active agencies in radio 
and television spot placement. It is 
within this group and the group 
beneath it that most of the account 
changes of 1957 took place. In the 
main, agencies in this bracket did 
well in those changes, because the 
prevailing trend was for accounts 
to move upward to shift from 
smaller to larger agencies. This 
report mirrors, for better or worse, 
the concentration of the agency 
business. The top four agencies in 


than do those fifty-odd agencies 
billing from $10-$25,000,000, even 
though the $10-$25,000,000 agencies 


cy business. 

Many observers have deplored 
the trend to bigness in the agency 
field. Many agency men have sin- 
cerely said that they distrust size 
as a measure of competence and 


postwar period. 


ranged alphabetically: 


estimated $97,000,000 in 1956. 
Ayer’s billings have risen spectac- 
ularly in recent years, and the 
forecast within the agency is for 
even more dramatic growth: (Ayer 
recalls that in 1918 F. Wayland 
Ayer had realized a goal of $500,- 
000 a month billing, and hit $6,- 


are also, truly, giants of the agen-| 


000,000 for the year; he forecast 
$1,000,000 a month—and in 1924 
the agency hit the $12,000,000 
mark; but right now Ayer envis- 
ages billing $1,000,000 every work- 
ing day, or $262,000,000 a year, 


and it thinks that goal is only a few 
years away. 


acumen. But the evidence of the! , The agency calculates, incident- 


trend is mirrored in this report as| all ; , 
. y, that in 1956 it helped to sell 
\it has been throughout most of the} 5% of the goods and services of the 


U. S., or some $20,191,000,000. 
Last year Ayer added the follow- 


= Herewith the agency billings of|ing accounts: Armour’s food busi- 
the $25,000,000-and-over group, ar-| ness, James Lees & Sons, John H. 


Breck Inc., new products, Corning 
|Glass Works, and was reputed to 


N. W. Ayer & Son, headquarters | be in line for more Du Pont billing. 


Advertising Age, February 24, 1958 


| 
| Top Ten Agencies, Domestic Billing 
(As Estimated by Advertising Age) 
(In Millions of Dollars) 
. 1957 1956 
1. J. Walter Thompson Co. ................ $210 $194.5 
2. Batten, Barton, Durstine & Osborn 209.5 194.5 
8. McCamn-Erickom ............:.ccsseeeeseereeee 207.5 174 
4. Young & Rubicam 200 181 
5. N. W. Ayer & Son 107 97 
6. Ted Bates & Co. 103.4 75.7 
7. Benton & Bowles ...................cccccc00 93 91 
8. Foote, Cone & Belding .................... 88 74.5 
9. Kenyon & Eckhardt ......0............00006 83 82 
De CIN I cddadiesstenetcinserccsichicsens 80.2 73 


Bissell Carpet Sweeper Co., Dole 
Hawaiian Pineapple Co., Zippo 
| Mfg. Co. and Seabrook Farms. It 
| employs an estimated 1,100 people. 


Ted Bates & Co. billed $103,- 


‘Philadelphia, billed an estimated The agency dropped Avis Rent-a- | 400,000 in 1957, a dramatic increase 
this report have more total billings | $107,000,000 in 1957, up from an) Car System, Charles E. Hires Co.,| from the $75,700,000 billed in 1956. 


BIG 3 of the P.A.G.: Combined circulation in the 1 


CARS 
61% of P.A.G. 
readers buy new 
cars. 


CIGARETTES 
70% smoke one 
or more packs 
of cigarettes 
per day. 
TOILETRIES 
88% purchase 
their own 
shampoo. 


SOFT DRINKS 
53% consume 
4-15 soft drinks 
per week. 


CLOTHES 

94% buy suits 
by brand name. 
Dress shirts, 
95%. 
HOBBIES 

8% own 
outboard power 
boats. 


EUGENE GILBERT SURVEY PROVES: 


Petersen Automotive Group 
fy) delivers more 18-25 year old men than 


any magazine in America! 


eK 


HOT ROD 


8.25 


Motor Life, and Hot Rod. 


age group 602,800- Total ABC circulation 1,120,442. 


PETERSEN PUBLISHING COMPANY 


5959 HOLLYWOOD BLVD., LOS ANGELES 28, CALIF. - HOLLYWOOD 2-3261 


524 Book Buildin 17 East 48th Street 
DETROIT | Detroit 26, Michigan NEW YORK | New York 17, New York CHICAGO 
Woodward 3-8660 Plaza 1-6690 


Astounding? Perhaps, but the facts of the most 
exhaustive study of young men and their buying habits 
ever undertaken has now proved that... Motor Trend, 


.. the “Big Three” of the Petersen 


Automotive Group...are read by more 18-25 year old 
men than any magazine in America! Definitely amazing 
are the cost statistics: One page in the P.A.G. costs 

85% less than a page in the magazine with America’s 
second largest audience of young men. The facts prove it, 
and we want to send them to you. Write us for them, today. 


360 North Michigan Avenue 
Chicago 1, Illinois 
FRonk! 


lin 2-6067 


It neither gained nor lost accounts, 
although Snow Crop frozen juice 
and vegetables were transferred by 
Minute Maid. Its media break- 
down: newspapers and supple- 
ments 10.9%, magazines, business 
papers and farm papers 6.8%, out- 
door and transit advertising 2.1%, 
network and spot television 69.8%, 
network and spot radio 6.8%, and 
“other” 3.6%. It has 750 employes. 


Batten, Barton, Durstine & Os- 
born billed $210,500,000 in 1957, up 
$16,000,000 over the $194,500,000 
billed in 1956. About $1,000,000 
was billed outside the U. S.; the 
Toronto office of BBDO, “still 
mainly service,” was in its first 
full year of operation. 

The agency had another strong 
new business year, adding Western 
Airlines, Air France, Sheaffer pen 
and pencils, Coty, Zinsmaster Bak- 
ing, Wede Wanger & Associates, 
Schenley’s Dubonnet broadcast ad- 
vertising, four new mixes from 
General Mills, the petroleum in- 
dustry’s 1959 centennial, Supreme 
Products Corp., Eagle Pencil and 
Taylor Instruments in Canada, and 
international advertising of Tim- 
ken Roller Bearing and export ad- 
vertising for Du Pont. 


= It took some sizable losses: Rev- 
lon, Reader’s Digest circulation 
(resigned in an imbroglio after 
RD’s expose of filter cigarets), 
ASR Products Corp.; smaller ac- 
counts lost included Lever’s Swan 
and Breeze; Fort Pitt Brewing Co.; 
Wilson Bros. shirts; Rapinwax Pa- 
per Co.; and International Miner- 
als & Chemical’s Ac’cent. Media 
breakdown: newspapers 20%, 
magazines 20%, radio-television 
40%, outdoor 4%, business papers 
8%, and mechanical and produc- 
tion 8%. 

In rolling up to $210,500,000, 
BBDO can reflect on five spectacu- 
lar years, which have doubled its 
billings since 1952. In the same pe- 
riod, it has moved up from a con- 
servative third to a practical face- 
off for domestic billing leadership 
with J. Walter Thompson Co. Last 
year the agency moved veteran 
BBDO man Charles H. Brower in- 
to the president’s chair, occupied 
with such dramatic competence 
during the postwar years by Ben 
Duffy, still recuperating from a 
stroke. The agency has 2,230 em- 
ployes. Its estimate is that “1958 
will be as good a year as 1957.” 


Benton & Bowles billed $93,000,- 
000 in 1957, up from $91,000,000 in 
1956; in both years its fee and in- 


had a mixed new business year, 
adding Schick Inc., Kentile, Ever- 
sharp writing instruments, Allied 
Chemical, the Ozalid division of 
General Aniline; it lost Grove Lab- 
oratories’ Bromo-Quinine, and 
Studebaker-Packard (after Curtiss 
Wright moved into the Studebaker 
picture), P&G’s Pin-It, the French 
Government Tourist Office and 
General Electric’s silicone products 
division. Media breakdown: news- 
papers and supplements 8%, mag- 
azines, business papers and farm 
publications 30%, transit and net- 
work television 40%, spot televi- 


(Continued on Page 66) 


ternational business were minor. It © 
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If you are concerned with the problems of modern marketing, we believe you will find the brief booklet shown above of unusual interest. We'll be glad to send 
you a copy. MCCANN-ERICKSON, INCORPORATED. Corporate Offices, 50 Rockefeller Plaza, N. Y. 20, N. Y. World-wide Creative Marketing Through Better 
Communication With People. « « « New York, Boston, Cleveland, Atlanta, Houston, Dallas, Chicago, Detroit, Louisville, San Francisco, Los Angeles, Portland(Ore.), 
Toronto, Montreal, Vancouver, Windsor, Buenos Aires, Belo Horizonte, Rio de Janeiro, Sao Paulo, Curitiba, Porto Alegre, Montevideo, Santiago de Chile, Valparaiso, 
Lima, Bogota, Cali, Caracas, San Juan (P.R.), Havana, Mexico City, Monterrey, London, Paris, Brussels, Frankfurt a/M, Hamburg, Cologne, Diisseldorf. 
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Advertising Age, February 24, 1958 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 58.) 


1957 Rank 

1. J. Walter Thompson Co. .................... 
McCann Erickson ..0.0.........ccccccccseseseseees 
i UID Gb TRIIIIIIIN .ccnscecccscessiocheamsnonnses 
. Batten, Barton, Durstine & Osborn .... 
. N. W. Ayer & Son 
SID sciicasaillathditisa hatecsiniaindcdceeepnitansan 
- Foote, Cone & Belding 
NN a sa satensencctcose 
OT 
. Kenyon & Eckhardt 2000000000000 
SII, sss cssscninssiiveticshdncanaeasatones 
« Campbell-Ewald oo...........cccccccccsscscesseeee 
- Dancer-Fitzgerald-Sample .................. 
Erwin Wasey, Ruthrauff & Ryan ........ 

Erwin, Wasey & Co. oo... occcees 

Ruthrauff & Ryan 0... cccccccccceeee 
15. Compton Advertising 
RG, Bentimer AGOMey  .....0..00..0.ccccccccccsscsecessess 
17. D’Arcy Advertising Co. 2.0.0.0... 
Ee NEED GDS seetccocscciecssnsecccccesesoteciane 
19. Cunningham & Walsh 
20. Lennen & Newell 


SOOPER Re eRe eee e eee eeeeeeeeeee 


— ee oe 
QEPNKSOLDMNMA PON 


COO R Rene eee eeeeeeeeeeee 


22. Grey Advertising Agency .................. 
23. MacManus, John & Adams ................ 
Bi Bie Oe MII Gs CD ccccccesccccconccescpecsonsees 
25. Sullivan, Stauffer, Colwell & Bayles 
26. Campbell-Mithun .........0.0.......0000cc0c0000 
27. Needham, Louis & Brorby .................. 
28. Norman, Craig & Kummel .................. 
I delice cencrncecsthanenamonteinisnccincs 
30. Cockfield, Brown & Co. .0.0........0.ccc0e 
Se I I aiicidcstcechbnscveseschecsssanecta 
32. MacLaren Advertising Co. ................ 


Billings of 51 Agencies in $10,000,000 to $25,000, 000 Group 


1957 
$285.0 


1956 
“$255.0 
219.0 
*200.0 
194.5 
97.0 
75.7 
*81.0 
92.0 
78.5 
83.0 
79.0 
*70.0 
61.0 


“41.0 
*39.0 
59.1 
66.2 
51.0 
“60.0 
40.1 
38.0 
39.0 
35.0 
37.5 
*38.0 
36.1 
35.0 
32.7 
25.8 
28.0 
29.7 
27.1 
25.6 


1955 
*$220.0 
166.0 

* 182.0 
162.5 
+*92.0 
59.2 
*76.0 
"68.0 
67.9 
68.0 
71.0 
*58.0 
51.0 


*39.0 

“45.0 
45.5 
60.0 
57.0 

*54.0 
47.8 
38.5 
37.0 
30.0 
38.8 
31.4 
31.8 
25.0 
30.4 
21.2 
28.5 
27.8 
20.6 
21.0 


1954 
£°$200.0 
133.0 

* 160.0 
148.3 
*87.0 
46.0 
°77.0 
57.5 
50.0 
51.0 
55.0 
*43.0 
50.0 


*35.7 
“44.0 
42.1 
46.0 
44.5 
*46.0 
44.7 
33.0 
41.0 
“22.4 
32.8 
19.7 
27.5 
20.0 
29.3 
20.0 
31.0 
24.8 
19.3 
19.9 


1953 
*$163.0 
106.0 


.* 138.0 


137.5 
"86.5 
38.0 
*72.0 
“57.5 
49.0 
42.0 
46.4 
*35.0 
$47.0 


*31.0 
"44.0 
35.4 
"44.2 
41.0 
* 43.0 
38.8 
92.1 
$40.0 
*20.6 
26.9 
14.4 
*23.5 
15.0 
24.7 
*20.2 
35.0 
21.8 
18.4 
17.2 


1952 
*$142.0 
94.0 
*120.0 
118.0 
*86.5 
30.0 
70.0 
52.8 
45.0 
39.0 
37.6 
*28.0 
44.6 


*30.5 
*44.5 
$30.2 
*39.0 

35.0 
*37.0 
37.1 
25.0 
31.0 
17.5 
22.5 
10.6 
*20.0 
“117 
19.5 
*19.0 
30.0 
17.7 
17.2 
13.8 


1951 
$138.0 
81.0 
“114.0 
104.1 
*85.0 
28.7 
69.0 
*52.8 
42.0 
39.0 
28.0 
*28.0 
40.1 


“31.5 
*50.0 
30.0 
*34.5 
30.0 
*35.2 
30.6 
“17.5 
25.0 
“14.5 
18.0 
10.0 
“19.5 
10.0 
15.0 
20.0 
27.0 
15.7 
15.5 
13.2 


1950 
$130.0 
67.0 
“92.0 
87.0 
*79.0 
25.0 
61.0 
“44.0 
40.0 
38.0 
22.0 
*30.0 
37.5 


*27.5 
*45.0 
26.0 
*34.0 
28.0 
*32.0 
25.0 
“16.0 
23.0 
“13.5 
17.5 
11.9 
“17.5 
11.5 
15.0 
22.5 
14.8 
14.0 
11.5 


1949 
$121.0 
60.0 
85.0 
81.4 
"69.5 
21.0 
51.4 
*39.0 
40.0 
28.0 
17.0 
*20.0 
37.0 


“24.0 
*38.7 
22.0 
*29.5 
26.0 
*32.0 
26.9 
"15.0 
22.0 
12.0 
15.0 


"12.5 
12.5 
10.0 
20.5 
12.7 
13.0 


1948 
$115.0 
54.0 
*75.0 
72.1 
*67.0 
18.0 
52.6 
*34.0 
37.0 
26.0 
14.0 
*17.0 
37.0 


*23.0 
36.0 
22.0 

"20.0 
24.0 
*30.0 
26.4 
“14.0 
20.0 
10.0 
“11.0 


10.0 
12.0 

7.6 
21.6 
i0.0 
12.5 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 


33. Ketchum, MacLeod & Grove .............. 
34. Brooke, Smith, French & Dorrance .... 
35. Gardner Advertising Co. .................... 
36. Doherty, Clifford, Steers & Shenfield 
37. Fletcher D. Richards Inc. .................... 
Ee he Be EN BIRe eicivcscnsincsesescescaniecesceseese 
ee I ceisbicssticshesubiapunssansensenscsoszece 
40. Doyle Dane Bernbach Inc. .................. 
41. Geyer Advertising ......................000. 
ee I sha ccc ccceccnsecsiinsenevseanns 
I crrceneiitintientecrennenncnntninennenees 
44. Ogilvy, Benson & Mather .................... 
45. Al Paul Lefton Co. 2.000.000... 
46. Keyes, Madden & Jones (formerly 
Russel M. Seeds Co.) ..................06 
47. Parkson Advertising (formerly 
Edward Kletter Associates Inc.) .... 
Ge GD cenctcctcicteninetnensstenticrnccnecees 
I IIIS s,s sccescnnsscincamnnsimnespvarnence 
50. Albert Frank-Guenther Law Inc. ........ 
50. Edward H. Weiss & Co. 2000.00... 
TCE ORO 
53. Dowd, Redfield & Johnstone ................ 
54. Bryan Houston Inc. ................ccccceseeeeees 
SE. G. BM. Bershord Cor ..........ceccccscsscssssseessess 
56. Fitzgerald Advertising Agency .......... 
BF. Theshe Tantatlin 6 Geen 0000 .cccccesscsssccscessec0000 
57. James Lovick & Co. ..........ccccccccseseeseees 
BBL GB. B, Bwetn® 6 Gee. ..cccccecccceccsscncccssccesee 
60. William Douglas McAdams Inc. ........ 
CB]. Geary & BOGees ..........0..0c..cceccccccssosererseeee 
62. Reach, McClinton & Co. (formerly 
Reach, Yates & Mattoon) .................. 
63. Henri, Hurst & McDonaid .................... 
63. Calkins & Holden ................cce 


24.2 
23.0 
22.0 
20.8 
20.6 
20.3 
20.3 
20.2 
19.0 
18.1 
17.9 
17.1 
17.0 


16.9 


15.5 
15.1 
15.0 
14.8 
14.8 
14.6 
14.5 
14.3 
14.1 
14.0 
13.0 
13.0 
12.9 
12.5 
12.3 


12.2 
12.0 
12.0 


22.0 
26.8 
19.6 
14.1 
21.6 
17.5 
22.1 
16.3 
*20.5 
20.1 
15.1 
14.1 
17.0 


16.9 


8.0 
15.1 
14.5 
14.6 
12.1 
14.5 
13.5 
17.2 
12.8 

*12.0 

13.3 
10.3 
11.1 
12.5 
10.3 


7.1 
10.0 
15.6 


16.4 
25.5 
17.0 
12.1 
16.6 
14.5 
20.0 
11.7 
*21.0 
18.8 
16.1 
11.8 
15.0 


16.8 


15.4 
23.5 
19.5 
10.8 
17.0 
13.8 
13.9 
8.0 
*22.0 
15.3 
14.6 
10.1 
14.0 


“16.5 


12.3 
11.0 
12.3 
12.5 
15.2 

9.1 
18.0 
10.0 


9.4 


15.1 
23.5 
17.7 
10.4 
16.0 
13.5 
9.0 
5.1 
*22.0 
13.3 
18.9 
10.7 
13.2 


16.6 


13.5 
19.3 
16.7 
10.1 
*13.0 
13.0 
9.0 
3.5 
20.0 
11.2 
16.0 
8.5 
13.0 


11.3 
18.0 
16.5 
9.1 
10.0 
12.5 
7.2 
2.6 
20.0 
9.4 
15.3 


12.5 


16.8 
13.1 
7.9 
9.7 
11.3 
5.0 
2.1 
18.5 
7.0 
13.1 


11.0 


11.0 


oO 


SOReeeeeeeeeen 


11.5 
12.0 


1947 
$103.0 
51.0 
*65.0 
59.0 
64.0 
17.5 
52.0 
*27.0 
31.0 
21.0 
12.0 
“17.0 
36.0 


“19.0 
34.0 
21.0 

*16.0 
20.0 
27.0 
25.0 
13.0 
18.0 
10.0 
*9.0 


4.5 


5.8 
19.0 
8.0 
15.0 


Billings of 32 Agencies in $25,000,000-and-up Group’ 


Rounded, usually, to the nearest $1,000,000 (000,000 omitted). All material on this and following pages is copyrighted, 1958, by 
Advertising Publications Inc. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 


1946 
$82.0 
46.0 
*59.0 
51.0 
53.0 
16.5 
40.0 
*23.0 
25.0 
19.0 
10.0 
"14.0 
31.0 


"19.5 
32.0 
20.0 
14.0 
20.0 
18.0 
19.3 
15.0 
15.0 

9.5 
*8.0 


1945 
$78.0 
40.0 
53.0 
40.0 
41.0 
16.0 
31.0 
*20.0 
18.5 
18.5 
7.5 
*13.0 
25.0 


*18.0 
32.0 
21.0 
15.0 
20.0 

"14.0 
18.0 
15.0 
12.0 

8.0 
5.2 
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So you’re picking an advertising agency... 


— 


You appoint an advertising agency for only one reason— 
to work with you in improving your relations, sales-wise, 
with the American public. 


No amount of floor space, machines, branch offices, flip- 
over presentations or any other purely material aspect of an 
i agency has within it anything of value to help you with 
! your problems. 


Only people can help you. Only people who can add to your : 
own efforts the spark, the drive, the insatiable curiosity and 
creative imagination you need. So, above all else, ask to 
meet—and get to know—the people who will work with you. 
| All else is secondary. 
DONAHUE & COE, INC. 
| Advertising 
NEW YORK CHICAGO ATLANTA MONTREAL 
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1957 Rank 
63. Lawrence C. Gumbinner Advertising 


SUID > sa iicjaghiiedeedianasiiatbensdntinsseccscouees 
66. Geoffrey Wade Advertising .............. 


67. McKim Advertising ...................0c0000 
68. Marsteller, Rickard, Gebhardt 


68. Meldrum & Fewsmith .......................... 
68. Morey. Humm & Warwick. .................. 
68. North Advertising$§ ..................ccce 
I CTI dicecestesocccccscccccvsccnsenntes 
73. Vickers & Benson Ltd. .......................... 
74. L. W. Frohlich & Co. 2..........cccccccecceeeeeeee 
I iiss sncentcendisnnscccncsmnnsiie 
I CII ccisccsscccecsanosesecconsccosnesscnere 
76. Griswold-Eshleman Co. ........................ 
78. Honig-Cooper Co. ............scsccsssssescessssees 
78. Lambert & Feasley ....................cccce0000 
i INO CID, cs snencssocctibeciccnssnoserscnseses 
80. Burke Dowling Adams Inc. .................. 
80. Charles W. Hoyt Ine. .................::0:0000 
ee 


1957 


12.0 
11.7 
11.3 


11.0 
11.0 
11.0 
11.0 
10.8 
10.6 
10.5 
10.3 
10.2 
10.2 
10.1 
10.1 
10.0 
10.0 
10.0 
10.0 


1956 1955 1954 1953 1952 


9.0 — — — — 
“11.0 10.2 11.4 10.4 9.8 
10.3 9.5 — — —_ 
10.0 — — — — 
10.5 10.2 9.8 8.0 7.1 
11.0 9.0 — — — 
10.0 — — — — 
11.1 11.0 7.0 6.0 3.3 
6.5 4.5 — — — 
7.0 5.6 — — 
10.3 10.3 10.3 *10.3 10.0 
9.9 6.4 — — — 
9.9 9.4 _— — — 
10.0 8.0 —- — — 
10.0 110.0 9.7 8.0 7.0 
4.7 3.2 —_— — — 
9.7 8.9 — — — 
10.5 9.6 — — — 
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tCanadian and foreign billings included. *Estimated by AA. {Revised figures. *Billings for Dowd, Redfield in New York and John C. Dowd Inc., Bosion. 


§Started in business Dec. 1, 1955. 


Billings of 57 Agencies in $5,000,000 to $10,000,000 Group 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 101.) 


Agency 1957 
Cramer-Krasselt Co. .......... $9,789,463 
Cohen & Aleshire ................ 9,500,000 
Knox Reeves ........................ 9,403,383 
Klau-Van Pietersom- 

RRR 9,337,799 
Arthur Meyerhoff & Co. .... 9,333,485 
GE SII cxeettpinsntiineectssecse 9,232,000 
Hixson & Jorgensen ............ 9,139,955 
Lawrence Fertig & Co. ...... 9,000,000 
Cy Be, BEB ee Gee wcccccctsersecsensse 9,000,000 
MacFarland, Aveyard & Co. 9,000,000 
Joseph Katz Co. ...........00 8,956,000 
Buchanan & Co. ................5 8,932,000 
Kastor, Farrell, Chesley 

IIIT dctcuveqnesstlaisinseait 8,900,000 
Potts-Woodbury Inc. .......... 8,657,895 


McConnell, Eastman & Co. 8,500,000 
Guild, Bascom & Bonfigli 8,143,815 


VanSant-Dugdaie ............... 8,050,000 
Aubrey, Finlay, Marley 
IED ntinresscossennessccere 8,000,000 


1956 


$ 9,524,482 


9,700,000 
6,861,243 


9,125,649 
9,400,000 
5,511,057 
8,009,382 
9,000,000 
10,000,000 
10,000,000 
8,750,000 
11,100,000 


6,940,000 
8,334,169 
6,500,000 
8,462,955 
8,266,000 


7,000,000 


Agency 1957 
Aitkin-Kynett Co. ................ 8,000,000 
Roche, Rickerd & Cleary .. 7,831,000 
Hicks & Greist .................... 7,200,000 
Biddle Advertising Co. ...... 7,200,000 
Abbott Kimball Co. ............ 7,000,000 
John W. Shaw Advertising 7,000,000 
BID GERD ‘Scnesnensenbsenassbences 7,000,000 
Clinton E. Frank Inc. ........ 7,000,000 
Lewin, Williams & Saylor 6,900,000 
Frank B. Sawdon Inc. ........ 6,820,000 
Arndt, Preston, Chapin, 

Lamb & Keen .................. 6,600,000 
H. B. Humphrey, Alley 

0 6,500,000 
Peck Advertising ................ 6,500,000 


Baker Advertising Agency 6,500,000 
Botsford, Constantine 


I scdittenterecetcrecseses 6,384,300 
Harold F. Stanfield Ltd. .... 6,110,431 
Cole & Weber ................0..... 6,000,000 
Spitzer & Mills .................... 6,000,000 


1956 
6,000,000 
5,521,189 
7,500,000 
5,500,000 
7,500,000 
6,500,000 
7,000,000 
6,000,000 
6,310,000 
5.285.000 


5,000,000 


6,000,000 
5,000,000 


6,150,200 
6,339,811 
5,956,377 


Street & Finney 
Wherry, Baker & Tilden .... 
Gotham-Vladimir Adv. ...... 
Foster Advertising Ltd. 
Ronalds Adv. Agency 
Hilton & Riggio 
Maxwell Sackheim & Co. 
Product Services Inc. ........ 
Fulton, Morrissey Co. ........ 
L. H. Hartman Co. .............. 
Walsh Advertising Co. Ltd. 


Roy S. Durstine Inc. ............ 
Bert S. Gittins Advertising 
Lang, Fisher & Shashower 


John F. Murray Co. ............ 
Robert Otto & Co. ...........0... 


1957 
6,000,000 
6,000,000 
6,000,000 
6,000,000 
5,600,000 
5,600,000 
5,500,000 
5,500,000 
5,400,200 
5,323,559 
5,263,000 
5,227,921 
5,200,000 
5,004,674 
5,000,000 
5,000,000 
5,000,000 
5,000,000 
5,000,000 
5,000,000 
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4,556,311 
5,059,400 
4,850,000 
5,000,000 
5,962,592 
7,000,000 
4,500,000 
6,000,000 
5,090,250 
5,000,000 
5,000,000 


Billings of 97 Agencies in $1,000,000 t to $5,000,000 Gow 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 112.) 


Agency 1957 
Kennedy Sinclaire Inc. .......... $4,935,800 
Monroe Greenthal Co. .......... 4,900,000 
Daniel & Charles .................... 4,800,000 
Friend-Reiss Advertising 

RE SITIE ESIRRSIE 4,783,240 


Miller Advertising Agency 4,700,000 
W. S. Walker Advertising . 4,050,000 


IE BIN anetenniitiibesseenienionsesces 4,000,000 
Palm & Patterson .................... 3,788,384 
Luckoff & Wayburn ............... 3,737,262 
SE I vans enscictessemcccmmaces 3,595,000 
Gaynor & Ducas .................... 3,446,260 
Lavenson Bureau 
of Advertising ...................... 3,425,000 
Schramm Advertising Co... 3,397,019 
Zimmer McClaskey ................ 3,327,812 
Byer & Bowman 
Advertising Agency .......... 3,191,887 
Hutchins Advertising Co. ...... 3,122,187 
Gore Smith & Greenland ...... 3,112,000 
Kerker, Peterson, Hixon. 
SIE MII ecncetidnedishdeaseuncsscenee 2,774,241 
Charles Anthony Gross 
Advertising Agency .......... 2,750,250 
I ts cheettttienee 2,700,000 


1956 


$4,876,000 


4,876,250 
3,570,000 


4,500,000 
4,500,000 
3,100,000 
4,000,000 
3,105,233 
3,990,768 
3,365,000 
2,800,000 


3,383,833 
3,166,197 
2,799,447 


2,906,193 
5,000,000 
1,006,192 


1,919,443 
2,075,000 


2,482,891 


Agency 1957 
Symonds, MacKenzie & Co. 2,642,446 
J. R. Pershall Co. .................... 2,620,811 
Publicidad Badillo .................. 2,502,820 
Johnson & Lewis Advertising 2,500,000 
Olian & Bronner ...................... 2,500,000 
Galen E. Broyles .................... 2,488,582 


Wesley Aves & Associates 2,392,580 
Howard Swink Advertising 2,336,158 


Andrews Agency .................... 2,271,000 
Boland Associates .................. 2,177,000 
Critchfield & Co, ............cccc000 2,157,927 
Gillham Advertising .............. 2,135,000 
Jackson, Haerr, Peterson 

ED sitetptiasateniinitiiepepiiemcenens 2,121,600 
Lando Advertising Agency .. 2,105,439 
Hart-Comway Co. ............c.c0000 2,029,706 
Sudler & Hennessey .............. 2.003,815 
Esmond Associates ................ 2,000,900 
Carr Liggett Advertising ...... 2,000,000 
Malcolm-Howard Advertising 2,000,000 
Roland G. E. Uliman 

Orqgamization ............0..c000 2,000,000 
Savage-Lewis, Inc. ................ 2,000,000 
Jones, Brakeley & 

Rockwell Inc. ............c0c0000+ 1,932,045 
William Hart Adler Inc. ........ 1,907,000 


1956 
2,261,360 
2,587,645 
1,820,871 
2,000,000 


1,805,559 
2,365,620 
2,552,928 
1,645,048 
1,591,000 
2,157,137 
1,846,742 


1,311,420 
1,712,299 
2,007,419 
1,500,783 
1,040,000 


- 1,800,000 


1,900,000 


1,600,000 
1,800,000 


1,768,873 
1,580,000 


Grubb & Petersen 
Bo Bi GID GD cncccccccesccseccose 
Batz-Hodgson-Neuwoehner 
Advertising Agency 
Wexton Advertising Agency 
Rothbardt & Haas 
| Gabriel Stern Ince. .................. 
Hoefer, Dieterich & Brown ... 
Graves & Associates 
MacDonald-Cook Co. ............ 
J]. M. Hickerson, Inc. 
Powell, Schoenbrod & Hall 
Garfield-Linn & Co. ................ 
Remsen Advertising Agency 
Wenger-Michael Inc. ............ 
Woodward, Voss & Hevenor 


eeeeeeee 


See eee eeneeeeeeneeee 


Senne eeeeeeeneneee 


Fee eeeeeeeeeee 


Seren eeeeeeeeees 


Peete eeeeeeeeeeeee 


1957 


1,783,513 
1,750,000 


1,748,777 
1,716,230 
1,700,000 
1,680,000 
1,613,000 
1,568,000 
1,560,063 
1,554,472 
1,535,000 
1,500,000 
1,500,000 
1,500,000 
1,472,166 
1,437,000 
1,421,004 
1,420,632 


1,420,000 
1,413,794 


1,400,100 
1,354,000 


1,315,000 
1,299,987 


1956 
1,295,896 
750,000 


1,374,384 
1,167,706 
1,700,000 
1,425,000 
1,045,000 
1,823,000 
1,548,817 
1,425,911 
1,250,000 
1,050,000 

244,958 
1,132,000 
1,277, 462 
1,367,182 


1,310,000 
981,137 


1,400,100 
1,350,000 


1,219,000 
1,162,044 
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ém’pd-thi),n.|Gr. empathera, fr.en-in 
+pathos suffering. | Imaginative 
projection of one’s own consciousness 
into another being. 


—em-pathic (6m-pathik), adj. 


Empathy in advertising is a trademark of 
NORMAN, CRAIG & KUMMEL Inc. 


Advertising Agency for: Chanel Inc., Colgate-Palmolive Co. Dow Chemical Company, Hudson Pulp & Paper Corp., 
Maiden Form Brassiere Co., Inc., Pabst Brewing Company, Ronson Corp., Schenley Industries, Inc., Seeman Bros. Inc., 
Selchow & Righter Co., Speidel Corporation, Warner-Lambert Pharmaceutical Co., Willys Motors Inc. 


*By permission. From Webster's New Collegiate Dictionary, Copyright 1949, 1951, 1958, 1956, byG.& C. Merriam Company. © 1958 N.C. &K 
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64 
Agency 1957 
Baer, Kemble & Spicer .......... 1,276,000 
E. M. Freystadt Associates . 1,271,642 
Lynch Hart & Stockton 
SESE SC 1,264,000 
Paul-Phelan Advertising Ltd. 1,232,000 


Robertson Buckley & Gotsch 1,219,864 


ae 1,215,000 
Cherry Solt & Associates ...... 1,208,750 
Ralph Allum Co. .000..00....000000.. 1,200,000 
McGiveran-Child Co. ............ 1,200,000 


1956 Agency 1957 
1,787,900 John Remsey Co. Advertising 1,191,798 
1,076,711 Leber & Katz ....0............0.00005 1,190,000 

Sanger-Funnell Inc. ................ 1,154,146 

664.000 | Stern, Walters & Simmons .._ 1,137,400 
893,411 | Parsons, Friedman & Central 1,135,384 
1,126,369 | Sidney Clayton & Associates 1,122,016 
1,270,000 W. A. McCracken Lid. ........ 1,050,000 
1,208,750 Marcus Advertising ................ 1,046,887 
Jefferson Advertising Agency 1,039,011 

1,020,000 ' James A. Stewart Co. ............ 1,038,000 


1956 
505,439 
900,000 

1,161,270 
618,537 
1,118,664 
1,018,880 
750.000 © 
1,021,083 | 


934,000 | 


Agency 1957 
Newmark’'s Ad Agency ........ 1,021,000 
Cruttenden Advertising ........ 1,016,187 
Duncan-Brooks Inc. ................ 1,013,093 
Ball & Davidson ...................... 1,010,000 
i iiai ti ttiincctsennectnncets 1,008,000 
Arthur Towell, Inc. ................ 1,005,218 
A. W. Baker Advertising 

a 1,000,000 
Mullen & Associates .............. 1,000,000 
Herbert Baker Advertising ... 1,000,000 


Billings of 193 Agencies in Under $1,000,000 Group 


(Listings of account changes, media breakdowns, number of employes and other details for agencies in this group begin on Page 124.) 


Agency 1957 1956 
Harry P. Bridge Co. .................... $970,000 $ 840,000 
II sscrcsatensectbliscniendsdiascen 960,416 817,083 
TE 955,355 809,958 
Harold Walker Clark Inc. ........ 950,000 os 
Carl Nelson & Associates .......... 950,000 — 
Harris & Montague .................... 930,789 626.675 
Irving J. Rosenbloom 

ae 905,000 810,000 
Fischbein Advertising Agency 900,000 700,000 
Davis Parsons & Strohmeier ... 889,158 753,101 
Jennings & Thompson 

A 885,000 801,000 
Marshall Robertson Advertising 880,882 818,872 
Ritter-Lieberman .......................... 867,000 720,000 
Feeley Advertising Agency ...... 850,000 750,000 
GB, Fi, BOG 6 Cen ...cccccocsccsccsecseeee 844.080 1,429,331 
Alvin Epstein Inc. ...............0000.0... 823,608 767,087 
Cabell Eanes Inc. ................0.000... 815,138 762,000 
EEE ee 810,000 
Burdick, Becker & Fitzsimmons 803,677 18,027 
Newman, Stern & Mandell ........ 773,000 622,000 
S. Gunnar Myrbeck & Co. .......... 770,000 
Ray Ellis Advertising .................. 776,054 538,629 
Alfved Black Co. .........:.0.........0... 760,000 754,000 
Lescarboura Advertising .......... 760,000 484,632 
Bradley, Venning & Hilton Ltd. 750,000 
Weintraub & Associates ............ 750,000 605,000 
Neale Advertising Associates . 742,454 664,172 
Lubell Advertising Associates 725,000 347,893 
Thomas C. Wilson Advertising 723,376 634,649 
Louis Benito Advertising ............ 712,855 653,994 
Enyant & Rose Advertising 

TT tnctieiiteninitinnsnbestenszeien’ 700,000 400,000 
Ken Seitz & Associates .............. 697,344 1,201,057 
Spooner & Kriegel ...................... 680,000 630,000 
Robert Acomb Ince. ...................... 656,300 960,197 
Livingston & Associates ............ 652,000 513,500 
William G. Tannhaeuser Co. . 650,000 800.000 
Ted Lamb & Associates ............ 650,000 — 
Kniep Associates ........................ 648,209 
Max W. Becker Advertising ... 631,000 498,000 
Wyman Advertising .................. 625,576 466,711 
Frances, Morris & Evans ............ 625.200 
ID TRIES etisesdnctintisnssccncvece 625,000 711,220 
Clif Furgurson Advertising ........ 621,507 599.448 
Morrison-Greene-Seymottr .......... 621,000 792,000 
R. H. Buss & Associates ............ 610,000 567,000 
Hoffman-Manning Inc. .............. 607,000 720,000 
Kenneth B. Butler & Associates 606,000 530,000 
Pfaus-Finkle Inc. .......................... 604,543 558,984 
G. R. Sauviat & Associates ...... 600,000 375,000 
Michael Newmark Agency ........ 600,000 468,000 
E. T. Holmgren Inc. .................... 598,301 512,644 
Mark Schreiber Advertising ... 559,000 650,000 
Morgan Advertising Co. ............ 558,630 
Charles Bowes Advertising ...... 553,867 504,078 
J. B. Sebrell Advertising ....... .. $50,000 500,000 
John Marshall Ziv Co. ................. 547,279 —_ 
Charles Palm & Co. .................++ 543,845 423.515 
Truppe, LaGrave & Reynolds .. 540,000 
Grimm & Craigle ......................- 536,382 585,806 
Hall & Thompson ......................-. 509,210 219,473 
Charles Meissner & Associates 505,001 445,665 
Baisch Advertising ...................- one = 
Manchester & Kreer .................. saunas 

’ 500,000 
433,708 


Agency 1957 
Lindeman Advertising Inc. ........ 487,920 
Litman-Stevens & Margolin Inc. 486,740 
kT . oeE 467,000 
Ed. M. Hunter & Co. .................... 450,000 
McNeill & McCleery .................. 446,000 
Town Crier Agency .................... 445.730 
i> Be BIE GP MUS cccscsencsenccercossceses 442,605 
Walter Kranz Inc. ...............0.00.... 441,750 
Waghorne & Associates ............ 436,725 
W. S. Kirkland Advertising ...... 435,000 
Fred H. Ebersold Ince. .................. 432,932 
Smith & Neiswander .................. 425,000 
Solis S. Cantor Advertising ...... 425,000 
Leo P. Bott Jr. Advertising ........ 425,000 
Garfield Advertising .................. 423,774 
W. Craig Chambers Inc. ............ 412,986 
Powell Advertising .................... 410,471 
Be I SI eiiienttitinutnitesinenoniiens 410,011 
Wendt Advertising Agency ...... 405,297 
Milici Advertising Agency ........ 400,239 
Firestone-Goodman 

Advertising Agency ................. 400,000 
Sid Stone Advertising ................ 400,000 
Ralph W. Hobbs Associates ... 400,000 
Fred P. Becker Advertising ........ 385,431 
Crisp & Harrison Agency .......... 379,566 
PIN TIN cs ciciticinsesoscaseicsesctsors 377,974 
Herbert Willis & Associates ...... 376,193 
Read Bros. Advertising ............ 374.776 
Grant & Wadsworth .................. 371,232 
Robert Seat Advertising Agency 366,800 
William L. Baxter Advertising 350,000 
Schnell & Associates .................. 350,000 
Bs Bi, BGI GID. on. cccccesccccseccssece 344,695 
Copley Advertising Agency ... 341,675 
Black & Munsen .......................... 340,500 
Wyckoff & Associates ................ 335,780 
Goodis, Goldberg, Dair Ltd. ...... 335,000 
RA TID, <a siinsatsincscnninennrdictonen 332,000 
Michael W. Schoen Co. ............ 325,000 
John L. Douglas & Associates . 325,000 
Marshall & Coch .....0...........600005 325,000 
EE a 324,353 
Boccard, Dunshee & Jacobson 316,750 
Tom Talley Advertising ............ 310,000 
McCaffrey Advertising .............. 306,048 
Fyten-Hoffman Ince. .................... 300,000 
Allan David Advertising ............ 300,000 
Altman-Hall Associates ............ 294,340 
Sturges & Associates ................ 293,645 
Frank C. Jacobi Advertising ...... 290,531 
Keystone Advertising Inc. ........ 290,478 
Faber Advertising ...................... 290,000 
is Maat. CRU MINDY Si dnllsnicissnihansovnneiced 285,720 
I iat esnsincnsathaiiuhh 285,284 
Stevenson & Associates ............ 280,000 
Paul J. Steffen Co. ...............0...... 279,683 
Crescent Studio ..................00.s0000 279,235 
Tri-State Advertising Co. .......... 276,963 
Rozene Advertising Agency ... 270,000 
Weston Associates .................... 267,000 


Margaret Macy Advertising Co. 262,821 


Ad Fried Advertising Agency . 260,000 
J. W. Christopher Inc. ................ 257,304 
Edelstein-Nelson Agency ......... ~ 250,000 
Albert A. Kohler Co. .................. 249,334 


1956 | Agency 1957 
443,628 | The Andrews Co. ...........c.cssce 245,000 
654.904 Melvin E. Bach & Co. .................. 234,750 

A. D. Phillips Advertising .......... 227,000 
500,000 Charles F. Fry 
638,000 | Advertising Assoc. .................. 223,598 
348,536 Ed St. Aubin Associates ............ 218,577 
455.397. Marvin Hahn Inc. ........................ 214,437 
341.750 Paul A. Fergus Co. ...................... 209,292 

Raymond I. Lang Advertising .. 208,862 
292.000 | Russell Kolbourne Inc. .............. 204,670 
303.619 | E. M. Halvorson Co. .................... 200,000 

Jack Mathis Advertising .......... 200,000 
500,000 | Food Research Advertising ...... 195,000 
416.448 | Douglas Advertising Agency .._ 187.736 
297.400 | Maurice Paulsen Advertising . 187,454 
359.988 | Earl & Benjamin Advertising 
396.954 a 182,312 

——— | William A. Hatch Inc. ................ 170,000 

344.460 John S. Monsos Advertising .. 166,595 
Don Burgess Agency .................. 160,000 
W. H. Badke Advertising ............ 158,814 
350,000 | Anderson Advertising ................. 154,695 
Allan J. Copeland Advertising 150,000 
360,000 | Campbell-Sanford ...................... 150,000 
367.310 | Lund & Willett Advertising ........ 148,500 
337,447 | J. Stewart Bell Advertising Co. 137,291 

—__._ | John L. Halpin Advertising ...... 136,796 
—__— | Levinger Advertising Agency .. 135,225 
308,100 | Clint Leap Inc. 2.0.0.0... 135,090 
531.232 | Harper Co. Advertising Agency 132,371 
200,000 | Maynard L. Durham 
300,000 9p a eee 128,149 
325,000 | Lake Advertising ........................ 127,000 
342.719 | Don Jenner Advertising Agency 123,000 
290,000 | Bob Hairston & Associates ........ 116,000 

Byrum Advertising Agency .... 113,242 
337,460 | Brandt Advertising Co. .............. 100,000 
225.000 | Roark & Colby Advertising Co. 100,000 
247,000 | Geren Advertising ...................... 100,000 
310,000 | Adrian E. Clark Jr. Inc. .............. 100,000 
151,000 | George Eschbaugh Advertising 96,700 
Creative Marketing Associates 96,000 
942,105 | Wark Associates ...............600000.. 95,261 
Saks & Grinnell ..0.0.0.0..0......:c00000 91,910 
340,000 | MacLaughlin Advertising 
253.400 I hihi liatincnitseendpitiilcinteseres 87,850 
Bill West Advertising ................ 87,000 

—__ | A. Hemsing Advertising ............ 81,651 
239,163 | Agricultural Information 
250.369 ED Bite iaadindadecmnsenmeat 81,611 
356.413 | Keller Advertising Co. ................ 80,000 
280,026 | Public Relations Associates ... 80,000 
418.229 | Natall & Maloney Lid. .............. 75,267 
264,001 | Rex Farrall Ine. 2.00.00... 72.663 
GOO DOF The Bae FRIIUU cccscccscccesccsscceverscescoees 64,800 
225.000 | Simmons Advertising Agency 62,881 
253,420 | George E. Wern Ad Agency ...... 58,000 
300,502 Root Advertising Agency ........ 43,290 

. Stewart Associates 
240,443 Advertising Agency .............. 38,000 
310,000 | Studio Advertising Workshop 37,250 
Ad-Art Associates ...................... 37,058 
209.680 Mohawk Advertising DS - iskaeens 37,000 
250,000 Hastings Advertising .................. 26.670 
‘ G. Wilfred Wright ...................... 23,000 

———— | Goodham Technical 
250,000 _ Ee 12,000 
133,281 | Nicholas Masso .............ccccc0c00 10,300 
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The right idea can change the everyday 
living habits of millions of families. 
And that’s the kind of ideas Better 
Homes & Gardens specializes in. 
Every page of this famous idea 
magazine shows men and women 
whose first interest is home and family 
how to make their dreams come true. 
The dream could easily be a new kitchen 
—a wonderful new kitchen where Dad 
and Junior can shine as part-time chefs 
and Mother and Sis can whip up a 
plain everyday sandwich or a holiday 
feast with equal pleasure. 

Better Homes & Gardens keeps nudging 


the family toward their goal with ideas that 
set them to talking and doing and then 
buying all the things they need to put 

their plans into practice. A new 
kitchen leads to all sorts of new 

j habits—to new interest in kitchen 
a equipment, and cooking and foods. 
, 2 What a sales climate BH&G 
provides for any product that 
contributes to better family 
living! It’s unique among all the 
major media. Meredith of 
“Des Moines . . . America’s biggest 
publisher of ideas for today’s living 
and tomorrow’s plans 


ot America reads BHaG the tamily idea magazine 


4,500,000 COPIES MONTHLY 
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(Continued from Page 58) 
sion 15%, network radio 1%, spot 
radio 2%, transit and outdoor 1%, | 
point of sale 1%, and “other” 2%. | 
It employs about 1,000 people. 


D. P. Brother & Co., headquar- 
ters Detroit, billed $40,000,000 in 
1957, up from an estimated $38,- 
000,000 in 1956. There were no 
changes in the agency’s account| 
list. Television billing moved up 
during the year. Oldsmobile—the 
agency’s largest client—enjoyed a 
strong sales year in an indifferent 
general auto market. Carl Georgi 
Jr., vp and media director, left the 
agency to take a similar post at 
Campbell-Ewald Co., and was suc- 
ceeded at D. P. Brother by C. Watts 
Wacker, formerly assistant media 
director. The agency has 200 em- 
ployes in three offices, and thus 
rates high in the highest-billing- 
per-employe ranking. It estimates 
1958 will show a i5% gain in vol- 
ume. 


Leo Burnett Co., headquarters 
Chicago, billed $80,200,000 in 1957, 
Slightly more than $1,000,000 up 
from the $79,021,000 of 1956. In 
1957, $2,056,000 represented capi- 
talized fees, or 2.5%; in the pre- 


ceding year fees were 2%. For 
Burnett, it was the smallest dollar | 
increase in billing since AA began | 
publishing billing reports in 1945, | 
and the smallest percentage in-| 
crease; this is partially because 
Burnett’s billings rise has been so 
startling: the agency billed $10,- 
000,000 in 1946, $22,000,000 in 1950, 
$55,000,000 in 1954. 

It added Allstate Insurance Co., 
Bissell Carpet Sweeper Co., and the 
Cracker Jack Co. It lost Pabst 
Brewing and its subsidiary, East- 
side Brewing. Its billings break- 
down: Newspapers 9.9%, supple- 


ments 54%, magazines 17.8%, 
farm publications 1.9%, outdoor 
2.7%, network television 37.3%, 


spot television 13.1%, network ra- 
dio 1.8%, spot radio 4.5%, and art 
& mechanical 5.6%. It has 711 em- 
ployes, and shows a trend to more 
delegated authority, with increased 
responsibility being given to many, 
on the theory that “development 
from within of key executive talent 
is the best insurance an advertis- 
ing agency can have.” 


Campbell-Ewald Co., headquar- 
ters’ Detroit, billed an estimated 
$75,000,000 in 1957, up from an es- 
timated $70,000,000 in 1956. It had 
relatively little account activity, 
adding Kroger Co.’s northern tier 
activities, and Pacific Area Travel 
Assn., and enjoying full-year bill- 
ing on Firestone (snow tires and 
other special tires). It lost Allen B. 
DuMont Laboratories and General 
Shoe’s General Retail Corp. It be- 
gan a noteworthy television series 
for the Delco-Remy division, star- 
ring Lowell Thomas in “High Ad- 
venture.” Campbell-Ewald has 746 
employes, up substantially from 
the 672 of 1956. 


Campbell-Mithun, headquarters 
Minneapolis, billed $36,000,000 in 
1957, of which $3,000,000 repre- 
sented capitalized fees. In 1956, 
comparable figures were $32,000,- 
000 and $3,000,000. It added Food 
Sales (Combo), 13 divisions of the 
Kroger Co., Fred Amend Co. 
(Chuckles), Hamilton Beach, John 
Morrell’s Philadelphia and West 
Coast divisions, and Automatic 
Canteen Co. It lost Zinsmaster Bak- 
ing and Munsingwear Inc. Media 
breakdown: Newspapers 19%, 
magazines-business papers-sup- 


plements-farm publications 16%, | 


radio 5%, television 39%, outdoor 
7%, point of sale and production 
13%, and “other” 1%. Its tv spets 
for Hamm’s beer were widely ad- 
mired. The agency has 447 em- 
ployes in four offices, and it ex- 
pects 1958 volume to be up 6%. 


Cockfield, Brown & Co., head- 


quarters Montreal, billed $27,351,- 


000 in 1957, down somewhat from 
the $28,906,000 billed in 1956. The 
proportion of fees in the billing 
was approximately the same— 
4.5% in 1957, 4.7% in 1956. 

Long Canada’s largest agency, 
Cockfield, Brown was a major los- 
er (along with MacLaren) in the 


nadian General Transit Co., Cana- 
dian Development Ltd., Industrial 
Foundation on Education, Ford’s 
Edsel, Lever Bros. (new product), 
Montreal Stock Exchange, Poole 
Mfg. Co., Deeks-McBride, Mc- 


tels Ltd. 


| 


Bros., Trust Company Assn. of 
Canada, C. P. Ouimet Shoe Co., 
Canadian Western Insurance Co., 
Vancouver Isiand Gas Co., Sam- 
sonite luggage and 
(Shwayder Bros.), circulation pro- 


Queen Sales Co., Community Ho-|motion for the Star Weekly, and 
(a division of Shea’s| Continental Can Co.’s paper divi- 


division of governmental billing| Brewery), the full account of Sher- | sion. 


among Conservative agencies.|win-Williams Co. of Canada, 


The agency resigned Glidden 


During the year, the agency added| Maple Leaf-Purity Mills, Trans- | Co., lost Silex Co. Ltd., Canadian 


North American Life & Casualty | 
Co., Westbury-Knott Hotels Corp., 
Jas. Richardson & Sons Ltd., Ca- 


Canada Investment, 
lumbia Centennial Committee, 
Vancouver Stock Exchange, Lowe 


| 


British Co-| Car & Foundry, Vancouver Brew- 


eries, Saguenay Terminals, Assn. 
of Canadian Distillers, Henitzman 


furniture | 


—_-™-™ RT I IR Tm 


Advertising Age, February 24, 1958 


& Co., Southern Canada Power 
(publication advertising), Ford of 
Canada’s Ford cars, trucks and 
British Fords, Canadian Govern- 
ment Travel Bureau, and Pacific 
National Exhibition. 

The media breakdown: newspa- 
pers 38%, supplements 6%, mag- 
azines 14%, business papers 6%, 
farm publications 4%, outdoor and 
point of sale 9%, network and spot 
tv 14%, net and spot radio 8%, 
transit advertising 1%, “other” 
1%. It has 479 employes. 
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Compton Advertising billed $70,- 


jed to the roster than Jacob Rup- 


| ments-farm publications-business | 


67 


100,000 in 1957, of which $170,000) pert, for the Ruppert brewery ac- | papers 22%, radio 3.5%, television 


gag comme capitalized fees. In| count had been practically filched | 57%, outdoor 1%, print production, | 
1956, 


prises. It lost Towle Silverware and| Assn. C&W has 550 employes in 
American Export Lines. The urge|five offices, and estimates 1958 
to merge has been nowhere strong- | billing will be up 10%. 


$59,100,000 total, and $300,000 fees. 
The agency had a notable new 
business year: Sterling Brewers, 
G.H.P. Cigar Co., G. Heileman 
Brewing Co., International Miner- 
als & Chemical Corp.’s corporate 
advertising, and the assignment of 
King’s Ransom and House of Lords 
scotch by Glenmore Distillers. No 


comparable figures were|from the Compton stable a year | etc., 3.5%. It has 703 people in four 


earlier; that is, Compton had been 


| offices. 


promised the account, only to have | 


it shifted at the last minute to 
Warwick & Legler. Compton lost 
two accounts during the year: Per- 
sonal Products (Yes tissues) and 
M. K. Goetz Brewing, resigned to 
make room for Heileman. Comp- 
ton’s media breakdown: newspa- 


Cunningham & Walsh billed 
$50,400,000 in 1957, up from $40,- 
100,000 in 1956. It added Andrew 
Jergens Co., Eskimo Pie, Mosler 
Safe Co., Beatrice Foods, Baldwin 
Piano, Film Plastics, Colgate’s 
Brisk, Grand Rapids Furniture Ma- 


er than at C&W, which in 1956 ab- | 


sorbed Ivan Hill in Chicago, Bri- 
sacher, Wheeler & Staff, and the 
Mayers Co., in San Francisco and 
Los Angeles respectively, and 
Conklin Mann in New York. In 
1957 it took over the remainder of 
Beaumont & Hohman in Chicago, 
with accounts approximating $1,- 
000,000 in billing, topped by Dale 


sweeter account probably was add- | pers 13%, magazines-supple- kers Guild, and Roy Rogers Enter- ‘Carnegie Courses and Gray Line 
See 3 2 ee = 
aon S =e KEE _ 
i os aa 
“la = , 1 — Bg coer 
a ft — A #4 wouls _ le 
—_ ae x af.! P - 7 _ ‘ 
wy, o* 
Bo ous” ‘  — —— ee eee ee ee ee CO 
eer 10 comer st uP : re 4 7.0 
‘ on 
ssa: yost i — 
TONS thin es OH eee 25,869 Business Firms or 
wt ow tt, aiid Fr a all oo - —<_ 
Dean SIRE == | Purchased 557,203 niet 
ro. om all cee. 
Editorial Reprints | 
‘ —s 
. » . from Nation’s Business in 1957. No other so 
business magazine gets so many telegrams, let- ——— 


ters, purchase orders for reprints issue after 
issue. Why? Because no other editors report so 
thoroughly, factually and promptly on the three 
greatest interests of today’s business leaders: 
government problems, national issues, business 
leadership. 

Look at the names of the important firms on 
the purchase orders reproduced here—just a 
handful selected at random from thousands. 
These companies know the big difference be- 
tween ordinary news coverage and the useful 
type of Nation’s Business articles. They pur- 
chase these reprints and put them to good use 
in the efficient management and profitable op- 
eration of their own businesses! 

Advertisers find that this No. 1 all business 
magazine not only holds attention—it also gets 
action. That’s why Nation’s Business advertis- 
ing linage was up 17% in 1957—and up a 
whopping 40% the past two years. That’s un- 
deniable proof that action in business . . . 


'... RESULTS WHEN YOU 
ADVERTISE IN NATION'S BUSINESS 


And the reason is this: of the 780,000 sub- 
scribers, 550,000 are presidents, owners, 
partners in manufacturing, construction, 
banking, wholesaling, retailing, transpor- 
tation. You reach more of these ownership- 
motivated readers through Nation’s Busi- 
ness than through the next two business 
magazines combined, and at a lower cost 
per 1000. 


780,000 
PAID CIRCULATION, 


executives who have per- 
sone! subscriptions and 
80,000 business-members 
of the National Chamber 
of Commerce. 


— 


Dancer-Fitzgerald-Sample billed 
$73,000,000 in 1957, up from $61,- 
000,000 in 1956. The increased bill- 
ing reflects new business activity 
and full-year billings on accounts 
like Liggett & Myers’ L&M ciga- 
rets and McKesson & Robbins, 
picked up in 1956. Among the ac- 
counts added in 1957 were Thiokol 
Encyclopaedia 
Britannica, Tri-Valley Assn. The 
|Army account was renewed. 
| D-F-S lost B. T. Babbitt Inc., Lew- 
is Howe Co., Best Foods (Nucoa), 
and Gibson Refrigerator. Media 
breakdown is estimated at 67% in 
\tv and radio and 33% in print. It 
‘is estimated the agency employs 
(600 persons. 


D’Arcy Advertising Co., head- 
quarters St. Louis, billed about 
$52,100,000 in 1957, up from $51,- 
000,000 reported in 1956. It had a 
strong new business year, adding 
Bigelow-Sanford Carpet Co., Fas- 
‘co Industries, General Dynamics 
Corp., R. G. LeTourneau (six sales 
divisions), Lowrey Organ Co., Oak 
Farm Dairies, St. Louis Globe- 


88,705 


POPULATION 
IN OUR ABC 
CITY ZONE! 


COMBINED ABC CITY and 
TRADING ZONES NOW 


304,847 
_ THESE NEW 


| TOTALS ARE 

1956 ESTIMATES 
_ JUST RELEASED BY 
THE NEW JERSEY 
DEPARTMENT OF 
CONSERVATION 
AND ECONOMIC 


DEVELOPMENT. 


THE PRESS Is 
The ONLY 
Local Newspaper 
Covering This 
Complete Area! 


ASBURY 
PARK 
PRESS 


ASBURY PARK, 
NEW JERSEY 


CIRCULATION 33,075 ABC 
Radio Station WJLK 


Chemical Corp., 
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The teletype machine in The Times Build- 
ing in downtown Los Angeles hesitated briefly 
and then typed out the words: 


MEDIA RECORDS JUST RECEIVED LINAGE REPORT FOR 
YEAR 1957 FIRST FIFTY NEWSPAPERS 


The young man watching the machine lifted his 
head. 


‘‘Here it comes,’’ he said. Several others 
crowded around the machine. The message 
continued: 


LOS ANGELES TIMES FIRST IN ADVERTISING 
WITH 67,042,093 LINES PUBLISHED DURING THE YEAR... 


MIAMI HERALD SECOND NEWSPAPER WITH 55,462,730 TOTAL... 
MILWAUKEE JOURNAL THIRD NEWSPAPER WITH 55,415,155 TOTAL... 
NEW YORK TIMES FOURTH NEWSPAPER WITH 52,334,513 TOTAL... 


CHICAGO TRIBUNE FIFTH... . 


The young man picked up a pencil and quickly 


wrote some figures. 
“The Times’ advertising lead over the second 


newspaper totals more than eleven and a half 
million lines,” he remarked. 


“Yes,” the man next to him said. “And 1957 
marks the third year in a row that we've pub- 
lished more advertising than any other news- 
paper. It’s getting to be an old story!” 


An older man looked up from the machine. 


“It may be getting to be an old story,” he said, 
“but I never get tired of hearing it!” 


THE LOS ANGELES TIMES 


Again in 1957 — first newspaper in the nation in 


news and features — first in the nation in advertising volume. 


REPRESENTED BY CRESMER & WOODWARD, INC., NEW YORK, CHICAGO, ATLANTA, DETROIT, SAN FRANCISCO 
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Democrat, Doyle Inc.’s Strongheart 
dog food, WOR and WOR-TV; 
Glenmore Distillers added Ken- 
tucky Tavern 86 and vodka; the 
agency added Reddi-Wip in Canada 
+ and Ralston-Purina in Latin Amer- 
4 ica. It lost Glenmore’s King’s Ran- 
som and House of Lords scotches, 
: James Lees & Sons Carpet Co.; it 
4 resigned Anderson Clayton’s Flair 
margarine and Broughton Farm 
Dairy. It picked up Halo from Col- 


}sion, Outboard Marine’s Pioneer 


gate-Palmolive Co. for 1958 bill- 
ing. After the death of P. J. Orth- | 
wein, Harry W. Chesley Jr., who! 
joined the company in 1956 as exec 
vp from Philip Morris, became | 
president. On the media side, news- 


after a postponement ultimately |mated in 1956. This is primarily a|Tidewater Oil Co., Hertz Rent-a- 


came to EWRR); R&R had added 
American Cyanamid surgical divi- 


division, Mackle Co., E. D. Bullard 
Co., and Yes tissues. EWRR gained 
Outboard Marine’s international 
advertising, Aalborg Akavit and 
Tuborg beer, and Levingston Sup- 
ply Co. R&R had dropped Baash- 
Ross Tool Co., Pacific Coast Paper 
Mills, Chance-Vought Aircraft, 
Climalene Co. Erwin, Wasey had 
dropped Carling’s Stag beer. In the | 
course of the merger the agency | 
lost Hamilton Beach, McKesson & 


reflection of the $15,000,000 in 
Colgate-Palmolive billing which 
the Esty agency resigned late in 
1956. The agency had increased 
billing from present accounts, and 
late in 1957 acquired the consumer 
advertising of Sun Oil Co. Its bill- 
ings breakdown is approximately 
60% in broadcast media, 40% in 
print. It has 325 employes, the 
same number it had last year. 


Foote, Cone & Belding, head- 
quarters Chicago, billed an esti- 
mated $96,000,000 in 1957, and is 


Robbins’ liquor, Cribben & Sexton 
Co., Markus-Campbell, and Bald- 


currently moving at a more than 
$100,000,000 rate. Of the $96,000,- 


|Plane; CVA Corp. added Cresta 
|Blanca wines, S. C. Johnson added 


an insect repellent, Off!; in Can- 
ada, FC&B picked up Kraft Foods 
for confections, and Lever Bros.’ 


|Pepsodent, and Armour & Co. and 


‘Hawaiian Pineapple Co. in the 
\Dominion. And billing on Ford’s 
Edsel began in July. FC&B lost 
Gulf Brewing, Magnavox, Libby 
|Pineapple (because of Dole), 
Montgomery Ward & Co., Beatrice 
Foods, and Breast o’ Chicken tuna. 


8 Its media breakdown: Newspa- 


pers and supplements 25%, maga-| 


|zines-business papers-farm publi- 


papers, magazines, outdoor and ra-|win Piano Co. After merger the|000, international billings were|cations 20%, radio 9%, television 


dio showed dollar and percentage 
increases, with tv volume off 3%. 
Media breakdown: network tv 23%, 
network radio 11%, newspapers 
15%, magazines 23%, outdoor 16% 
and other 12%. D’Arcy has 550 peo- 
ple in ten offices, and it expects 
that 1958 volume will be up about 
10%. 


Donahue & Coe billed $30,900,- 
000 in 1957, up from $27,100,000 in 
1956. About 3% of the 1957 billing 
was in fees. 

It added B. T. Babbitt Inc. (and 
lost it in 1958), Columbian Carbon 
Co., Pearson Pharmacal Co.’s Eye- 
Gene, Chemway Corp.’s Carac. It 
lost Galey & Lord and resigned or 
lost 11 other Burlington Industries 
divisions, leaving D&C only with 
Cameo Hosiery from Burlington; 
De Laval Separator Co.; L. O. F. 
Glass Fiber Co.; Miles Shoes. 

Media breakdown: newspapers 
26%; supplements 9%; magazines 
28%; business papers 4%; farm 
publications 2%; outdoor 2.5%; 
television 20%; radio 7%; transit 
advertising 1.5%. 

It added 14 key people: 

Don West, formerly exec vp of 
Robert W. Orr & Associates, as vp; 
Lewis F. Owen, formerly associate 
-reative director of McCann-Erick- 
son, as vp and associate creative 
director; John Brady, former direc- 
tor of advertising services for Gen- 
eral Foods; Larry Benedict, former 
vp and account exec at Dancer- 
Fitzgerald-Sample, as account ex- 
ecutives; Dan Gordon, former 
media director of Ruthrauff & 
Ryan, as director of media; Joseph 
Ecclesine, former ad promotion 
manager of Look. 

Ralph E. Skedgell, former group 
copy director of Fuller & Smith & 
Ross, as an account executive; Dan 
Blumenthal, former copy group 
head at Grey, as copy supervisor; 
George Allen, former creative 
director of Roy S. Durstine Inc., to 
the copy department; Bob Kroll, 
former tv copy director of Warwick 
& Legler, as tv copy supervisor; 
John Held, formerly assistant radio 
and tv director at Calkins & 
Holden, as tv director; Conrad W. 
Ulmer, former assistant to the 
president of Goold & Tierney, of- 
fice manager and personnel direct- 
or; and Robert J. Norman, former 
production manager of Robert W. 
Orr & Associates, to production 
department. 

The agency opened in Chicago 
last year, and now has 329 employ- 
es. Trends: a strengthening of mar- 
keting, research, media and crea- 
tive divisions. 


Erwin Wasey, Ruthrauff & 
Ryan billed an estimated $73,000,- 
000 in 1957, of which about $19,- 
000,000 was billed internationally 
in the elaborate foreign setup Er- 
win, Wasey & Co. brought to the 
merger. In 1956 Ruthrauff & 
Ryan billed an estimated $39,000,- 
000, which was probably too high 
an estimate and was running 
about $33,000,000 when the agen- 
cies were merged in October. Er- 
win, Wasey was estimated at 
$41,000,000 in 1956, of which 
$19,000,000 was international. 

Before merger, Erwin, Wasey 
added Safeway S Brands and 
KLM Royal Dutch Airlines (which 


more than 300 in London, an office 
which supervises an estimated $14,- 
000,000 in billing. 


000 in 1957, down some $8,000,000 


from the $6,000,000 billing esti-| 


| international and 2% was in fees. 


Bon Ami Co. and Sun Oil Co. ac- | $8,000,000 or $9,000,000. In 1956,|33%, outdoor and transit 7%, “oth- 
counts were lost. Erwin Wasey has|FC&B billed an estimated $81,-| er” 6%. During the year the execu- 
around 1,450 employes, including |000,000, of which $6,500,000 was/|tive hierarchy of the agency was/| Tackle & Equipment, North Ameri- 


altered. Don Belding retired in 
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Belding as head of FC&B’s West 
Coast operation. Harold H. Webber 
resigned in January, and his post 
as general manager in Chicago was 
ultimately filled by Richard W. 
Tully, after A. E. Rood and W. R. 
Forrest had split it between them 
as added duty for eight months. 
The agency now has 870 employes 
in all offices, including six offices 
in the U.S. It expects a slightly 
| better year in 1958. 


Fuller & Smith & Ross billea 
$44,700,000 in 1957, up from $39,- 
| 000,000 in 1956. Of the 1957 total, 
4% was in fees. 

It had a notable new business 
year, adding Aeolian American 
Corp., Rolls Razor, Eljer Co. divi- 
'sion of Murray Corp., American 


|can Asbestos Corp., Sterling Silver- 


The agency had a big new busi-| January, and Rolland W. Taylor smiths Guild of America, Capehart 
ness year—it added the remainder | was elected president in July, with|Corp., Matson Navigation Co. (in 
|of Hawaiian Pineapple Co., Nor-| Fairfax M. Cone moving to chair-|the U. S.), F. R. Tripler & Co., 


lox) a medicated shampoo, S. A. 
Schonbrunn’s 


Savarin coffee, 


William Esty Co., New York, is | wich Pharmacal Co. (NEBS, a new|man of the executive committee,|Oceanic Steamship, four Hawaiian 

estimated to have billed $52,000,-| pain killer), Shulton Inc. (Thy-|which is now composed of Messrs.| hotels (Surfinder, 
|Taylor, Cone, Robert Carney, and | Hawaiian, 

| Roy Campbell, who succeeded Mr. 


Moana, Royal 
Princess Kaiulani), 


American International Under- 


Last year pu 


RCHASING Magazine . 
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writers Corp., Fuller Brush Co.,|on Goodyear at Kudner Agency. 
Pan-American Coffee Bureau,| The agency opened a complete 
Munson G. Shaw Co. service office in Pittsburgh last 

|year, and now has 503 employes. 
= Some of the accounts came as|Important trends in F&S&R in 
F&S&R gathered in the remain- | 1957 have been the increase in tel- 
der of the old Robert W. Orr agen-|evision service requirements and 
cy, after Jergens had transferred|the expanded use of radio as an 
its account and Mr. Orr died. important sales medium. 

F&S&R lost Ferguson division 
of Massey-Harris-Ferguson, Futor-| Grant Advertising, headquarters 
ian-Stratford Furniture Co., Linen | Chicago, billed $90,500,000 in 1957, 
Thread Co., and Waldorf Instru-| of which $37,500,000 was billed do- 
ment Co., a division of Huyck Co. 
international billing. 
® Media breakdown: newspapers | Of the $37,500,000 domestic bill- 
7.24%, magazines-business pa- ing, $3,832,909 represented capital- 
pers-farm publications 69.09%,|ized fees which came to 4.5% of 
transit and outdoor 0.77%, televi- | the agency’s total billing. Last year 
sion 19.34%, radio 3.56%. It added |comparable figures were $78,500,- 
the following key people: John C. | 900 total; $46,000,000 was interna- 
Williams, senior vp in charge of | tional, and 3% of the $32,500,000 
development, who was chairman of |domestic billing represented fees. 
the board of Bamberger’s in New- 
ark; Charles M. Skade, senior vp|s In the U.S. the agency added 
for administration, formerly con-| American Photocopy Equipment’s 
troller of the American Manage-| plastic, export and foreign divi- 
ment Assn., and Kirk C. Tuttle, vp| sions, KVP Co., American Insur- 
and manager of the Cleveland of-|ance Co. of Newark, Hawthorne 
fice, formerly account supervisor! Mellody-Meyers Dairy and Mil- 


mestically and $53,000,000 was in| 


| 
| Top Six Agencies in International Billings 


1957 1956 
| 1. J. Walter Thompson Co. ...........0000 $75° $68} 
| 2. McCamn-Ericks0n ...........0.-csesseesseeseeenes 54.5 45 
| 3. Grant Advertising .....................0:08 53 46 
| 4. Young & Rubicam ...............ccceserssseees 30° 19° 
5. Erwin Wasey, Ruthrauff & Ryan ... 19° 19° 
6. Foote, Cone & Belding ........................ 8.5* 6.5° 


Estimated by AA. }Revised figure. 


lers Dairy divisions, American | 2%, network television 34%, spot 
Marietta’s O’Cedar export division, | tv 5%, network radio 1%, spot ra- 
Cushman Motor Works’ motor |dio 5%, transit advertising 0.5%, 
scooters, Marquardt Aircraft Co., | “other” 4%. 
Snively Groves, Mutual Benefit 
Life Insurance Co., Park & Til-|# It added the following key peo- 
ford toiletries, Campana Pursettes | ple: eopywriters Joyce Andrews 
and Gibson Wine Co.; it lost Weco|and Edgar Forrest, vp and copy 
Products Corp. In the foreign divi-|supervisor Sheldon Sosna, pr ac- 
sion it added more than 100 ac-|count exec Richard S. Hochman, 
counts. ‘and chief art director Calvin Mer- 
Its media breakdown: newspa- | rick, Chicago; pr account exec John 
|pers 31%, supplements 1%, mag-|P. Bennett, art director Raymond 
,azines 15%, business papers 1%,| Colby, tv copywriter George Hill, 
|\farm publications 0.5%, outdoor | copywriter Ezra C. Cowan, account 
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exec Dwight Jarrell, and media di- 
rector Albin F. Yagley in Detroit; 
pr account execs Nancy Beyer and 
Colin S. Hershey, account execu- 
tives Albert Plaut, J. Murray Pow- 
ers, R. Leigh Smith Jr. and Wil- 
liam S. Stockdale, New York; Vin- 
cent B. Byrne, research director, 
Miami; Rudy H. Behlmer, tv-radio 
director, Donald H. Cole Jr., pr cre- 
ative director, Hollywood; and Ber- 
nard A. Shaughnessy, merchandis- 
ing director, Dallas. 

Grant opened offices in Nassau, 
Bahamas, and two in Rhodesia— 
Bulawayo and Salisbury. It closed 
its Bogota office. It now has 1,500 
people working 38 offices. 


Grey Advertising Agency billed 
$43,600,000 in 1957, of which an 
“insignificant part” was in fees. In 
1956, the agency billed $35,000,000, 
and the portion of fees was de- 
scribed as “minor and decreasing.” 
Most of the growth came from ex- 
isting clients, and Grey foresees a 
billing of about $47,900,000 in 1958. 

Among the accounts added dur- 
ing 1957 were Procter & Gamble’s 
Pin-It, Greyhound and Greyhound 
Rent-a-Car, Knox division of Hat 
Corp., Block Drug’s Dentu-Creme. 
Grey resigned Emerson Radio & 
Phonograph, lost McGregor-Don- 
iger, Indian Head Mills, Pharmaco 
Inc., Olin-Mathieson’s Plantrons 
(garden products), and—in 1958— 
Kolynos toothpaste, as an after- 
math of Arthur Fatt’s candor. Me- 
dia breakdown: newspapers 17%, 
magazines 31%, radio-television 
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Peoria Journal Star 


36%, and mechanical production, 
sales promotion and miscellaneous 
16%. The agency has 525 employes 
in three offices, up from 502 a year 
ago. 


Pimiteoui says: 
on the market with a 


ze” 4 
(<G 
A 


Kenyon & Eckhardt billed $86,- 
000,000 in 1957, of which about $3,- 
000,000 was in international billing, 
up from $83,000,000, of which $2,- 
| 000,000 was international, in 1956. 

The agency had a strong new 
business year: it added ASR Pro- 
ducts Corp., Capital Airlines, Cry- 
ovac Co. (a division of W. R. Grace 
& Co.), McKesson & Robbins li- 
quors, and Harold F. Ritchie Inc. 
(Brylecreem and Eno). It lost An- 
sul Chemical Co. and Beech-Nut 
baby foods. 

Its media breakdown: newspa- 
pers and supplements 22.7%; mag- 
azines, business papers and farm 
publications 25.5%; outdoor 2.1%; 
television 30.9%; radio 8.9%, and 
, , “other” 9.9%. It closed its Phila- 
affiliated with WTVH delphia office during the year 
Ward-Griffith Co., National Reps. | (originally opened to service RCA) 
and opened an office in Washing- 
ton after acquisition of Capital 


Peoria, Illinois is the cen- 
ter of a 13-county market 


LLION BUYING of over half a million 
consumers with more than $1,128,500,000 

in spendable income. The newspaper in this 

market is the Peoria Journal Star with 

100,000-plus circulation. Journal-Star circu- 


lation-to-homes ratio is 94.2% in Metropolitan 
Peoria — Illinois’ biggest and richest, 
except for Chicago. 


Mark 
this 
market 


on your list! 


ALABAMA 


MONTGOMERY 
Channel 12 NBC /ABC 


CENTRAL AND SOUTHERN ALABAMA is the home of WSFA-TV’s 35 Alabama counties * 


1,000,000 people in 35 counties—one-third of — popylation.............-..00eeeee eee 1,093,100 
Alabama’s population, area, retail sales! Retail Sales.............-. sbedee $ 741,637,000 

You reach this big and growing market only Food Store Sales............. ...+$ 184,927,000 
through WSFA-TV’s maximum-power VHF Drug Store Sales............--- .-$ 21,859,000 


Effective Buying Income.......... $ 1,062,690,000 


signal. You cannot cover it with any other TV 
*WSFA-TV’s 35 Alabama counties, including 29-county 
market area defined by Television Magazine 1957 Data Book, 
plus 6 counties which have proved regular reception. Does 
not include 3 Georgia and 3 Florida bonus counties. 


station or combination of stations! 
Mark Central and Southern Alabama on your 
list...and buy it with WSFA-TV! 


The WKY Television System, Inc. WKY-TV and WKY Oklahoma City « WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 


Advertising Age, February 24, 1958 


Airlines. It now has 841 employes, 
down somewhat from the 903 re- 
ported a year ago. 


Kudner Agency billed $55,000,- 
000 in 1957, down from $66,240,- 
000 in 1956. The drop was mainly 
due to three factors: the loss of the 
Texas Co. account in the preceding 
year; the loss of Schick Inc., also 
in 1956; and the decline in General 
Motors institutional, with no Mo- 
torama advertising, and the shift- 
ing of “Wide, Wide World” to Mac- 
Manus, John & Adams. 

Kudner added General Tele- 
phone and the air cargo business 
of Pan American Airlines during 
the year. It lost the Buick divi- 
sion of General Motors, although 
billing on the account will proba- 
bly continue through May. Kudner 
executives believe that 1958 bill- 
ings will be around the $40,000,- 
000 mark. During the year it al- 
ternated Buick on the “Wells Far- 
go” and “Patrice Munsel” shows, 
and Frigidaire (also a Kudner cli- 
ent) appeared on the Munsel show, 
and it handled the applauded GM 
anniversary tv show. It had the 
Orange Bowl sponsorship in 1957, 
and the disastrous Patterson-Jack- 
son heavyweight bout. 


# In the wake of the Buick loss, 
president J. H. S. Ellis prepared to 
leave the agency with a new man- 
agement group assuming control: 
New president C. M. Rohra- 
baugh headed an executive com- 
mittee, composed of Paul E. New- 
man, exec vp; J. W. Millard, vp; 
Charles R. Hook, exec vp; Vincent 
F. Aiello, exec vp and copy chief; 
and W. J. Griffin Jr., exec vp and 
copy chief. Earlier in the year 
James J. Cochran, who had been 
Buick account exec, left the agency 
for J. Walter Thompson; Stephen 
H. Richards, formerly in Los An- 
geles, was moved into Detroit to 
run Kudner’s office there; E. J. 
Owens, for 41 years an account 
man on Goodyear, went to Comp- 
ton Advertising; and Kirk C. Tut- 
tle, a Goodyear account man, 
joined Fuller & Smith & Ross as 
vp and Cleveland manager. The 
agency has about 375 employes. 


Lennen & Newell billed $45,- 
000,000 in 1957, up from $38,000,- 
000 reported in 1956. It added P. 
Lorillard’s Kent and Newport 
brands, and became sole agency for 
the cigaret company. It added 
Chemical Corp. of America and 


/Gunther Brewing Co., as well as 


new products for Borden Food 
Products Co. and Emerson Drug 
(which is slated to leave L&N in 
1958). 

Media breakdown: newspapers 
and supplements 18.6%; magazines 
22.6%; outdoor 1.4%; radio 8%; 
and television 49.4%. Most of the 
additional business picked up in 
’57 came in the final quarter; L&N 
is said to be billing at the rate 
of $60,000,000 in 1958. It has 453 
employes in three offices. 


MacLaren Advertising Co., head- 
quarters Toronto, billed $25,752,- 
000 in 1957, of which $537,000 rep- 
resented capitalized fees, and $390,- 
000 was billed outside Canada. In 
1956, comparable figures were $25,- 
200,000 total, $350,000 in fees, and 
$370,000 in billing outside Canada. 

During the year the agency 
added Glidden Co. Ltd. and H. F. 
Ritchie’s Brylcreem. It was one of 
the agencies hit by the shift of gov- 
ernmental business to Conserva- 
tive agencies; it lost the Dominion 
government’s Department of Na- 
tional Defense and the Department 
of Trade & Commerce; it also lost 
Sherwin-Williams. The agency, 
which handles all General Motors 
automobiles in Canada, is usually 
said to be the top Canadian agency 
in network television. Its media 
breakdown: newspapers 33%, 
magazines 23%, radio 7.9%, tele- 
vision 19%, outdoor 3.7%, transit 
0.7%, printing and point of sale 
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1. CUSTOMER: The price is right—but how about quality? 
Will it stand up? 


SALESMAN: Well, here’s what McCall’s Use-Tested Tag 
says: ‘‘We tested it by passing a 280-pound roller 
back and forth over it 400,000 times. The results 


indicate it is practically indestructible in terms of 
home use.” 


a 


3. CUSTOMER: Does this mean McCall’s actually endorses 
it? 


SALESMAN: Yes. They say: ‘“‘We used it and we like it 
—and believe you will like it, too.’’ 


2. CUSTOMER: That sounds good—what else? 


SALESMAN: The Tag says: ‘‘We checked the inner pad- 
ding, insulation, construction and ticking, found 
them satisfactory. Square-cut corners won't catch 


dust. The bed makes up neatly and easily."’ 


Scenes like this happen over and over again 
across the country — and lead directly to the 
satisfying final curtain line: “All right, I'll 
take it.” 

Why? Because the authority of McCall's is be- 
hind each Use-Tested Tag — and the tag itself 
tells the customer exactly what she wants to 


know about a product, in friendly, non-techni- 
cal easy-to-understand language. 


If youd like to learn how to put the power of 
McCall's Use-Tested program behind your 
product, write to McCall’s, 230 Park Avenue, 


New York 17, N. Y. — or see your McCall's 
representative. 


Me 3 alls 
The magazine of Togetherness, 
reaching more than 5,200,000 families 


ar 
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12.7%. It has 390 employes in six 
offices, and forecasts 1958 volume 
at about the same level as 1957. 


MacManus, John & Adams, 
Bloomfield Hills, Mich., billed $40,- 
220,439 in 1957, up from $37,523,- 
085 in 1956. The amount of billing 
attributable to capitalized fees was 
about the same in each year: $149,- 
302 in 1957, $148,007 in 1956. 

It added General Motors’ “Wide, 
Wide World” institutional tv show, 
the Vauxhall division of GM, Min- 
neseta Mining & Mfg.’s chemical 
products division, Noxzema medi- 
cated shaving products, and Van 
Munching imports (except the 
beer and ale). It lost Ceribelli & Co. 
Media breakdown: business and 
comsumer magazines 29.5%, news- 
papers 37.4%, televisiom 15.3%, 
outdoor 2%, radio 6.1%, screen| 
(theaters) 1%, sales aids 2.7%, 
direct mail 4.3%, and miscellane- 
ous 1.8%. It has 381 employes in 
four offices, up from 342 a year| 
ago, and estimates 1958 billings will 
be up 5%. 


Maxon Inc., headquarters De- 
troit, billed $28,000,000 in 1957, the 
same billing reported in 1956. 
Maxon had comparatively little ac- 
count activity. Maxon added D. L. 
Clark Co., Charles E. Hires Co., 
Climalene Co., American Brands 
(2 Sec’n Tea), Magnavox Co., La! 
Choy division of Beatrice Foods.) 
It lost Greyhound Rent-a-Car Ser-| 
vice, Corning Glass consumer pro- 
ducts, and GE’s semi-conductor, 
specialty electronic components, 
and communication products de- 
partments. 


McCann-Erickson billed $262,- 
000,000 in 1957, of which $54,500,- 
000 was billed outside the U. S. 
In 1956 it billed $220,500,000 
(reported as $219,000,000 to AA, 
with $45,000,000 in international 
billimg). Thus three-quarters of 
McCann’s growth in billing was 
domestic, and reflects a notable 
new business drive. 

That drive continued all through 
1957, when these accounts were 
added: Anchor Hocking Glass 
Corp.’s package division; Atlanta 
Paper Co.; Automobile Club of 
Southern California; Avis Rent-a- 
Car System; Tom Sawyer Foods 
division of Bell Brand Foods; Fan- 
nie May Candy Co.; Forest Lawn 
Memorial Park Assn.; Georgia- 
Pacific Plywood; Gordon Bread 
Co.; Helene Curtis’ Spray Net and 
Shampoo Plus Egg; Lewis-Howe 
Co.’s Tums; Manners Big Boy Res- 
taurants; McGregor-Doniger Inc.; 
National Pool Equipment Co.; 
S.S.S. Co.; Texas Bank & Trust Co.;| 
and Liggett & Myers’ Oasis cigaret. 
Its Marschalk & Pratt division 
added Bulova’s special products 
division; Fram Corp.; Genesee 
Brewing Co.; Luria Engineering 
Co.; and Popular Merchandise Co. 


® McCann lost ASR Products 
Corp.; California Wine Assn.; 
Hampden-Harvard Breweries; 
Holmes & Edwards division of 
International Silver; Kiekhafer 
Corp; Lyon Tailoring Co.; F. C. 
Russell Co.; Stegmaier Brewing 
Co.; Tidy House Products Co.; the 
Dant brands Belmont and Three 
Feathers; CBS Radio promo- 
tion; Brunswick-Balke-Collender’s 
school furniture division. Among 
the international accounts added 
were Vick in England, Standard- 
Vacuum Oil Co. international, and 
it lost Revlon International. 

Among the new people in key 
jobs at McCann were: 


® Thomas McAvity, vp in New 
York, formerly exec vp of National 
Broadcasting Co.; Roger A. Pur- 
don, vp in New York, formerly cre- 
ative director of Bryan Houston; 
in Detroit Thomas J. Henry, vp, 
formerly Ayer’s Detroit office man- 
ager and later assistant sales man- 
ager of Ford’s Mercury division, 
and Frederic W. Overesch, vp, for- 


The Communication Counselors | 
wing picked up Harry Bennett, | 
who had headed his own pr com- | 
pany, Clyde Vandeburg, former | 
executive director of American 
Heritage Foundation, Margaret 
Shattuck, who had been with Mr. | 
Bennett, Drew Dudley, formerly 
director of public relations for the 
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exec vp of MPC, who had been | media breakdown is fairly even be- | ing emphasis on training of per- 

program manager for Ford Motor | tween print and broadcast, except|sonnel; (3) efforts to apply the 

Co. that television and radio account| best modern principles of organi- 
In Canada, J. M. Reeves be- | for 55% of domestic billing. zation to the management of the 

came manager of the Montreal of- | | agency. 

fice, after being with McKim Ad- 8 New offices were opened at 

vertising, and with Kraft Foods | Windsor, Ont., and Belo Horizonte,| Needham, Louis & Brorby, head- 

Ltd. as advertising and sales pro- Brazil, during the year. McCann- quarters Chicago, billed $33,373,- 

motion manager; in Windsor, John | Erickson now employs 3,924 peo-| 330 in 1957, a record for the 33- 


merly with Ross Roy and Maxon. 


World Bank (all are vps). Market |S. Elliott became manager, former- 
Planning Corp. added Dr. Bertrans|ly manager of the merchandising 


| Klass, as director of research serv- | division of American Motors 
jices, from Stanford Research In-| (Canada) Ltd. 


stitute, and Edward Sonnecken as; As was true in 1956, McCann’s 


ple, about 2,100 of them in the U.S. | year-old agency. In 1956 it reported 
Three trends characterized the | billings of $32,701,275. It had a good 
agency in 1957: (1) constant de-| new business year, adding Interna- 
velopment of creativity in every | tional Minerals & Chemicals’ Ac’- 
aspect of the agency; (2) increas-| cent, Indian Head Mills, Lever 
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Bros.’ Swan, American Smelting & 
Refining and Renault Inc. In Cana- 
da it added Canadian Industries 
Limited, Thomas J. Lipton Ltd. and 
Massey-Harris-Ferguson. NL&B is 
an employe-owned corporation, 
and 60% of its 329 employes are 
stockholders; it publishes an an- 
nual report, which for 1957 showed 
a net profit of $196,326, or 0.6% 
on each dollar of billing. It expects 
a 10% gain in 1958 volume. 


billed $28,300,000 in 1957, of which| vision 18%, network radio 3%, | the staff to provide them, and nec- 
$3,750,000 represented capitalized | spot radio 6%, transit advertising |essarily one of little profit. This 


fees. Comparable figures for 1956 
were $25,800,000 and $4,200,000. 
The agency added Pabst Brewing 
Co.’s Blue Ribbon beer, Old Tank- 
ard ale and Andeker beer, and 
Lambert-Hudnut’s DuBarry cos- 
metics. It lost G.H.P. Cigar Co. 


pers 13%, supplements 11%, mag- 
azines 17%, business papers 2%, 
farm publications 3%, outdoor 5%, 


Norman, Craig & Kummel | network television 20%, spot tele- 


2%. It added the following key peo- 
ple: Daniel Potter, as director of 
media evaluation; Vincent di Gia- 
como, executive art director; Wil- 
liam Macke, vp and senior account 


|executive. It opened a Chicago of- 
| fice, after adding the Pabst account, 
Its media breakdown: newspa-| 


the largest single account the 
agency has acquired. Last year 
represented an expansion and 
foundation period in the agency, 
with an increase in services and 


/year, NC&K says, should be more 
|profitable for the agency’s man- 
agement and employes. It has 248 
employes in three offices. 


Sullivan, Stauffer, Colwell & 
Bayles billed $38,600,000 in 1957, 
up from $36,100,000 in 1956. It add- 
ed Duffy-Mott Co. and Salada Tea 
Inc., and Lever’s Breeze during the 
|year, and lost Gunther Brewing, 
| Noxzema medicated shaving pro- 
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ducts, and Lambert-Hudnut’s Du- 
Barry cosmetics. 

Joseph Leopold, veteran copy 
chief of the agency, left to join J. 
Walter Thompson Co. (where he 
will be in the same shop as one- 
time SSC&B partner Robert Col- 
well). 

William M. Spire, vp and one of 
the founding group at SSC&B, left 
in June to live in Florida, and was 
succeeded as top man on Pall Mall 
cigarets by Clifford Spiller, for- 
merly director of marketing for the 
Maxwell House division of General 
Foods, as senior vp of the agency. 

Among the personnel additions 
were Richard McShane Kelly, for- 
merly with William Esty Co., as vp 
,and account supervisor; Richard D. 
| Wylly, who joined as vp and cre- 
_ative director, after being vp and 
|\copy supervisor for Benton & 
Bowles; and Sylvia Dowling and 
Frank L. Henderson, both from 
Young & Rubicam, Miss Dowling 
|as a copy supervisor, Mr. Hender- 
son as vp, account supervisor and 
member of the plans board. While 
|SSC&B lost Gunther Brewing, it 
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Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Metro-Goldwyn-Mayer 


Tugboat Annie motion picture 
feature a box-office record- 
breaker in the top motion 
picture theatres. N. Y. Ti 
—‘‘story superior’’—‘‘a box- 
office natural.” 


Chicago Audience Test 


92% of Lake Theatre audience 
rated ‘““Tugboat Annie’ a TV 
favorite—certified by Haskins 
& Sells, C. P. A. 


CBC TV Network 


R. B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.”’ Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


| TELEVISION PROGRAMS OF AMERICA, INC. 
488 MADISON « N.Y. 22 + PLaza 5-2100 
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2,492 new subscriptions BOUGHT 


since announcing the new 


weekly Product Engineering 


Largest six-month subscription response in the 28-year history of 
PRODUCT ENGINEERING. Only PAID CIRCULATION provides such 
positive proof of READER ENTHUSIASM! 


READER INTEREST UP, TOO! Readex scores average 33% higher. 
Another VALID COMPARISON for your evaluation of the new weekly 
publishing frequency. 


More INQUIRIES to advertisers! More requests for EDITORIAL RE- 
PRINTS! More LETTERS TO THE EDITOR! In every possible way readers 
have given enthusiastic approval to the new PRODUCT ENGINEERING! 


But your greatest proof of advertising value . .. 5,492 busy engineers have 
recognized they can save time by reading a SINGLE, AUTHORITATIVE 
MAGAZINE EDITED TO COVER ALL THEIR INTERESTS. They recog- 
nize the URGENCY of the new weekly issues. 


To the alert O.E.M. supplier, this results in unequalled opportunity to get 
the full IMPACT of CONCENTRATED ADVERTISING! 


THE McGRAW-HILL WEEKLY - 


MAGAZINE OF 


RESEARCH 
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IN PHOTO-REPORTING THE TREND IS... 


Commercial Photography Division 
UNITED PRESS ASSOCIATIONS + 461 EIGHTH AVE., N.Y.C. 


) PE 6-8500 


retained the litigation—the agen- 
cy was named as a defendant in a 
suit brought by Piel Bros. against 
Gunther in Baltimore charging in- 
fringement of Piel’s Bert & Harry 
theme, a case finally settled out of 
court. SSC&B has 310 employes in 
two offices. 


J. Walter Thompson Co. billed 
an estimated $285,000,000 in 1957, 
of which about $75,000,000 is esti- 
mated to have been billed abroad. 

In 1956, AA estimated Thomp- 
son billings at $255,000,000, with an 


| estimated $60,000,000 in interna- 


tional billing. Actually, JWT’s 1956 
international billing was closer to 
$68,000,000. 


= At any rate, it seems likely that 
J. Walter Thompson will be the 
first agency in the world to bill 
$300,000,000, and that it will prob- 
ably do it in 1958; it was the first 
agency to crack the $100,000,000 
and $200,000,000 marks as well. 

In 1957, Thompson flashed that 
encouraging sign in the agency 


growing state. 


the Phoenix Gazette. 


Talk about Life insurance, we're }} 


eading (he Nation 


farm products. He's second only to Nevada in percentage growth of population. 


ReGee (Republic-Gazette combination) is lucky; her boy friend has the right instinct for protecting 
and sheltering a gal! The boy friend (Arizona) leads the nation in percentage growth of LIFE INSURANCE 
IN FORCE as well as buying income, bank deposits, manufacturing output, mineral production and value of 


You'll become a loyal boy friend to ReGee too, when you buy the papers with the deep influence in the 


ONE OUT OF EVERY TWO FAMILIES in booming Arizona subscribes regularly to the Arizona Republic or 


National Representatives—Kelly-Smith Co. 


> [Phoenix REPUBLI 


A member of the Metro Sunday Magazine and Comics Group. 


and bazette | ( 


Advertising Age, February 24, 1958 


business: lots of new business. 
Among the new clients were Boyle- 
Midway (Aero-Shave, Black Flag 
and Sani-Flush), Ford Motor of 
Canada (Ford cars and trucks, 
British Fords), Northeast Airlines, 
Continental Airlines, Sealy Inc., 
Portland Cement Assn., Reader’s 
Digest circulation, Hospital Serv- 
ice of California (Blue Cross), 
Schlage Lock, Olive Advisory 
Board, Nutrilite, National Beef 
Council, and it regained Libby 
pineapple. 


# It lost J. B. Williams when it 
was purchased by Pharmaceuticals 
Inc., Buitoni Foods Corp., Timken 
Roller Bearing international ad- 
vertising, Mackle Co. (or General 
Development Corp.), and Robert A. 
Johnston Co. 

It opened a new office in Lima 
last year, and now has 51 offices, 
of which 16 are in the U.S. Media 
breakdown: newspapers 21%, 
magazines 23%, radio and televi- 
sion 43%, outdoor 7%, business pa- 
pers 4%. It has about 5,050 employ- 
es, with more than 2,600 of them 
located outside the U.S. 


Young & Rubicam billed an es- 
timated $230,000,000 in 1957, of 
which about $30,000,000 was billed 
abroad. In 1956, Y&R billed an es- 
timated $200,000,000, with $19,000,- 
000 estimated international billing. 

During the year Young & Rubi- 
cam added Beech-Nut baby foods, 
Eastside Brewing Co., Manufac- 
turers Trust Co., and new assign- 
ments from two present clients— 
the Holmes & Edwards division of 
International Silver Co., and the 
Tek-Hughes division of Johnson & 
Johnson; it lost Bigelow-Sanford 
Carpet Co., Duffy-Mott Co. (as a 
result of Beech-Nut consolidation 
with Life Savers in Y&R), and P. 
Lorillard’s Kent and Newport cig- 
arets (both introduced by Y&R). 


® Abroad it picked up Schweppes 
in Mexico and switched Tide in 
Britain for Daz, in a reassignment 
by P&G’s British subsidiary. 

In January of this year it re- 
signed Lincoln division of Ford 
Motor Co., recalling the comment 
of Y&R men that—if automotive 
accounts were subtracted—Y&R 
would be the largest U.S. agency. 
In Canada, Y&R was billing more 
than $8,000,000 in 1957, and ranked 
with the top half-dozen agencies in 
the Dominion. It opened an office 
in Caracas, Venezuela, during the 
year, and has 2,550 employes, 1,600 
of them in New York. 


Regular Features 
Return Next Week 


The regular lineup of features 
which normally appear in AA's 
feature section has been omit- 
ted from this issue to provide 
adequate space for an annual 
but considerably enlarged re- 
port on the billings of more than 
400 domestic and Canadian ad- 
vertising agencies. All the usual 
features will be back in their 
regular places next week. 


ae Se ee ree ee ee ee ee ee ee Ome 
Saw : a as ue aan pa <a? - ee fana ia 7 ue eas ee eigeL ; a La os mn a > ar ae as baie: ~ . . . ee peace. as “iy eer ie snes 3 ae Ce i bom pees Sree. 
poe” eit geet emia Nees. ee mae ee ee geal?! sae © Brae Ce ees) Se mee em il A Re Be eer ag SM tects on, Chas 
ee : Fu i) Gey) : ma % eo ae Ne a eed maging ee ee go ene ea 
= ‘ : ee ; 
ay ie 
. 78 ee 
ei yp Gores 
a tH - oe ot oe 
d ne ‘a a ee 
: , 2, <, re. tee ee 7 a 
/ ; 5 gd as aie 
.: Fe BS see ats j 
ue te ae s e Si 
j a * td beg & ee. 
= a oie © 
* -_ = 
a3 be » s 
ae ned ae Re | 
ae 3d ie Ps 3 | 
op g ‘s 5 Ft ed ¥ (seed 
; Paes aide: i } 
oars ee 
ma ER oe BOF 
# ee 9 Ng Te 
’ Po Be 
é 
at \ 
oa 
ae 
| 
| 
i 
a z . a Ml, h = | ; 
au / / 
o / ~ | SS my 
+ : — - “as | 
7 = \ ¢ ; =——" 
ais a \ ~~ ; © oe” A . 
=i 7 3 — 
rk , tal -- | 
y :% | 
a il a | 
Pee i a4 i | 
ae a 7 ny i 
a 3 Fa Zo ie ae =. pitas 
= . ‘ . eee. a a oe 
Bete tn eee Ree sia ane ahaa 7 ah: 
; ” eau Mi a a ee =o sis 
wie Serie ee > +2 | 
ae f mh a ee : '* —Z4 SS 
aes .| uh, ii Se =S> y Ns 
at 2\) we one a a Se Ae A | 
ee 3 ; \ we \ =. Sas 
& : ) ‘ ar — *Be« “~~; ae SSS 
, | "an | Yas — - S ——T —— 
* ' . ' és \ if i eal, 1] 
' | a 1\} DH WOO i 
3 ‘ | | i ! es i | 1 q 
are, t R. | 
a Lh J) se 25 | 7" 
er: 7A, Y ie | j - ' \ 
Mj — af? \\ { 
et e — - , Ls i 
ae , \ EN 
oe - “ =/% lay 
| a AN ar < 
, SL * oe 
Mone - \\ a. ° - 
rs ] =: GS p aie < 
cet \ \ (a 
Sea Ss v » —————— 
% : — — 
4 _—— ‘ 4 
«eR 5 he - 
<i SSS F 
me i - > WJ = 
: a= 
a 
We 
owed 
cee 
oem 
‘vere 
vee } 
| 
a | 
: H 
Pe | 
e eee | 
a 
0 ae 1) 
}) 
= ‘ ‘ 
eg ‘ | 
Ad _— | 
7_-_-__rroror-----_—_—_.:.— 
oe . ; | 
4 ten oo ae a a a oA hs a ; : ; PS ua i ae RSE ries A a ee eh Sei i ee 
i seed eer s Vedi se a i nr Ba a + ee = = 6 ; = ome Y ie Le kell " - = F , me Rees Sr: 
ae4> lL ee * = AROS, pe mummy ey ite eee > te, nk Gee agama eee Miee Tie eae ek ees et 
ee oe emer a etd. ; rie Se ae ‘ SOR pd ie Bee ae ay Bs oe ge OL Wes RE all at? AA Rea ay pape i usm ie aig ie ey A a a a a ta lee Da ae ee é Pee aA yes, 
=k eae - EY feet ‘il ie Pe ee ae ee No a Dee le yagk Saute Oath eee * Jabs ae ar rt. >) Sie Bass £ OS oe . 5 “VE, i oN de SRT coe F Yori a 


milwaukee road shows the west to american families 


“Local patronage from our largest terminal is an important 
element in the success of the Super Dome Olympian Hiawatha,”’ 
says C. C. Dilley, advertising manager of The Milwaukee Road. 
‘‘We make certain of adequate coverage by regularly placing 
advertising in The Chicago American through our agency, 
Roche, Rickerd & Cleary. In this competitive market we want 
The American’s half-million families to know our story.” 
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american families are drinking dean’s milk 


“The Dean Milk Company’s sales for 1957 reached an all-time high 
and The Chicago American helped to make this possible,” reports 
Mr. Clifford A. Carlson, Advertising Manager of The Dean Milk 
Company. When food advertising reaches over 500,000 bigger-than- 
average families, it’s bound to result in increased sales. 


these are some of the advertisers 
and this is the newspaper 
that are going places together in chicago 


Today it’s not enough to meet competition 
—you must deat it! To expand into new 
markets . . . and increase their share of the 
current market, more and more active 
advertisers are depending on The Chicago 
American. Over 500,000 Chicago area 
families a day read and respond to 

The American’s news, features and 
advertising. Are you forgetting them— 

or selling them? 


the chicago american has, by far, the largest evening - home-delivered circulation in chicago and suburbs 
eee ce eee ee ia y 


coca-cola is a big favorite with american families 


“Coke”, a famous symbol throughout the world, has built this 
recognition through continuous advertising. To assure its share of 
sales in the huge Chicago market, Coke, through McCann-Erickson 
agency, is a regular advertiser in The Chicago American. : 

Both Coke and The American go home with our readers. 


old taylor finds new friends in the american 


To make new friends for its fine old whiskey, Old Taylor, through the 
Kudner agency, is a consistent advertiser in The Chicago American. 
Enjoying better-than-average incomes, these modern Chicago 
American families can readily satisfy their needs and wants. 

Be it necessity or luxury, what they want—they buy. 
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ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
earn more, spend more than families in any 
other Minnesota city. 


Per Household 


CONSUMER SPENDABLE INCOME......... $6768 
ee a er ee eee 6846 
ROCHESTER 
(Olmsted County) 

THE NEWEST 
POTENTIAL METROPOLITAN 
MARKET* 


A 37,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 
100,000 passengers yearly. 


*Sales Management, Moy 10, 1958 
Where people have more money to buy 
products advertised in the POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


Circulation over 22,700 daily COLOR AVAILABLE! 


Nine Newcomers Emerge 


As Three Drop Out— 
And It’s New High 


| New York, Feb. 20—Nine 
|agencies made the jump in 1957 
linto the “big fish” pond of the ad- 
lvertising business—above $10,- 
000,000 in billing. Only three 
lagencies (Buchanan & Co., Mac- 
Farland, Aveyard and C. L. Miller 
Co.) dropped out of the classifica- 
jtion to a lower level. Thus, the 
$10-to-$25,000,000 group encom- 
\passed 51 agencies—a new high. 
In 1956, there were 43 agencies in 
ithe group. 

| Newcomers to the ranks of the 
“giants” included Burke Dowling 
Adams, which made the biggest 


WEGCESTER SUaoay TELEGRAS 


FEATURE 
sp, 


SECTION F 


Impressive 


Intensive 
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Worcester’s Sunday Telegram Feature Parade, the only locally 


edited Sunday magazine in Central New England has established a 


2 year lineage growth of over 


* 1957 — 306,504 lines 
1955 — 196,936 lines 


pace nan 
GAIN 109,568 lines 


+Daily circulation 163,573; Sunday 104,590 
(Publishers Statement 6 months ending Sept. 30, 1957) 


55.7% 


91.9% coverage of the 


2nd market in Massachusetts 


The Worcester 


Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Advertising Age, February 24, 1958 


51 Agencies Billed 
$10-25,000,000 in 1957 


leap, hurtling from the $1-to-$5,- 
000,000 group with an advance 
from a 1956 figure of $4,724,041 to 
a 1957 total of $10,860,637. The 
others included Emil Mogul Co., 
,Griswold-Eshleman Co., Charles 
W. Hoyt Co., Lawrence C. Gum- 
binner Advertising, Parkson (for- 
merly Edward Kletter Associ- 
ates), Reach, McClinton (formerly 
Reach, Yates & Mattoon), L. W. 
Frohlich & Co. and Vickers & 
Benson Ltd., the Canadian agency. 
| One giant—Brooke, Smith, 
French & Dorrance—dropped into 
the group from the over-$25,000,- 
/000 bracket. 
|= A number of agencies in the 
|$10-to-$25 million ranks scored 
impressive gains last year. Doher- 
|ty, Clifford zoomed from $14.4 
millions to $20.8; Ogilvy went 
up from $14 to $17; Doyle Dane 
Bernbach zipped along from $16.3 
to $20.1. Ketchum, MacLeod, 
leader of the group, advanced 
from $22 to $24.2; Reach, McClin- 
ton speeded from $7.1 to $12.2; 
Parkson scooted from $8 to $15.5; 
Mathes went from $17.5 to $20.2. 
But there were some notable 
drops. Tatham-Laird saw a de- 
crease from $22.1 in 1956 to $20.3 
in 1957; Fletcher D. Richards fell 
off from $21.6 to $20.6; Bryan 
Houston fell from $17.2 to $14.3; 
Calkins & Holden deflated from 
$15 to $12; Bozell & Jacobs de- 
clined from $20.1 to $18.1. 


® And there were 14 agencies 
which treaded water. Warwick & 
Legler moved up from $14.5 to 
$14.6; Albert Frank billed $14.6 
in ’56 and $14.8 last year; Ludgin 
faded from $13.2 to $13; Doner 
dropped from $11.1 to $10.8; Paris 
& Peart went from $10.5 to $10.8; 
Morey, Humm & Warwick stayed 
even at $11; McAdams remained 
at $12.5; Keyes, Madden (nee 
Seeds) stayed at $16.9; Buchen 
remained at $10.3; Ellington hov- 
ered at $15.1; Lambert & Feasley 
remained at the $10.1 level; and 
Meldrum & Fewsmith moved 
from $10.5 to $10.9; Lefton re- 
mained at $17, Geoffrey Wade in- 
clined upward from $11 to $11.7. 
Geyer skidded from $20.5 to $19. 

The reports for the agencies in 
| this group, listed alphabetically, 
| follow below: 


| 
Burke Dowling Adams Inc., New 
| York, had a spectacular new-busi- 
|ness year, climbing into the above- 
| $10,000,000 group of agencies for 
the first time. In 1957, Adams 
billed $10,860,637, a figure which 
| included $550,775 in capitalized 
fees. The 1956 figures were $6,- 
104,573 and $319,940. The agency 
picked up the $5,000,000-plus Stu- 
debaker-Packard account, Air Ex- 
press, Benrus Watch Co.’s Sov- 
ereign watch and Western Gear 
Corp. It also added Cinzano Inc., 
| which this client dissolved on Dec. 
|31 and distribution of its products 
| were taken over by National Dis- 
| tillers Products Co., which switched 
| the account to Lennen & Newell ef- 
fective Jan. 1, 1958. In 1958, when 
it bills a full 12 months on Stude- 
baker-Packard (which it was 
awarded in July, 1957), it expects 
‘a billing gain of 66%. Adams add- 
ed James H. Cobb, previously ad- 
vertising director of American Air- 
lines, to be vp and general manager 
of its new New York office; it 
opened a west coast office; and in 
January, this year, consolidated 
with J. Howard Alison & Co., At- 
lanta, with the combination be- 
‘coming the Adams-Alison divisiva 
‘of Burke Dowling Adams Inc. The 
| agency employs 200 persons in six 
| offices. 


| G. M. Basford Co., New York, 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Metropolitan Oakland, with its stabilizing diversity 
of income sources... agricultural, mining and indus- 
trial, offers a tailor-made market for the Nation’s 
financial leaders. 

The area’s agricultural pursuits... fruits, field and 
truck crops, livestock, dairying and poultry... have 
an annual value of $33,314,600. Mining, value of 
annual output, $13,296,033. The five principal in- 
dustries... food, machinery, transportation equip- 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


@akland sie 


Tribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives : 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


ment, fabricated metal and chemicals ...employing 
an average of 41,273 workers have a total average 
weekly payroll of $3,442,993.66. 

The Metropolitan Oakland area offers a wealthy and 
expanding market—one that is constantly gaining 
wider recognition in the marketing plans of major 
financial firms and underwriting houses. 


LUCREZIA KEMPER, Vice President 
ALBERT FRANK-GUENTHER LAW, INC. 


New Oakland home of First 
Western Bank & Trust Co. is 
the $10 million First Western 
Building, to be completed 
next June. 


by 
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billed $14,100,000 in 1957 as com-| Ave., Hollywood. 


pared with $12,760,000 in 1956. | 
Basford last year added Commer-| 


The Buchen Co., Chicago, billed 


cial Shearing & Stamping Co., $10,300,000 in 1957, the same figure 


American Lithium Institute, Al- 
lied Chemical & Dye’s interna- 
tional division, Patterson-Kelley 
Co., Chemical Specialties’ aerosol 
division, Montecatini, a Carborun- 
dum Co. heat program, Middle At- 
lantic Transportation Co., Shea 
Chemical Co. and SKF Industries. 
It lost West Virginia Pulp & 
Paper’s polychemicals division, 
Robbins Floor Products, Luria 
Engineering Co., Reeves Sound- 
craft, Ford Instrument division of 
Sperry Rand, and Cast Iron Soil 
Pipe Institute. The agency employs 
170 persons in two offices. It ex- 
pects a “probable increase of 10% 
to 15%” in 1958 billings. 

| 


Gordon Best Co., Chicago, re- 
ported billings of $10,000,000 for | 
1957, believed up slightly from | 
1956, when figures were not re- 
ported to ADVERTISING AcE. The 
agency added the Lentheric line of 
Helene Curtis in September (the 


line bills between $500,000 and $1.,- | 


000,000 annually) and Comstock 
Foods apple sauce and fruit pie 
fillings, with estimated billings of 
$400,000, in November. 


Bozell & Jacobs, Omaha, billed 
$18,125,000 in 1957 as compared 
with $20,100,000 in 1956. The agen- 
cy added Pio wine, Guttman Co., 
Restonic mattress, Methodist Pub- 
lishing House, Electronic Commu- 
nications Inc., George Master Gar- 
ment Co., Childs food chain and 
Munsingwear Inc.’s women’s and 


girls’ wear division. Bozell resigned | 
the Strutwear Inc. account to make | 


way for Munsingwear. It also lost 
five accounts when Henry Flar- 
sheim, vp and account exec, moved 
to the Biddle Advertising Co. The 
accounts were Mason Shoe Mfg. 
Co., Blake-Walker Co. M. P. 
Brown Inc., John’s Nursery and 
the Master Garment Co., which it 
got earlier in the year. The five ac- 
counts were said to represent over 
$500,000 in billings. Bozell also lost 
the East Chicago Tool Corp.’s Bale- 
master division and reported “some 
substantial budget reductions” 
among its clients. In June, Bozell 
concluded a working agreement 
with Mitchell WerBell Advertis- 
ing, Atlanta, to give it a southern 
outlet. The agency employs 214 
persons in 12 offices and expects 
1958 billings to be about the same 
as last year. 


Brooke, Smith, French & Dor- 
rance, headquarters Detroit, billed 
an estimated $23,000,000 in 1957. 
Last year the agency reported a 
computed figure of 5% over its 
1955 billings, which would make its 
billings $26,775,000. 

During the year it picked up a 
series of General Electric depart- 
ments: silicone products, commu- 
nications products, specialty elec- 
tronic components, semiconductor 
products, and technical products. 
It also acquired Traub Mfg. Co., 
Detroit, and International Brewer- 


ies named BSF&D to handle its! 


southern division in 1958 (Silver 
Bar beer and ale); the agency al- 
ready had International’s Frank- 
enmuth division, as well as adver- 
tising and pr for the parent com- 
pany. During the year, H. K. (Ken) 
Jones resigned as vp and director 
of marketing to become director of 
marketing and research for Gris- 
wold-Eshleman Co. The agency 
moved George Johnston to direc- 
tor of media, and Norman Traynor 
to director of radio and tv. BSF&D 
of the West Coast added Ridge L. 
Harlan, formerly with BBDO, San 
Francisco, as a partner, vp and 
creative director, and also James 
O. Thompson, formerly copy chief 
of Stromberger, Lavene, McKen- 
zie, as copy chief of its Los An- 
geles office. Jean Replogle, former 
media director of Johnson & Lew- 
is, was named senior media buy- 
er of the Los Angeles office, 
which was moved to 1741 Ivar 


it reported for 1956. The agency 
gained Conn Organ, Bostrom Mfg.. 


ternational, DoAll Co., Shure Bros. 


| (export) and Hobart Mfg. Co.’s ported to AA last year as $15,600,- 
|commercial products advertising 000. The agency gained Bavarian 
|to food retailing and food service | Brewing Co., George W. Luft (Tan- 


industries and Mosinee Paper Mills. 
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|The agency reported no account; Stegmaier Brewing. It lostthe Pru-; Doherty, Clifford, Steers & 
losses. Buchen employs 128 per-|dential Insurance Co. and Jo-|Shenfield, New York, billed $20,- 
sons in one office. It expects 1958|seph T. Ryerson & Son (steel| 800,000 in 1957, a gain of $6,400,- 
billings to be “up.” distributor). The agency invested | 000 over its previous total of $14,- 
billings as follows: 25% in news-| 400,000. The agency last year 

Calkins & Holden, New York, | papers, 25% in magazines, 6% in| gained Kimberly-Clark’s Fems, 


_Co., Jos. T. Ryerson & Son, plus billed $12,000,000 in 1957, down | supplements, 4% in radio, 20% in|Diamond Gardner Molded Pulp- 
| Brunswick, Balke, Collender In-|from a 1956 figure of $15,000,000. | television, 13% in outdoor, 6% in| Foodtainer, and John G. Paton Co. 


|The 1956 figure was originally re-| business papers and 1% in other | added its Oven Fresh canned cake 
media. Calkins employs 129 persons | products to the Doherty account 
in four offices and expects 1958 list. In addition, McCormick & Co. 
billings to be about the same as| named the agency last March to 


| gee cosmetics), Helms Bakeries and | last year. | handle test marketing of a new and 
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then unnamed grocery product. 
This was Fun, a carbonated soft 
drink made with a powder.’ Doher- 
ty, which added Bristol-Myers’ 
Ipana Plus and Theradan in 1956, 


invested as follows: 13% in news- | Bank, Detroit, Coastal Foods Co., 
papers, 22% in magazines, 5% in | Helwig & Leitch (Majestic Foods), 
radio, 54% in television, 0.3% in| Diets of Rochester Inc., Gold Bill 
outdoor, 5.6% in business papers | Trading Stamps, New Process Bak- 
and 0.1% in transit advertising. |ing Co. (Holsum). The agency re- 
started advertising on these prod- | Doherty employs 178 persons in one | ported it lost no accounts last year. 
ucts in 1957. The same was true for | office. It anticipates 1958 billings Billings were invested as follows: 
Pharmaco’s Regutol and Browne | to be 10% above last year. 9% in newspapers, 3% in maga- 
Vintners’ Martell cognac. The zines, 30% in radio, 50% in televi- 
agency lost J. B. Williams’ Conti; W.B. Doner & Co., Detroit, billed | sion, 2% in outdoor, 2% in busi- 
shampoo when the advertiser was | $10,800,000 in 1957 as compared to|ness papers. Doner employs 100 
purchased by Pharmaceuticals Inc.}$11,100,000 in 1956. The agency persons in four offices (having 
for about $5,400,000. Billings were | gained the Manufacturers National closed its Hollywood branch). It 


expects 1958 billing to be up 5%. 


Doremus & Co., New York, 
billed $15,000,000 in 1957, includ- 
ing about $4,000,000 in capitalized 
fees. In 1956, the comparable fig- 
ures were $14,500,000 and $3,625,- 


tional Assn. of Insurance Agen- 
cies, a new advertiser, and the 
State Mutual Life Assurance Co., 
Worcester, Mass. It lost the East- 
ern Casualty Co. Doremus invested 


“it’s painted with a broad brush 
... you fill in the details 


Twenty times a year, VOGUE takes the broad brush of fashion 

and outlines the ways smart America will live... putting the force 
of fashion behind the sales of every major industry in America. 
Fashion changes the clothes we wear, the inside and 

outside of our houses, what we own, how we travel, entertain, live. 


”? 


VOGUE selects, interprets and reports the lasting fashion trends 
to the families who begin the nation’s buying patterns 

... who start the fashion momentum that keeps selling on and on. 
No matter what your product or service, fashion makes it exciting 


. . » VOGUE makes it sell. Fill in smart America with the 
details of your ow fashion ideas. Put your advertising in VOGUE. 


~~ 
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the selling power is fashion ... the fashion power is Vogue 


VOGUE 


420 Lexington Avenue, New York 17 
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jits billings as follows: 10% in 
|newspapers, 70% in magazines, 
5% in radio, 5% in television, 5% 
in outdoor and 5% in business pa- 
|pers. The agency employs 196 per- 
sons in five offices. It expects 1958 
| volume to advance by about 10%. 


000. The agency gained the Na- | 


Dowd, Redfield & Johnstone, 
‘New York (John C. Dowd Inc., 
Boston), billed $14,500,000 in 1957 
as compared with $13,500,000 in 
1956. Accounts added in 1957 were 
Swanee Paper Corp., Mission of 
California (division of Cott Bev- 
erages), Revion’s Eye Fresh, Thin 
Down, High Gloss and others to 
give the agency about $3,500,000 in 
| Revlon billings; and in New Eng- 
land, Haffenreffer & Co. (Pick- 
| wick ale and beer), and Maine 
Poultry Associates (State of Maine 
|chickens), and Dunbar Labora- 
tories’ Pretty Feet cosmetic lotion. 
The agency lost Rilling-Dermetics, 
Second Bank-State Street Trust 
Co. and Casco Products Corp. and 
California National Productions. 
| Billings were invested as follows: 
| 36% in newspapers, 15% in maga- 
zines, 32% in radio and television, 
5% in trade publications, 2% in 
transit advertising and 10% for 
mechanical and film production. 
The agency employs 165 persons in 
two offices and looks for a 5% 
billings increase. 


| Doyle Dane Bernbach Inc., New 
| York, billed $20,176,091 including 
$401,895 in capitalized fees in 1957 
|as compared with $16,328,361 and 
$565,591 in fees in 1956. The agency 
;added Croton Watch Co., CBS Ra- 
dio Network, Wilshire Oil Co., 
White Stag Mfg., El Al Israel Air- 
lines, Israel Government Tourist 
Office and American Export Lines. 
In July the agency was named to 
handle B. T. Babbitt’s Glim, billing 
a reported $500,000. But the ac- 
count was moved to Brown & 
Butcher in January, 1958. Doyle 
Dane also lost Forest Lawn Me- 
morial Park. Billings were invested 
as follows: 18.8% in newspapers, 
22.7% in magazines, 36.5% in radio 
and television, 5.6% in outdoor, 
3.6% in business papers and 12.8% 
|in other areas. Doyle Dane employs 
229 persons in two offices and ex- 
pects a 15% increase in 1958 bill- 
ings. 


Ellington & Co., New York, 
billed $15,100,000, the same amount 
as it reported for 1956. The agency 
gained Celanese Corp.’s export di- 
vision, National Assn. of Hosiery 
Manufacturers, Ceribelli’s Brios- 
chi anti-acid, Airex Corp., Mason, 
Au & Magenheimer Confectionery 
and Pharmaco Inc.’s (proprietary 
drug division of Schering) Inhis- 
ton, Imra, Saraka and other prod- 
ucts. It lost Westinghouse Electric 
International, Alexander Smith 
division of Mohasco Industries, 
Boonton Molding Co., Geigy 
Chemical and Red Star yeast, and 
reported “budget decreases” 
among other clients. The agency 
employs 180 persons in two offices 
(a Chicago branch was opened in 
September) and it expects 1958 
volume to be up. 


Fitzgerald Advertising Agency, 
New Orleans, billed $14,000,000 in 
1957. In 1956, the figure was esti- 
mated at $12,000,000. The agency 
reported the addition of the South- 
,ern Pine Assn. and the Nat Buring 
Packing Co. (King Cotton prod- 
ucts). It lost the Pan-Am Southern 
Co. The agency did not report 
its media investments breakdown. 
Fitzgerald employs 120 persons in 
one office. It made no estimate on 
1958 volume. 


Albert Frank-Guenther Law Inc., 
New York, billed $14,830,100, in- 
cluding $1,826,766 in capitalized 
fees, in 1957. The totals in 1956 
were $14,650,274 and $2,521,080. 
The agency gained Bart Mfg. Co., 
Henry Regnery Co., Sorg Printing 
'\Co., Buitoni Foods, Cormac Indus- 
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“We Consider Advertising 
In The Capital-Journal 

As An Important Basic 
Medium To Produce 
Results For Our Business!” 


“In promotion of our many lines 
ranging from Firestone Tires to 
Appliances and Sporting Goods, 
we have found that year-in and 
year-out newspaper advertising 
gets the job done effectively and 


— : a Capital 
Capital Super Service a 


efficiently.” Journal. 
' Fred W. Asay FRED W. ASAY It all adds up to this . . . to 
President ny’ really sell Kansas . . . you need 


One of Kansos’ Largest 
Firestone Distributors 


Talk To Topeka 
Businessmen and— 
You'll Obtain The Facts 


From their own experiences and 
tests, they will verify for you 
that the people of metropolitan 
Topeka are consistent readers of 
the Capital-Journal. Furthermore, 
in Topeka’s expanding 21-County 
drive-in trading area—56% of the 
people are devoted to the Capital- 


Super Service, aig 
” the Capital-Journal! 


TOPEKA ja 


ted Nationally by JANN AND KELLY, INC. 


CAPITAL-JOURNAL 


tries and the public relations ac- 
counts of the Murphy Corp. and 
Hartfield Stores. It lost the Allied 
Chemical & Dye Corp. The agency 
employs 191 persons in six ofices 
and expects this year’s billing to 
advance by 10%. 


L. W. Frohlich & Co., New York, 
‘is estimated to have billed $10,- 
500,000 in 1957, compared with an 
estimated $7,000,000 in 1956, which 
|may have been low. Specialists in 
ethical pharmaceutical advertising, 
it reported no major accounts 
\gained or lost. Most of Frohlich’s 
billings go into print and direct 
mail. The agency reported it has 
more than 300 employes in four of- 
fices and expects 1958 volume to 
rise about 20%. 


| Gardner Advertising Co., St. 
Louis, billed $22,000,000 in 1957 as 
compared with $19,600,000 in 1956. 
The agency added Grove Labora- 
ories’ Bromo-Quinine (a $1,000,- 
000 account). It lost Day-Brite 
‘Lighting Inc. ($225,000 a year) 


politan centers. 


politan center . 
Dispatch. 


per family income 


‘7296 


It's seventh in the nation . . 
lumbus, Ohio, among the leading metro- 


. ranking Co- 


Since Columbus people have more they 
buy more. In the past seven years the per 
family income has increased a whopping 
45.9°/,. Downtown store expansion plus 

major outlying shopping centers indicates 
depth and scope of the market. 


If you would like to improve your sales 
position in the nation's newest great metro- 
. « try a schedule in the 


*Sales Management Survey of Buying Power 


644,882 


Population 


and still growing 
Size, growth, prosperity - - - and 
DISPATCH market studies make 
Columbus a preferred Test Market. 
Many famous brand names were in- 
troduced first in Columbus. Write 
today for our test market booklet. 


Of course you'll list the DISPATCH. Everybody does! 


Che Columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily - - - 9 out of 10 Sunday 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


Resort Representatives: McASKILL, HERMAN & DALEY, INC., Miami Beach 


Advertising Age, February 24, 1958 


|and Elder Mfg. Co. (Tom Sawyer 


boys’ wear and Mark Twin and EI- 
dorado men’s wear). The agency 
invested billings as follows: 11.8% 
in newspapers and supplements, 
/11.7% in magazines, 11.5% in ra- 
dio, 36.2% in television, 4% in out- 
door and transit, 7.7% in business 
papers, 6.1% in farm publications, 
and 11.2% for mechanical produc- 
tion. Gardner employs 240 persons 
in three offices. It expects 1958 vol- 
ume to go up 10%. 

Geyer Advertising, New York, 
billed an estimated $19,000,000 in 
1957, as compared with an esti- 
mated $20,500,000 in 1956. The 
agency gained no accounts and lost 
Boyle-Midway (Aero-Shave, Black 
Flag and Sani-Flush) and Masson 
| Wines. In October, Emerson Foote, 
formerly of McCann-Erickson and 
Foote, Cone & Belding, became 
board chairman of Geyer after 
making “a substantial investment” 
|in the company. Geyer has 225 em- 
|ployes in three offices. 


Gray & Rogers, Philadelphia, 
billed $12,275,000 in 1957, includ- 
ing $4,000,000 in capitalized fees. 
|In 1956, the agency billed $10,500,- 
000, including $3,000,000 in fees. It 
added the following accounts last 
year: Taylor Fibre Co., Hollings- 
head Corp., Philadelphia Trans- 
portation Co. and the industrial 
and plastics divisions of Nopco 
Chemical Co., which it got from 
‘Lewin, Williams & Saylor. The 
agency lost the Mead Corp., (ef- 
fective Jan. 1, 1957), Bestall Cer- 
tain-Teed and Transport Times. 
Gray & Rogers opened a contact 
office in Newark, with Richard N. 
Gulick as manager. Opening the 
office followed the agency’s late ’57 
appointment by Nopco. Mr. Gulick 
was formerly a vp at Lewin, Wil- 
liams & Saylor. Gray & Rogers also 
consolidated its marketing, mer- 
chandising and research services 
in a new marketing division head- 
‘ed by Albert R. Bochroch, a part- 
ner. Billings were invested as fol- 
lows: 13% in newspapers, 12% in 
magazines and farm publications, 
4% in radio and television, 3.5% in 
outdoor and 33% in business pa- 
pers. Gray employs 180 persons in 
two offices and expects 1958 billing 
will amount to $13,250,000. 


Griswold-Eshleman Co., Cleve- 
land, billed $10,220,000 in 1957 to 
enter the ranks of the above-$10,- 
000,000 agencies for the first time. 
The agency originally reported a 
1956 billings figure of $9,950,000, 
which is now revised to $9,580,000. 
Last year, Griswold added the 
Cleveland Pneumatic Tool Co. It 
lost the package division of the 
Anchor Hocking Glass Corp. In 
April, Charles Farran, a vp, was 
elected president and chief execu- 
tive officer of the agency, succeed- 
ing Kenneth Akers, who became 
chairman. Griswold reported that 
ja breakdown of 1957 media use 
was not yet available. The agency 
employs 103 persons in one office 
and expects that 1958 volume will 
| advance 2% to 5% over ’57. 


| Lawrence C. Gumbinner Adver- 
tising Agency, New York, billed 
| $12,000,000 in 1957 to jump well up 
\into the ranks of the big agencies 
which bill better than $10,000,000. 
|In 1956, Gumbinner billed $9,000,- 
/000. In November, 1956, Gumbin- 
ner was named to handle Block 
‘Drug’s Amm-i-dent, Omega Oil, 
Poslam, Laxium, Minipoo and 
Stera-Kleen, to give the agency a 
full year’s billings on these prod- 
ucts in 1957. Last April, Block add- 
ed Rem and Rel cough medicines 
| (which the client obtained by 
making Maryland Pharmaceutical 
Co. a wholly-owned affiliate). In 
August, 1956, Gumbinner also add- 
ed Herbert Tareyton  cigarets, 
i\which gave it a full year’s billing 
lon that product in °57. Last July, 
\the agency obtained Monarch 


|Wine Co.’s Manischewitz wine, a 
$1,500,000 account. Gumbinner lost 
|the $1,000,000 Savarin coffee ac- 
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W. G. FRANK, President — American Air Filter Company, Inc. 


‘American Air Filter was ‘born’ in Louisville. But during the years of growth into 
America’s largest manufacturer of Air Filter and Dust Control Equipment, we 
have constantly had to re-evaluate our hometown both as a location for added 
plant facilities and the control center for production and sales activities in 
other areas. Louisville’s central geographic location, excellent transportation 
facilities and network of fine highways have contributed much to a smooth, 
coordinated operation. Also, our growth has necessitated bringing many new 
people into the community. Here again, Louisville has been most helpful. 
There’s a warmth about its people and institutions that speeds their integration 
into both job and community.” 
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400,428 DAILY COMBINATION © 311,094 SUNDAY 


LOUISVILLE 


ALL ae Ww © & FT 4 


A Midwestern Industrial Market 


in the Ohio River Valley— 
The Ruhr of America 
where one Daily Newspaper Combination 


reaches 99% of the People. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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count, Swingline Inc. and De-Nic- | In December, 1957, it got the $350,- 
otea. The agency employs 110\000 Air Transport Assn. account 
persons in one office. 
tions. It lost National-U.S. Radiator 
Henri, Hurst & McDonald, Chi-|Corp., and the Westinghouse Bettis 
cago, billed $12,000,000 in 1957, as|atomic power division of Westing- 
compared with $10,028,000 in 1956. house Electric. Ketchum increased 
The agency gained the. House of | its headquarters staff by 12% be- 
Vision, LaSalle National Bank,| tween October, 1956 and Novem- 
Thomas Industries, Weco Prod-| ber, 1957, and expanded its New 
ucts Co. (for new denture prod- | York operation. It employs 319 per- 
uct), Blocksom & Co., Coralware | Sons in the two offices and expects 
Mfg. Co., Rothmoor Corp., Der-| 1958 volume to be “substantially 
mott Inc., International Shoe Co. | greater” than in 1957. 
(Velvet Step women’s shoes). The} 
agency lost Glaser, Crandell Co. | Keyes, Madden & Jones 
(preserves, pickles and sauces) a, Russel M. Seeds Co.), Chi- 
and Armour & Co. (institutional 
and animal feeds). In November,| 1956 the figure was the same. The 
the agency announced plans to| agency gained Bond Clothes, Rose- 
merge with C. Wendel Muench & |lux Chemical Corp., Caruso Foods 
Co.. a Chicago agency. Henri,|and Weco Products’ new Ivo divi- 
Hurst has about 100 persons em- | 


and American Aviation Publica-| 


(for- | 


cago, billed $16,900,000 in 1957. In! 


Advertising Age, February 24, 1958 


sion. It lost Lanolin Plus, report-| During the year, the agency atte | 
edly billing $2,500,000, Tastee-| Warner Chilcott Laboratories, Ne-| 
Freez Corp. and Sheaffer Pen Co. | para 


Laboratories, and Brown) 


| (except cooperative advertising).|Bros., Harriman & Co.; it lost none. 


In September, Russel M. Seeds Co. Its media breakdown was news- 
was expanded and Freeman|papers and supplements 26.5%, 
Keyes, board chairman of Seeds,| magazines 18.6%, radio 16.9%, tv 
became chairman of Keyes, Mad- 28.4%, outdoor 4.5%, and other 
den & Jones. Edward D. Madden | 5.1%. It has 81 employes in one of- 
came from International Latex to fice, and expects 1958 volume to be | 
be agency president, and Howard | up about 10%. 
A. Jones moved from Grant Ad- 
vertising to become exec .| ©. J. LaRoche & Co., New York, | 
Keyes, Madden employs 103 per-| billed $12,980,169 in 1957. The 1956 | 
sons in three offices and expects figure was $11,100,000. Last year, 
1958 volume to advance $5,000,000. | LaRoche added Revlon’s Satin Set | 
to its other Revlon segments, 
Lambert & Feasley, New York,| bringing the agency’s total Revlon | 
billed $10,108,003 in 1957, of which | billings to about $5,000,000; Towle 
$215,941 represented capitalized|Silversmiths (effective Jan. 1, 
fees. In 1956, comparable figures| 1958), McBee Co.’s institutional 
were $10,122,536 and $1,466,945. | advertising, and a U. S. Tobacco 


product. In July, the agency ab- 
sorbed Brooks Advertising, Holly- 
wood, and added Bekins Van & 
Storage, Disneyland and Walt Dis- 


/ney Productions. It later lost three 


Walt Disney features (Buena Vis- 
ta Films). In January, ’58, F. Ken- 
neth Beirn, formerly president of 
Ruthrauff & Ryan and senior vp 
of Erwin Wasey, Ruthrauff & Ry- 
an, became president of LaRoche. 
James D. Webb moved from pres- 
ident to board chairman. Mr. La- 
Roche, treasurer, also became ex- 
ecutive committee chairman. The 
agency invested billings as follows: 
20% in newspapers, 45% in mag- 
azines and business papers, 3% in 
radio and 27% in television. La- 
Roche employs 129 persons in two 
offices and expects 1958 volume to 
goup 15%. 


ployed in one office. It expects 
1958 volume to be up 33%. 


Honig-Cooper Co., San Francis- | 
co, billed $10,075,000 in 1957 to) 
climb into the $10-to-$25,000,000 | 
category for the first time. Its bill-| 
ings included $175,000 in capital- 
ized fees. In 1956, the agency) 
billed $9,500,000, which included 
$200,000 in fees. Honig last year | 
added Avoset and Par-T-Pak Bev- 
erages (which bottles and distrib- 
utes Par-T-Pak, Royal Crown Cola 
and Nehi beverages). It _ lost 
Brown & Haley’s confections. Bill- 
ings were invested as follows: 33% 
in newspapers, 5% in magazines, 
5% in supplements, 10% in radio, 
40% in television, 3% in outdoor, 
2% in business papers, 1% in farm 
publication and 1% in transit ad- 
vertising. The agency employs 82 
persons in four offices and expects 
a billings gain this year of 10%. 


Bryan Houston Inc., New York, 
billed $14,300,000 in 1957 as com- 
pared with $17,200,000 in 1956. The 
agency last year gained De Witt’s 
pills, Whitehall Pharmacal, (Dri-_| 
All, Dristan and Dryaid), Simplic- | 
ity Pattern Co. (effective Jan. 1, 
58) and Newsweek. It resigned 
Comstock Foods, but the major fac- 
tor in its decreased billings was the | 
loss of Colgate-Palmolive’s Veto 
deodorant, which occurred late in 
1956. The agency reported media | 
investments merely as “45% for 
space and 55% for time.” It em- 
ploys 135 persons in one office and | 
expects 1958 billings to advance} 
25%. 


Charles W. Hoyt Inc., New York, 
is a newcomer to the $10,000,000- 
and-up billings group, weighing in 
with a total of $10,092,000 in 1957, | 
including $142,000 in capitalized 
fees. The agency billed a total of) 
$9,700,000 in 1956. Hoyt gained 
J. A. Wright, Cadbury-Fry choco- 
lates and Kalart. It lost Stahl- 
Meyer, Monroe Calculating Ma- 
chine Co. (about $350,000 in bill- 
ings) and American’s Grandma’s | 
molasses. In August, KLM Dutch | 
Airlines decided to move its ac- 
count to Erwin Wasey, Ruthrauff 
& Ryan. But in December KLM 
decided to stay a while with Hoyt. 
Then, in February, 1958, Hoyt got 
Lufthansa, the German air line, 
and KLM remained with EWRR. 
The agency had not completed its| 
media investments breakdown by | 
AA’s deadline. Hoyt employs 104) 
persons in two offices. It expects | 
1958 billings to be about the same) 
as in 1957. 


Ketchum, MacLeod & Grove, 
Pittsburgh, billed $24,200,000 in 
1957. In 1956 its billing came to) 
$22,000,000. While attributing the 
billings gain “almost entirely to) 
existing accounts,” the agency 
added the construction equipment 
division of Blaw-Knox, Hope Na- 
tural Gas Co., Pittsburgh Provision 
& Packing Co. (local subsidiary of 
Armour & Co.), Pyramid Rubber 
Co., National Industrial Advertisers 
Assn. (for pr), Pittsburgh Plate 
Glass Co. (corporate advertising). 


| VERY LATEST NIELSEN PROVES IT: 


WCCO Radi 


listeners tha 


Minneapoli 


station 


Deh 


Nielsen Station Index for Nov.-Dec. '57 Shows: 


@ SHARE OF AUDIENCE—WCCO Radio is the clear leader with 
47.3%. That's greater than the next five stations combined! 


(Station total, total day, seven-day week) 


@ DAYTIME DOMINANCE— WCCO Radio is way on top with an 
average of 52,200 families per quarter-hour. Again, more than 


the next five stations combined! 
(Station total, 6 AM—6 PM, Mon.—Fri.) 


@ QUARTER-HOUR WINS—In the metro area, where competition 
is keenest, it's WCCO Radio all the way with 342 first places. 
That's 2'%4 times more than all other stations combined! 


(Total day, seven-day week) 
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Al Paul Lefton Co., Philadelphia, | like this: 37% in newspapers, 9% 
billed $17,000,000 in 1957, holding in magazines, 8% in radio, 18% in 
even with its 1956 volume. The| television, 6% in outdoor, 2% in 
agency added the $2,500,000 Bene-| business papers, 2% at point of 
ficial Finance account, Swingline | sale, and 18% for printing and pro- 
Inc., S. Rudofker’s Sons and RCA/| duction. The agency employs 205 
International Division (technical | persons in seven offices. It expects 
products). It lost Eureka Williams, | 1958 billings to reach $13,500,000. 
the $1,000,000 Bayuk cigar account | 
and Pearson Pharmacal’s Eye-| Earle Ludgin & Co., Chicago, 
Gene. The agency employs 250| billed $13,000,000 in 1957. In 1956, 
persons in two offices. It made no the agency reported billings of 
estimate of 1958 volume. | $13,250,000. Ludgin last year 

|picked up the $1,500,000 Tidy 

James Lovick & Co., Vancouver, | House Products Co. (Dexol bleach, 
billed $13,000,000 in 1957 com-|Shina Dish detergents, Gloss Tex, 
pared with $10,500,000 in 1956. The| Perfex and other products), the 
Canadian agency added Max Factor | Eureka Williams Corp., the Ever- 
& Co., Armstrong Cork Ltd., Syd- sweet Corp. and the State Phar- 
ney Roofing & Paper Co., Sealy macal Co. In December it lost 
Mattress Co. It reported losing no Helene Curtis Industries, billing 
accounts. Its billings were invested | about $4,500,000 on such products 


as Spray Net, Stopette deodorant, 
Tweed and Lentheric men’s line. 
Ludgin also lost Heileman Brew- 
ing Co. and Zenith Radio Corp. 
| (first reported in Decentber, but of- 
|ficially announced last month). 
Zenith billed about 
Ludgin’s billings were invested as 
follows: 22% in newspapers, 18% 
in magazines, 8% in radio, 38% in 


television, 2% in business papers, | 


and 12% in other areas. The agen- 
|cy employs 100 persons in one of- 
fice. It expects 1958 billings to be 
about the same as in ’57. 


Marsteller, Rickard, Gebhardt & 
Reed, Chicago, with offices in Pitts- 
burgh, New York and Houston, is 
estimated to have billed $11,000,- 
000 in 1957, of which about 40% 
was in capitalized fees. In 1956, 


|comparable figures were $10,000,- 
/000 and 50%. During the year the 


agency added American Agricul- 
tural Chemical Co., Century Elec- 


\tric Co., Dole Valve Co., Hercules 
| Motors Co.; it lost no accounts. Its 
$1,000,000.| media breakdown was similar to 


that of 1956, with business papers 
35%, and the remaining 65% di- 
vided equally among newspapers, 
magazines, radio, television, farm 
publications and direct mail. It has 
145 employes in four offices, and 
anticipates about 4% increased 
volume in 1958. 


“J. M. Mathes Inc., New York, 
billed $20,275,000 in 1957 as com- 
pared with $17,500,000 in 1956. The 
agency gained the Bridgeport 


Brass Co. (Copperware) and lost 
|Bates Fabrics, Wagner Baking, 


1 has more 
ithe next five 


» St. Paw 
1 combined! 


WCCO Radio 


Minneapolis-St. Paul 


The Northwest's 50,000 -Watt Giant 


Represented by CBS Radio Spot Sales 


Crown Cork & Seal Co. and Old 
Dutch Coffee. Mathes made no re- 
port on how its billings were spent 
in the various media. It employs 
240 persons in one office and ex- 
pects 1958 billing to advance. 


| William Douglas McAdams Inc., 
| New York, billed an estimated $12,- 
500,000 in 1957—about the same as 
1956 volume. The agency, largest 
of the ethical drug shops, added 
United Fruit Co. (professional pro- 
motion on bananas) and Lever 
Bros. (professional promotion on 
Stripe toothpaste and Dove soap). 
It lost Nepara Laboratories divi- 
sion of Warner-Lambert Pharma- 
ceutical Co. and a small portion of 
Warner-Chilcott Laboratories, an- 
other Warner-Lambert division. 
Principal media used by McAdams 
are medical journals and direct 
mail to doctors. The agency em- 
ploys 250 persons and expects a 
20% gain in volume in 1958. 


McKim Advertising Ltd., Mon- 
treal, billed about $11,250,000 com- 
pared with $10,250,000 in 1956. 
The agency added the Aluminum 
Co. of Canada, Belding Corticelli, 
the tile division of Dominion Oil- 
‘cloth & Linoleum Co., Bank of 
Canada, Canadian Gas Assn., York 
|Farms Ltd., the ethical division of 
|Mead Johnson of Canada, Alberta 
Metals Ltd. and the Federal depart- 
ment of labor. McKim reported 
'“reductions in some client expen- 
ditures but no losses” of accounts. 
The agency employs 225 persons in 
|Montreal, Toronto, Winnipeg and 
| Vancouver. 


Meldrum & Fewsmith, Cleve- 
land, billed $10,930,000 in 1957 as 
compared with $10,510,000 in 1956. 
The agency added Bonne Bell Inc., 
Midland-Ross Corp., Strong, Cobb 
_& Co. It lost (through merger) the 
_ Apex Electrical Mfg. Co. and it 
resigned the Cleveland Pneumatic 
Tool Co. The agency reported that 
its media investment breakdown 
was “not available.” Meldrum 
employs 127 persons in two offices. 
It anticipates a 1958 billing total 
lof $11,000,000. 


Emil Mogul Co., New York, 
|makes its debut this year in the 


CAN YOU USE A 4-A 
ADVERTISING 
AGENCY IN 
COLUMBUS, 
OHIO ? 


you (and air travel has made this a 
| small country), consider these facts 
| about Byer & Bowman, a solid group of 
| hard-working midwest people: 


| If geography is no bar to our serving 


@ 32 yeors with same firm name, owner. 
ship and active management. 
only AAAA agency in Central Ohio. 
staff of 50. 
topflight PR department. Member P.R.S.A. 
fully-stoffed TV - Radio department; re- 
cording and projection facilities. 
strong in creation and production of 
collateral material, with eye to saving 
client money. 
expert marketing counsel. 
operate in 18,000 square feet of m 
own building. 
use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


i: 


We welcome the most searching inqui 
into our reputation and competence. 


Byer & Bowman 
Advertising Agency 
66 S. 6th St. © Columbus, Ohio * CA 1-7751 
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; Profits for Advertising Agencies by Billings Bracket, 1955-1956 


Profits as a Percentage of Gross Income 


5.51% 


5.51% 


5.86% 


1956 1955 


1956 1955 


4.57% 


1956 1955 1956 


1955 1956 1955 1956 1955 1956 1955 


1956 1955 


6.42% § 30% 


AVERAGE 


1956 1955 


1956 1955 


PICTURE OF PROFITS—Agency profits dropped slightly from 5.51% in 1955 to 5.19% in 
agency picture supplied by the Ameri- 


1956, according to figures for the 


$10,000,000-and-up category with a | 
total billings figure of $10,196,000) 
for 1957. The total included $2,- 
146,000 in capitalized fees. Com-| 
parable figures for 1956 were $9,- 
975,000 and $1,465,000. The agency 
gained Bakers’ Franchise Lite Diet| 
bread, Field & Flint’s Foot Joy) 
shoes, Barricini candies, Pierce’s| 
Proprietaries, Park & Tilford’s | 
Scottish Majesty scotch and Best| 
Canadian whisky, and Stone-Tar- | 
low Co. (Ben Hogan golf shoes). 

Mogul lost the $1,500,000 Mani- 
schewitz wine account (Monarch 
Wine Co.) and Park & Tilford’s 
toiletries and dyestuffs division. | 
The latter was resigned over prod- 
uct conflicts posed by the new Til- 
ford toiletries and Revlon products. 
In April, the agency announced a 
four-year expansion program 
aimed at doubling the 1956 billings 
figure of $9,975,000. The agency 
last year invested its billings this 
way: 12% in newspapers, 8% in 
magazines, 24% in radio, 46% in 
television, 3% in business papers 
and 6% in point of sale. Mogul em- | 
ploys 129 persons in one office and | 
expects a 5% increase in billings 
in 1958. 


“over-all” 


Morey, Humm & Warwick, New| Hills. Clifford Gill was named di-! 


York, billed approximately $11,- 
000,000 in 1957, the same as re- 
ported in 1956. During the year, 


Paris & Peart Inc., New York, 
rector of North’s western subsidi-| which broke into the better-than- 
ary, North Advertising of Califor-| $10, 000,000 group in 1956, when it 
/nia, and of the Gill agency. North | reported billings of $10,500,000, in- 


the agency added National Grocery | invested its billings last year as fol-|creased its total to $10,800,000 in 


Co., Norwalk Valve Co. and United | lows: 15% 


Manufacturers; 
ard Triumph Motor Co., 
Smith Co.,_ International 
Assn., and Metropolitan 


Eppens | 
Golf 


it dropped Stand- |magazines, 5% in radio, 60% in tel-|Re-Dan Packing Co., 


Wire |other areas. The agency employs no account losses. 


in newspapers, 10% in| 1957. The agency last year added 
Romanoff 
evision, 2% in business papers, 3% Caviar Co., Arcadian Gardens Inc. 
in farm publications and 5% in|and Red L Products Inc. It reported 
Media invest- 


Goods Corp. It has approximately 100 persons in three offices. It ex- | ments went like this: 28% in news- 


100 employes in one office. 


North Advertising, Chicago, 
billed $11,000,000 in 1957. In 1956, 
the agency reported billings of 
$10,000,000. North last year gained 
Jewel Food Stores, Toni’s Adorn 
hair spray and Twirl home perma- 
nent, World Wide Automobiles’ 
eastern district (for Volkswagen), 
Gillette Laboratories’ Thorexin 
cough medicine and Schiffli Lace & 
Embroidery Institute. In a reassign- 
ment move by the Toni division of 
the Gillette Co., 
Hush deodorant (billing 
nent (billing about $1,250,000). In 
June, the agency increased its West 
‘Coast facilities by affiliating with 
the Clifford Gill Agency, Beverly 


| pects a 15% gain in 1958 billings. 


North picked up| 
about | 
$500,000) while losing Prom perma-|in television, 


papers, 25% in magazines, 14% in 
radio, 10% in television and 22% 
Ogilvy, Benson & Mather, New ) in point of sale. Paris & Peart em- 
York, billed $17,140,000—including | ploys 115 persons in two offices. It 
$1,975,000 in capitalized fees—in| expects 1958 billing to advance to 
1957. The corresponding figures for | $11,200,000. 
1956 were $14,099,923 and $2,382,- | 
981. The agency gained Lever Parkson Advertising, New York, 
Bros.’ Lucky Whip, Rolls-Royce! formerly known as Edward Kletter 
Inc. (billing about $100,000) and Associates, billed an estimated $15,- 
Zippo Mfg. Co. It lost Diamond | 500,000 in 1957, compared with an 


| Crystal Salt and S. Augstein &/estimated $8,000,000 or more in 


Co.’s Sacony wear. Billings were) 1956. The increase was due to ex- 
invested as follows: 26.2% in news- | panding billings for Pharmaceuti- 
papers, 30% in magazines, 5% in| cals Inc. plus billings for J. B. Wil- 
supplements, 14.2% in radio, 22.4% | liams Co., which was acquired by 
1.2% in transit and| Pharmaceuticals during the year. 
outdoor and 1% in business papers. | Considerably more than 75% of 
The agency employs 200 persons | Parkson’s billings stem from Phar- 
in one office. It offered no estimate | maceuticals Inc. products, such as 
of 1958 volume. |Geritol, Sominex, R.D.X., Sominex 


| president 


can Assn. of Advertising Agencies. All other figures above, shown for ten different 
brackets, were obtained by Advertising Age from its own sources. 


Serutan, and the Williams line, in- 
cluding Kreml] hair preparations, 
etc. There were no account losses. 
Billings were invested as follows: 
20% in print media, 5% in radio, 
70% in television and 5% in oth- 
ers. The agency now has 70 em- 
ployes in one office, and expects 
1958 volume to go up one-third to 
hit the $20,000,000 mark. 


Reach, McClinton & Co. (for- 
merly Reach, Yates & Mattoon), 
New York and Newark, billed 
$12,240,582 in 1957, a figure which 
included $723,028 in capitalized 
fees, The 1957 total put the agency 


| for the first time into the ranks of 


the $10,000,000-and-up group. As 
Reach, Yates & Mattoon, the 
agency billed $7,131,000 in 1956. 
The agency became Reach, Mc- 


‘Clinton last March when H. L. 


McClinton joined it after resign- 
ing the presidency of Calkins & 
Holden. Mr. McClinton became 
and Charles Dallas 
Reach became board chairman. 
Immediately after this, Pruden- 
tial Insurance Co. announced 
transfer of its $5,000,000 account 
from Calkins to Reach. The agen- 
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Electronics: a *9% to $12 Billion Industry by 1965 


The electronics industry is outstripping the rate of 
growth of the national economy itself. In fact, all 
economic barometers point to a 50% increase over 
the current $6.9 billion market figure in just the next 
seven short years. This explosive-like expansion has 
already placed electronics among the top ten U.S. 
industries. And the estimated 1957 volume of $6.9 
billion (inclusion of broadcast and service revenues 
would bring the total to over $12 billion) is 7% 
greater than a year ago and five times greater than 
1948! (See graph at right) 


1948 
Over $1.4 billion 


1958 
Over $7 billion 


1965 
Over $91 billion 


Estimated electronics production 
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A LOOK AT TODAY’S 
$7 BILLION 
ELECTRONICS MARKET 


A report by the Editor of electronics 


Trends and Prospects. During recent months, guided 
missiles clearly moved forward as a mainstay of our na- 
tional defense. Great emphasis is being placed today on 
the ICBMs, which require high-level development in long- 
range radar, high-speed computers and infra-red detection 
systems. All these, depending on electronics circuits, in- 
dicate on the whole a better, more secure future for the 
electronics industry. 


Much work today is also being done in electronic 
counter-measures, and a great deal of undisclosed work 
has gone into underwater ordnance, including sonar and 
mine-detection apparatus and air-to-underwater guided 
missiles. 

The component business has seen transistors grow dur- 
ing the past year from a $35 million to a $70 million 
business. Some observers expect industry transistor sales 
to reach a billion dollars annually by 1967. 


The commercial and industrial end of the electronics 
business is being invaded by all kinds of military con- 
tractors. Electronics control equipment is gaining in- 
creased acceptance in the field of machine tool control, 
and every day sees the use of high-energy particle accele- 
rators in all branches of industry. Closed circuit TV is 
growing by leaps and bounds. 


The Year Ahead. Electronics in the home has been a 
little soft but the slack can be expected to be taken up 
by color TV, portable and car radios, radar ovens, ultra- 
sonic washers and other products still being developed. 
High-fidelity too is growing bigger and bigger, with pack- 
aged installations slowly improving their competitive posi- 
tion in respect to custom-built set-ups. 


On the surface it would seem that cutbacks in pro- 
posed capital spending by industrial firms woulc adversely 
affect the industrial electronics market. This is not neces- 
sarily so. Industry will be spending to get the best return 
on the dollar in a labor market expected to be tight for 
at least another four years. This means more emphasis 
on labor-saving equipment — and more electronic 


equipment. i W Wee 7. 


W. W. MacDonald 
Editor, electronics 


IN ALL, ELECTRONICS 


HAS 4 MAJOR GROWTH AREAS 


1 T 
BILLIONS OF DOLLARS 


‘50 ‘55 
MILITARY ELECTRONICS 


This is ‘‘the big one’’ — accounting for half of the entire in- 
dustry’s total expenditure. Electronic dollars for defense are 
now being spent at $3.1 billion per year — almost $10 million 
r day! Expert opinion is that this spending will hit 

illion by 1965, of which, the greatest part will be accounted 
for by missile guidance. This, too, is the largest single item 
in the whole electronics industry, —s up 30.3% of military 
spending for electronics, 14.4% of total industry sales. 


4 
BRLIONS oF 


0 
‘50 ‘55 60 ‘65 
REPLACEMENT ELECTRONICS 
che me pg the fastest growing of all ts. It ex- 
a jump of almost 17% during the 1956-1957 period, 


peri 

with dealers and servicemen accounting for 68.2% of to 
sales, industrial users 20.7%, hams 5.6%, government 3%. 
Presently replacement electronics accounts for almost $944 
million . . . indications point to a total market of $1.8 billion 
by 1965. As one example of this dynamic growth, sales of 
re paws tubes — — $118 million in 1956 to 
over $137 in 1957! The sales other replacement components 
also skyrocketed! 
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HOME ELECTRONICS 


The home electronics segment of the industry totals roxi- 
mately $1.5 billion! A $2 billion market is forecast by 1965 28. 
with major growth in portable and car radios, color TV and 
Hi-Fi which today accounts for about $400 million. Other 
significant new products which will build up this part of 
market include: battery operated TV, advanced car radios, 
ultrasonic washers, radio wave ovens. 
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INDUSTRIAL ELECTRONICS 


Informed sources feel this is the ‘‘sleeper’’ in the market—spend- 
ing by industry in electronics is expected to jump 43% in the 
next three a (from $1.11 billion capital ex itures in 1957 
to $1.47 billion in 1960!) By 1965, $2 billion will be hit. Mar 

factors can enter this picture to further accelerate growth, 
as more advanced data processing systems, automated industrial 
controls. nuclear instrumentation, advances in ial sound 
electronic test equipment, civilian aviation systems. 
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Your Electronics customer 
buys OVER 2,000 different items! 


Talk about problems! Your prospect and customer has 
over 4,000 different companies from which he can 
purchase over 2,000 different items. Imagine having to 
evaluate the individual facilities and abilities of each! 
Compare this to 1940 when only approximately 350 
items were available ... and you can readily see why he 
must be able to get information fast when he needs it. 


Yet this is only part of the purchasing problem that 
faces your prospect or customer ...he must be aware 
of complex engineering problems: mechanical consid- 
erations, chemical compositions, metallurgical require- 


ments, the effects of temperature, pressure, radiation 
and thousands of other conditions. To guide him through 
this maze of information your buyer relies on his back- 
ground, his experience, his intuition, his associates’ ex- 
perience, his professional consultants and electronics! 


Make his job easier — help him and yourself — by 
defining your position in this dynamic, growing industry 
through advertising which will literally make thousands 
of sales calls for you every day! Advertising is the key 
to making and holding your market position. 
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HERE ARE THE SPECIFICS ON 16 IMPORTANT PRODUCTS 


The graphs and the data given here illustrate the overall trends 
of consumption for each product . . . further, more detailed information 
is available from electronics Market Research Staff. 
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CAPACITORS 
MILLIONS OF UNITS RESISTORS 


MILLIONS OF DOLLARS 
1,800 . 


ed 


Magnetic Amplifiers 1,500 
The current annual volume is about $100 
million. At the end of World War II there 
was practically no magnetic amplifier mar- 1,000 
ket. While the Government's share of the ‘ 
market is about 60%, new commercial uses 
are developing rapidly 


TEST INSTRUMENTS PRINTED WIRING BOARDS TRANSISTOR SALES 
MILLIONS OF DOLLARS SQUARE FEET (000) MILLIONS OF TRANSISTORS 
a - , oor Tt —;—_—— 
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$98 ‘ "56 ‘ ‘33 SS ‘S759 OT 63 
Permanent Magnetic Materials Relays 


Estimates placed the total permanent mag- From 1951 to 1956 the total number of relay 
netic materials market at approximately manufacturers increased by 87',. The prin- 
$30-35 million in 1956. Loudspeakers account cipal market areas for relays are: military 
for 20 of the market; oscillographs, gal- and aircraft equipment (85% of total mar- 
vanometers, meters, indicating instruments, ket); industrial (10% of total market); 


controls, relays, etc. account for 18°;. Radar commercial equipment (5‘: of the total mar- 
accounts for 17% ket) 


ALL SEMI-CONDUCTOR SALES COMPUTER SALES COLOR TV 
MILLIONS OF DOLLARS MILLIONS OF DOLLARS Ph nt nt hd sant 
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Magnet Wire Plastics 


In 1947 the total magnetic wire market was The overall production of plastics and their 
estimated at $140 million. By 1954 it had use in electronics is growing at a rapid rate 
giown to about $175 million. enameled Production of synthetic resin reached over 
magnetic wire accounting for $143 million 3 billion pounds in 1955, 5 times the 1953 
of the 1954 figure. Some major applications total. And the 1953 total value of plastic 
of magnetic wire are: radio, TV, radar, radio, TV and phono cabinet shipments 
sonar, motors, transformers, etc. reached $12.7 million 


MOBILE RADIO PICTURE TUBES RECEIVING TUBES 


BREAKDOWN OF SETS IN USE BILLIONS OF DOLLARS OF SALES BILLIONS OF DOLLARS OF SALES 
a eee ee am | od 
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WHO SPECIFIES PRODUCTS? 


These graphs demonstrate the many different influences on a 
purchasing decision. Complete details are available on request. 
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ainam One of the best ways to familiarize yourself with the men 
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EVALUATION FOR 
PRODUCTION 


DESIGN ENGINEERING 


MARKET PATTERNS 


The Men Your Product Must Please — Men You Must Sell! 


Out of the lab comes the new concept — the new circuit. Production / Management — and the Customers. Decision? 
On to the design engineers, and then days... weeks... . Rip out the faulty component and ruggedize it. And hurry 
even months of planning, building, testing - BY READERS even more! 


OF electronics. Another meeting — of Research/ Design / : : . "nee 
Production/ Management — and the Customer in many cases It works! Deliver 50 — deliver 500. On the line, into the 
— ALL READERS OF eleetronies. Once again, the decision _field — to be operated and maintained by READERS OF 


is — go ahead. electronics. 
From design to production. Bugs come up — are straight- Meanwhile, through design and production a steady 
ened out. More bugs. Production engineers (READERS OF stream of other projects continue! 


’ electronics) call another staff meeting. The decision? Change 


one of the components and hurry up! And here’s the pay-off, for you. It takes all of them — 


Laboratory Research / Design / Production / Management / 


j Out of production to field tests. Ten units delivered. User to get the electronics product into the system, to keep yi 
‘ (BY READERS OF electronics TO READERS OF elec- it there and to build its reputation with the user so he keeps 
tronics.) Breakdown under test — voltage fluctuation, arc- on preferring it. These are the men electronics is edited to 


over, chattering. Hurry up meeting —of Research / Design/ satisfy — the men who read it and respect it! 
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PUBLISHED WEEKLY 
ALTERNATE ENGINEERING AND BUSINESS EDITIONS 


More Issues Mean More Information 
More Information Means More Readership 
For Your Advertising 


Engineering Editions — electronics Engineering 
Edition is packed with carefully detailed “how-to” 
technical information that engineers can use di- 
rectly in their work. This builds an audience for 
advertising which features specifications and oper- 
ating characteristics from which engineers can 
SPECIFY and BUY. Your advertising in the Engi- 
neering Edition gives you important sales strength 
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electronics complete 
editorial coverage 

is vital to the 

men you must sell! 
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electronics NIAA Form states that the 
publication serves “Electronic theory, de- 
sign and application of electronic circuitry; 
new developments, marketing and research 
in design circuitry to manufacturers and 
users of electronic and allied products.” 
How well does it serve? 


Leaf through any edition of electronics 

— Engineering or Business — see for your- 

self why readers look for it, use it, need it. 

From the colorful, keynote cover you are 

carried from page to page packed with 

eye-attractive layouts of solid, technical 

articles, business information, marketing 

and research data, and associated informa- 

tion. Notice the graphs, charts and circuits. 

. c As an industry electronics is built up on a 

sm 5 P } base of circuitry and so is its leading mag- 

* ? . azine...circuits which show critical values; 

readers can put them to work immediately! 

Is it any wonder they prefer electronics”? 

This looks simple, basic, easy-to-do . . . 

but don’t be fooled! To create these weekly 

issues, a highly trained editorial staff of 

0 u eve r we e 35 specialists works full time. This often in- 

volves travelling thousands of miles to visit 

plants and people, making dozens of phone 

calls and sending out thousands of ques- 

tionaires. In fact as much as 35% of their 

throughout the vital Research and Design levels time is spent in the field. Once the facts 

of the electronics industry! = — ~ ape ge ae must be 

. nas » sifted, analyzed, double c - 

Business Editions — The electronics Business fectively reported . . . itn nolan ln 
Editions interpret the news and events in the in- 


editorial judgment and technical know- 
dustry. Here is a non-technical editorial background how. The payoff comes in the many hours 


just right for advertising that has as its prime pur- electronics readers spend studying both 
pose increasing the recognition of a company as a the pages of editorial and advertising in 
“ : : the magazine. 

preferred source of supply by institutional-type or During 1957 electrontes editorial stafless 
product-type advertising and by presenting the ; ‘war 27 

: . produced over 2,700 pages of hard-core 
product in such a way as to feature the economic information — the equivalent of nine 300- 
advantages of its use. Your advertisements in the page text bcoks. In addition to their own 
electronics Business Editions emphasize reader- ; efforts, they are supported by McGraw- 
ship of the important engineering-management men Hill's world-wide news service, famous for 
of the electronics field! fast, factual reporting of business infor- 


; fp ’ mation. Nationally, full time electronics 
52 Issues plus the Mid-June Buyers’ Guide To editors report from such important areas as 


Serve All Your Marketing Needs! New England, Chicago, the West Coast. 
These full time editors are active members 
of such important associations as: IRE, 
AIEE, Radio Club of America, ARRL, 
SMPTE, N. Y. Soc. Sec. ANAL., ASME. 
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ELECTRONICS CIRCULATION GROWTH 


| ELECTRONICS RATE PER 1000 SUBSCRIBERS 


| 


0 


electronics cost per 1000 pros- | 
pects has remained nearly con- 
stant for 20 years. 


7 Los 
10 San 


‘38 ‘40 ‘42 ‘44 ‘46 ‘50 


653 Subscribers in Washington 
232 Subscribers in Oregon 

88 Subscribers in Idaho 

7,183 Subscribers in California 

48 Subscribers in Nevada 

99 Subscribers in Utah 
333 Subscribers in Arizona 
291 Subscribers in Colorado 


364 Subscribers in New Mexico 


electronics circulation saturates the 
important West Coast (Send for 
Data Sheet #102) 


52 


19 Port 


‘54 ‘56 


electronics circulation distribution parallels the 
market's sales potentials. (Send for full size copy 
of this map) 


Angeles 141 
Francisco 49 
mm | 
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electronics penetration in 30 giant companies 


electronics 


subscriptions 


electronics 


subscriptions 
120 
282 
544 
272 
117 
405 
141 
159 
113 
183 
852 
208 
282 
478 
403 


Company Company 
Lockheed Aircraft 
Bell Telephone Labs. 
Bendix Aviation Corp. 
Boeing Airplane Co. . 
Burroughs 

Convair 

Collins Radio Co.... 
Douglas Aircraft Co. 


Minneapolis- 
Honeywell 

Motorola 

North American 
Aviation 


Federal Tel & Radio. 
General Electric... . 
General Motors Corp. 
Gilfillan Bros. ..... 
Hughes Aircraft .... 


Raytheon 

Sperry Rand 
Sylvania-Corning ... 
U.S. Rubber Co. .... 
Western Electric Co. 
Westinghouse 


electronics circulation reaches 


the heart of the industry! 


Design / production / research / man- 
agement! These are the important men 
in the electronics industry — and it is 
among these men the circulation of 
electronics is strongest! These men need 
electronics. They are willing to pay $6 
a year to get it! They also must meet 
electronics strict circulation quality 
standards . . . thus keeping an effective 
“quality control” on the circulation. It's 
this “double screening” that delivers 
greater value for your advertising dol- 
lar. And electronics 1958 circulation 
will be over 52,000 paid! 

Here's another way to look at this 
important problem of getting your ad- 


vertising message to the men who make 
the buying decisions. Shown above is a 
study of electronics penetration among 
30 giant companies — companies whose 
purchases dominate this $7 billion mar- 
ket. Note the strong circulation among 
key men in these companies. They need 
electronics in their work and their com- 
bined subscriptions (at yearly U.S. sub- 
scription rate of $6.00) equal a $50,000 
vote of confidence ... they HAVE to 
read electronics in their work! Remem- 
ber, too, that electronics has a known 
average pass-on circulation of 2.54 read- 
ers per copy —and you can see why 
it pays to advertise in electronics! 


electronics Circulation Breakdown 
Total fo 


. Electronic and Allied 
E M. if. 22,538 


© 
° 
. 


nd Development 
Government & Military 
Distribution 
Service & 
Educationa 
Public Libraries 

iscellaneo 
. Awaiting © 


pastatations 


Oeeaawe & HH 
wWEIUSdee 


g oS aKe 


us 
assification 
Total Paid Circulation 
Nov. 1, 1957 Issue 


49,332 100. 


During 1958 electronics 
circulation will increase 
to 52,000! 
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Every industry has ONE product 
...in electronics, it’s 


The annual electronics Buyers’ Guide is the one authori- 
tative and accurate product data and source book of the 
industry. It is compiled anew each year through compre- 
hensive, industry-wide questionnairing. 

For designers, producers, and users of electronic com- 
ponents, equipment, allied products, and services, the 
Buyers’ Guide features an alphabetical product listing 
with all advertisers’ names bold-face and page numbered 
for direct reference to specially-prepared catalog-type 
advertisements. 

It contains an all-inclusive Index of Manufacturers 
consisting of more than 4,000. Included are 14 pages of 
Manufacturers’ Representatives, 700 pages of catalog-type 


advertising revealing the most complete designs and specifi- 
cations of electronic and allied equipment for readers’ 
easy reference, 25 pages of listings for the buying of Used 
Equipment, Professional Services, and an Index of Ad- 
vertisers .. . changes in listings are made as late as 10 days 
before printing! Also of great importance are the 64 pages 
of useful editorial features that provide year long, ready 
reference and technical material. No wonder it is called 
“the ONE indispensable reference book of the industry.” 

It all adds up to over one thousand pages of the most 
reliable, valuable and complete buying and data sources 
available today. A good, solid base on which to build your 
sales. Published annually in mid-June! 


data book 
the BUYERS’ GUIDE! 
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electronics services which add extra 
value to your advertising 


An Exclusive Package of Merchandising and Marketing Aids 


READER SERVICE CARDS. Forwarded daily to manufac- 
turers and agencies. Give readers additional information 
. information they need in order to buy! 


ADVERTISING AND EDITORIAL READERSHIP REPORTS. A 
measurement of Reader Interest, the results of which 
verify editorial policy and offer benefits to advertiser 
and agency. Printed reports are available on request. 


MANUFACTURERS’ REPRESENTATIVES LISTS are kept on 
file in all branch offices, containing extensive up-to-date 
information on lines carried, territories, personnel, ware- 
housing facilities, etc. Over 1000 manufacturers’ repre- 
sentative firms are questionnaired each year. (Manu- 
facturers’ representatives account for a high percent of 
electronic sales. ) 


MARKET DATA going back over the years is cross-indexed 
in electronics files to offer the most complete statistics 
available for electronic and allied products. Industry 
requirements are projected into the future as a regular 
service by the electronics Research Department. 


“ELECTRONIC MARKETS” is published by the Business 
Department of electronics each month to interpret elec- 
tronics for advertising, sales and management people 
interested in the future of the electronic industry. 


PLUS Comparative Readership Surveys 
Buying Influence Surveys 
Product Recognition Surveys 
Market Pattern Map 
Convenient Publishing Cycle Chart 
Latest ABC Statement 
1958 Rate Card 


electronics REPRESENTATIVES 


New York 36—500 Fifth Ave. Oxford 5-5959 

Chicago 11—520 N. Michigan Ave. Mohawk 4-5800. 

Cleveland 13-55 Public Square. Superior 1-7000 

Philadelphia 3— Six Penn Center Plaza. Rittenhouse 6-0670. 
Boston 16—350 Park Square Bldg. Hubbard 2-7160 

Atlanta 3—1301 Rhodes-Haverty Bldg. Jackson 3-6951. 

Denver 2—Mile High Center, 1740 Broadway. Alpine 5-2981. 

San Francisco 4—68 Post St. Douglas 2-4600 

Los Angeles 17—1125 W. Sixth St. Madison 6-9351 

Dallas 2—The Vaughn Bldg., 1712 Commerce St. Riverside 7-5117. 
England—McGraw-Hill House, 95 Farrington St., London E. C. 4 


CHART OF PUBLISHING CYCLES 


engineering business engineering business 
edition edition edition edition 


CYCLE B 
JAN. 
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BUYERS’ GUIDE ISSUE— JUNE 15 


RATES AND MECHANICAL DATA: 


ADVERTISING RATES 
Effective January 1, 1958. 
RATES 
Rates for the regular issues of the publication are based on the total space 


contracted for and used in those issues within a 12 month period from 
the date of the Ist insertion. 


NOTE: Same for electronics Buyers’ Guide. Buyers’ Guide cannot be used 
to complete contracts. 
Per page 

Less than 4 pages J 17 pages 

4 pages . ; . B45. 26 pages .. 

6 pages . ; 39 pages . 

8 pages . . ' 52 pages 

13 pages 


FRACTIONAL PAGE RATES 
Following fractional page rates calculated from above rates for con- 
venience of advertisers using a series of ads of same or varying sizes. 
Rates based on total space used within 1 year. 


1 ti. 6 ti. 13 ti. 26 ti. 39 ti. 52 ti. 
2/3 pees 5 ¥ ‘ 536.66 520.00 520.00 
1/3 p 286.67 286.67 2 276.67 271.67 268.33 
1/6 page i 143.33 143.33 140.83 139.17 138.33 


COMBINATION RATES 


It is not possible to obtain rates for electronics by buying space in com- 
bination with other McGraw-Hill publications. 


INSERTS 
Engineering Edition billed at B&W rate 
Business Edition and Buyers’ Guide— pates on request. 


COLORS 
—— standard 2nd color: yellow, orange, red, blue, green, per 4006 


Matched 2nd color plus space cost 
Metallic inks—contact publisher 
2nd colors available in all sizes el display ad units. 


BLEED 
Per page or fraction, extra 


125. 
Acceptable in multi-page, full page and 2/3 page units. For plate size see 
Mechanical Requirements 


MECHANICAL REQUIREMENTS 


In. In. Page In. In. 
Wide Deep Unit Wide Deep 
7 1/6 4-9/16 x 2-5/16 
4-9/16x 10 2-3/16 x 4-7/8 
4-9/16x 4-7/8 
2-3/16 x 10 


Page is 3 columns, each 2-3/16” 

Composition: No charge for normal copy to be set. 

Halftones: 100-110 screen; 120 for covers and inserts. 

To obtain quality reproduction original halftones and line engravings 
must be supplied. Halftones for r.o.p. ads should be made to meet require- 
ments of high speed web press (rotary) printing, i.e., deep etched, .0038” in 
highlights, tone contrast exaggerated. Retain ‘‘dead metal’’ channel 
routed to 1/8” of live matter. Full page units should have 1/2” minimum 
bearers around page. Plates to be shipped unmounted. For checking make- 
ready values, send 2 engravers proofs on stock similar to publication. 
R.O.P. stock for proving sent free on request. 

Binding—Engineering Editions: side-stitched. Business Editions; saddle- 
stitched 

Blocked electros or blocked original plates are acceptable only for inserts 
and cover advertisements. 

All engravings, electros, etc., scrapped if not requested within 12 months 
after last use 

Plates, drawings or photographs supplied by publisher are to be paid for 
by advertiser. Necessary repairs to plates received in worn or damaged 
condition, and any requested mortising, cutting or routing, patching, 
tacking, tooling, notching are to be paid for by the advertiser. Publisher 
a responsible for errors in key numbers and advertisers’ index. 

nsets 

Before making plates, or ordering printing, please check with publisher 
as to date, number of pages, quantity required, trim size. Maximum 
weight of stock: 100 lb. coated (25 x 38 basis) ; offset stock, 80-16 basis. 
Bleed: 
Plate size .... 
Trim size 

Keep essential matter at least 3/8” from each edge. 


ISSUANCE AND CLOSING DATES 
Published weekly 
Complete plates close 3 weeks prior to date of issue; copy to be set 4 
weeks prior to date of issue 
No cancellations after closing date. Contracts may be cancelled by ad- 


vertiser or publisher on written notice 30 days before closing date: 90 
days before closing date for covers 
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cy also gained Berlitz School of 
Languages from C&H. A number 
of Calkins people likewise moved 
to Reach. Reach, McClinton also 
gained Public Service Coordinat- 
ed Transport (New Jersey trans- 
port system), Westinghouse In- 
ternational Co., International La- 
tex (tv commerical production) 
and Renfield’s King William IV 
scotch. It lost the $2,500,000 Ben- 
eficial Finance account, effective | 
Dec. 31, 1957. The agency gave a! 
“rough” report on billings invest- 
ments: 65% in space, 35% in radio 
and television. It employs 137 
persons in five offices. (In addi- 
tion, there are two Reach affili- 
ates: Drake Agency, Houston, and 
Bacon, Hartman & Vollbrecht, in 
Jacksonville, Fla., Reach, McClin- 
ton expects a 50% increase in its 
1958 volume. 


Fletcher D. Richards Inc., New 
York, billed $20,638,983 in 1957, of 
which $431,436 was in capitalized 
fees. The 1956 figures were $21,- 
624,500 and $278,650, respectively. 
In 1957, Richards included $267,900 
from abroad in its total billings fig- 
ure. The agency added Alexander 
Smith, Burns Detective Agency, 
Johns Mfg. Co., Welcome Wagon, 
Folger coffee, Paul Klein Indus- 
tries, Dominion Rubber Co. Ltd. 
and KCBS Radio, San Francisco. 
It lost Avoset, but the major billing 
decline was represented by a slice 
in U. S. Rubber expenditures. In 
August, the agency’s west coast 
division, Harrington-Richards 
merged with the Raymond R. Mor- 
gan Co., with the new combination 
being known as Harrington, Rich- 
ards & Morgan. The move was 
reported to involve billings of $3,- 
500,000 for the new wholly-owned 
Richards’ division. Billings of the 
agency were invested as follows: 
21.8% in newspapers, 40.9% in 
magazines, business papers, sup- 
plements and farm publications, 
5.9% in radio, 20% in television 
(including 14% for spot tv), 3.8% 
for point of sale and 1.6% for out- 
door. Richards employs 247 per- 
sons in five offices. It expects 1958 
billings to go up by 20%. 


Ross Roy Inc., Detroit, billed 
$17,900,000 in 1957, which included 
7,327,000 for merchandising, direct 
mail and sales promotion. In 1956 
the comparable figures were $15,- 
052,000 and $5,514,000 respectively. 
Roy added the trust division of the 
Detroit Bank & Trust Co., Michi- 
gan Tourist Council and the South- 
wind division of the Stewart-War- 


1x.er Corp. It lost the Eljer division of 
the Murray Corp. of America. The 


agency employs 280 persons in 


three offices. It offered no estimate 


of 1958 billings. 
Tatham-Laird Inc., 


Chicago, 
billed $20,307,000 in 1957, which in- 


Average Net Profit 
For All Agencies 
0.78% of Billings Volume 


Source: American Assn. of 
Advertising Agencies 


cluded $87,000 in capitalized fees. 
In 1956, the agency billed $22,142,- 
400, including $106,400 in fees. It, 
gained Procter & Gamble’s Amer- 
ican Family products, Whitehall 
Laboratories’ Kolynos toothpaste 
and other products, and General 
Mills’ Betty Crocker muffin mix. 
The first two accounts were added 
toward the end of 1957, the third | 
in August. Then, in November, | 
Tatham picked up Toni’s Prom per- 
manent (billing about $1,250,000) 
while it lost Toni’s Bobbi pin curls 
(about $1,000,000) and Hush deo-| 
dorant (about $500,000). The agen- | 


billings. Tatham-Laird’s billings 
were invested as follows: 47% in 
print media and 53% in radio and 
television. The agency employs 190 
persons in three offices and expects 
1958 billing to advance 7% over| 
last year. 


Vickers & Benson Ltd., Montreal, 
is estimated to have billed $10,- 
500,000 in 1957, compared with a 
1956 estimate of $6,500,000, which 
may have been low. The agency 
says it ranks third in volume of 
billings in Canada. Among accounts 
gained were the White Rose gaso- 
line division of Canadian Oil Com- 


The agency gained Seagram’s VO} 
and Seagram’s Golden Gin and 
Revlon lipsticks, nail enamel, Fu- 
turama, Touch & Glow, eye make- 
up and other products and Revlon 


and Jacob Ruppert decided last No- 


International. It lost Schick Inc. 
vember to move its beer advertis- 
ing out of the shop on Feb. 1, 1958. 
The George W. Luft Co. (Tangee 
cosmetics), J. A. Wright & Co. (Sil-| 
ver Cream) were other losses. The 
agency invested billings like this: 
34.9% in newspapers, 11.5% in) 
magazines, 17.6% in radio, 23.5% 
in television, 4.1% in outdoor, 2.5% 
in business papers and 5.6% in art 
and mechanical. Warwick employs 
170 persons in one office. It expects 
1958 billing to be up by 30% over 
57. 


Edward H. Weiss & Co., Chicago, 
billed $14,800,000 in 1957 as com-| 
pared to $12,050,000 in 1956. The| 
agency gained the J. W. Mortell| 


cy also lost the Armour & Co. ac-|Co., Carling Brewing’s Stag beer, and Walsh—moved up out of the 
count, worth about $3,000,000 in Standard Knitting Mills and Hel- | ¢1-to-$5,000,000 group. 


ene Curtis’ Stopette, which bills) 
between $1,000,000 and $1,500,000. | 
It lost Sealy Inc. (but billings 
don’t cease until March, 1958), Au- 
topoint Co., a division of the Cory 
Corp., which Weiss had been han- 
dling (both trade and consumer 
advertising, worth $1,000,000 in 
billings) between March and Sep- 
tember, and the R. M. Hollingshead 
Corp. The agency was reorganized 
last year to integrate marketing, 
|research and media under Jack 
|Bard, vp for marketing services. 
About 25% of the agency’s per- 
sonnel come under the new mar- 
keting services group. Billings were 


panies Ltd., Pan American Coffee 
Bureau, Andrew Jergens Co., 
Myers rum, part of Bristol-Myers 
Co., Canadian International Paper’s 
panel board, high grade containers 
and other products, American 
Standard Products, North Ameri- 
can Cyanamid, Aviation Electric 
Ltd. and Quebec Natural Gas Corp. 
It lost no accounts. Media break- 
down included space 49%, televi- 
sion 24% and radio 7%. The agen- 
cy has 195 employes in two offices, 
and expects a 20% increase in 1958 
volume. 


Geoffrey Wade Advertising, 
Chicago, billed an estimated $11,- 
750,000 in 1957 as compared with 
an estimated $11,000,000 in 1956. 
Wade added the Fiberglas divi- 
sion of Libbey-Owens-Ford. The 
agency said it suffered no account 
losses. Wade employs 100 persons 
in two offices. It expects a 10% 
increase in 1958 volume. 


Warwick & Legler, New York, 
billed $14,600,000 in 1957 as com- 
pared with $14,500,000 in 1956. 
Billings last year (as in 1956) in- 
cluded $100,000 in capitalized fees. 


invested as follows: 8% in news- 
|papers, 23% in magazines, 4% in 
|supplements, 1% in radio, 53% in 
| television, 4% in outdoor and 7% 
|in business papers. Weiss employs 


| 152 persons in two offices. It ex- 
| pects 1958 billings to be about the 
| same as last year’s. 


Regular Features 
Return Next Week 
The regular lineup of features 
which normally appear in AA's 
feature section has been omit- 
ted from this issue to provide 
adequate space for an annual 
but considerably enlarged re- 
port on the billings of more than 
400 domestic and Canadian ad- 


regular places next week. 


vertising agencies. All the usual 
features will be back in their 


46 Agencies Billed 
$5-10,000,000 Last Year 


to Equipment Co., can division of 
|Crown Cork & Seal Inc., all but 


Bracket; Eight Move to one division of Pennsalt Chemicals 
Corp. and W. Atlee Burpee Co. It 
$10-25,000,000 Group |dropped Taylor Fibre Co. and 


New York, Feb. 20—In 1957, Spaulding Bakeries Inc. The agen- 


Six New Agencies in this 


‘there were 46 advertising agencies °Y has 90-95 employes in one office. 


whose billings were reported or es- 
timated to be $5,000,000 or more. | 
- fy 
This is drop of ten agencies trom cf which $1,508,456 was capitalized 
56 agencies in this category. Last year’s report originally gave 
Of seven agencies that were new | 1956 total billings of $5,962,592 
to the category, one (Buchanan oN pon Many inn ae but 
Co.) dropped down from the $10-| 7 nave been revised by the agen- 
cy so that 1956 billings are now 


> Sovdun Ruiner @ me a ee reported at $4,747,720 of which $1,- 
Gittins, Fulton, Morrisey Ronalds 314,323 is capitalized fees. The 

agency added Dictograph Sales 
Corp. (Acousticon). Corinthian 
| Broadcasting Corp. and S. Aug- 
stein Co.; the last was added in 
May and dropped in October. Oth- 
er accounts lost were Rootes Mo- 
Eshleman, Charles W. Hoyt, Law-| ‘0's. Baldwin Piano and Bride & 
rence C. Gumbinner, Edward Klet- Home. Magazines got 50% of the 
ter Associates (now Parkson), | #8ency’s billings, business papers 
Reach, Yates & Mattoon (now | 27%» newspapers 12%, radio and 
‘Reach, McClinton), L. W. Frohlich | television 11% and outdoor less 
and Vickers & Benson. One agen-| %e 


Anderson & Cairns, New York, 
reports 1957 billings of $5,004,674, 


s Eight other agencies moved up 
into the $10-to-$25,000,000 group. 
They were Emil Mogul, Griswold- 


an 1%. It has 96 employes in one 
icy, Hutchins, reported billings be- | office and forecasts a 25% in- 
low $5,000,000, and another, Swee- | Tease in 1958 volume. 


ney & James, was dropped because, 

it did not report its billings, and is| » hom Bete eam ce Lamb & 

not believed to have hit $5,000,000.| ™®®™ elphia, reports 1957 
|billings at $6,600,000, compared 


Beaumont & Hohman also de-|~. th “ 

clined to report, and is believed to| ron pay Roog $5,000,000 esti- 
have fallen below $5,000,000. Rob-|™#ted for them in 1956.” Among 
ert W. Orr & Associates went out | the accounts added dur ing the aww 
‘of business, becoming a division of WT® National Office Furniture 
Fuller & Smith & Ross. |Assn., Robertshaw Fulton Co., San 
| Among those agencies which) a macaroni, Pennsylvania 
forecast their 1958 billings, five | PUSS" Refining Co. and Sue Ann 
‘thought billings would rise but|¥00d Products Corp. Among the 
| would not hazard by how much, |/0Sses was Scull Coffee Co., Stangl 
‘one expected a rise of under 5%,| Pottery Co., Fine Arts Sterling Sil- 
‘seven said it would be between| Ver ©°. and Upholstery Leather 
5% and 10%, six said 15% on the Group. The agency has 90 employes 
nose, four between 10% and 20%, | in two offices, expects a rise in 1958 
two predicted 25%, one said 30% | Volume. 


and one optimist forecast a one- Marl ce 
third increase in its 1958 volume. an tea ae pA ny 
= Nine agencies said their 1958 |™ore than $8,000,000 in 1957, com- 
volume would probably be the pared with around $7,000,000 in 
same as 1957 and one, just now|!956. The agency added Murphy 
feeling the consequences of an es- | Products Co., does not report any 
timated 20% loss (via one account) |!0St accounts. It has 90 employes 
in billings, forecast a 15% drop in| in one office and expects a 5-10% 
1958. increase in 1958 volume. 

Reports on each of the agencies 
are, in alphabetical order, as fol- 
lows: 


Baker Advertising Agency Ltd., 
Toronto, does not release its bill- 
ings and is estimated to have 

Aitkin-Kynett Co., Philadelphia,| billed about $6,500,000 in 1957, 
is estimated to have billed around | compared with an estimate of $6,- 
$8,000,000 in 1957, up from the 000,000 the year previous. During 
“more than $6,000,000” estimated|the year the agency introduced 
1956 billings. The agency added| several new products for clients: 
Reaction Motors Inc., Monroe Au-' Jell-O chiffon pie fillings for Gen- 
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eral Foods Ltd.; Correctol and Reg- 
utol for Pharmaco (Canada) Ltd. 
and cameras and other equipment 
for Canadian Kodak Co. Ltd. 
Baker has 115 employes in two of- 
fices, although nearly all are in 
Toronto. 


Biddle Advertising Co., Bloom- 
ington, Ill., reports billings of $7,- 
200,000 in 1957, of which $2,900,000 
is capitalized fees. In 1956 com- 
parable figures were $5,500,000 and 
$3,250,000. Accounts added includ- 
ed Fisher Governor Co., Safety 
Federal Savings & Loan Assn., C. 
D. Stampley, Winegard Co. and G. 
Leblane Corp., which came in in 
January and departed in October. 
Other accounts dropped were A. 
W. Cash Valve, the Anthony Co., 
and Chicago Dietetic Supply House 
Inc. Billings breakdown was news- 
papers 15%, magazines 15%, radio 
2%, television 8%, outdoor, busi- 
ness papers and farm publications 
10% each and collateral media 
30%. The agency has 100 employes 
in four offices, expects a 15% rise 
in 1958 volume. 


Botsford, Constantine & Gard- 
ner, Portland, Ore., reports 1957 
billings of $6,384,300, of which $1,- 
315,900 was in capitalized fees and 
$65,000 in billings outside the U.S. 
In 1956 the agency billed $6,150,- 
200, of which $1,604,300 was cap- 
italized. New accounts included 
Skyway Luggage Co., San Juan 
Fishing & Packing Co. and, start- 
ing in January, McKale’s service 
station chain. It lost the American 
Sheep Producers Council in June 
and Washington State Ferries in 
October. Billings breakdown was 
newspapers 22%, magazines 33%, 
radio 1%, television 13%, outdoor 
19%, business papers 10% and 
point of sale 2%. The agency has 
69 employes in four offices, expects 
1958 volume to equal last year. 


Buchanan & Co., New York, 
dropped out of the $10,000,000- | 
and-up category in 1957, when its 
billings came to $8,932,000. The | 
1956 figure was $11,100,000. The) 
agency gained Warner Bros. Pic- | 
tures (totaling about $600,000 in| 
billings) and Consolidated Freight- 
ways Inc. It lost Air France (about | 
$600,000), Western Air Lines, it 
resigned Tidewater Oil Co., lost 
Eskimo Pie Corp. and Jos. Garneau | 
Co. (importer of Usher’s scotch, 
Cruse wines and Veuve Clicquot 
champagne), a _ subsidiary of 
Brown-Forman. Buchanan invest- 
ed billings this way: 75% in print, 
25% in television. The agency em- 
ploys 93 persons in three offices. 


Caples Co., Chicago, reports 1957 
billings at “over $5,500,000,” com- 
pared with 1956 when they were 
reported “over $5,000,000.” Ac- 
counts added were Dana Perfumes 
Inc., Dads Root Beer and Aloe 
Creme Laboratories; lost was U. S. 
News & World Report. Media 
breakdown is reported the same as 
1956, when it was newspapers 40%, 
magazines 42%, radio 7%, televi- 
sion 6% and others 5%. The agency 
has 100 employes in five offices, 
expects 1958 volume to be up 10%. 


James Thomas Chirurg Co., Bos- 
ton, does not report its billings and 
they are estimated to have been 
about $5,200,000 in 1957, compared 
with 1956 when they were esti- 
mated “between $5,000,000 and 
$6,000,000.” During the year the 
agency added Ford Instrument Co. 
(division of Sperry-Rand), Hotel 
Corp. of America and Reed-Pren- 
tice Corp., division of Packaging 
Machinery. It reports no im- 
portant accounts lost. Approxi- 
mately 65 employes are employed 
in two offices, and 1958 volume is 
expected to rise 8-10%. 


Cohen & Aleshire, New York 
(formerly Harry B. Cohen Adver- 
tising), does not report its billings 
and they are estimated to be about 


$9,500,000, compared with an es- 
timate of $9,700,000 in 1956. A 
small percentage of its billings was 
Canadian. The agency added Kiwi 
polish at year’s end, a new product, 
Grove’s 4-way liquid medication 
earlier in the year. It lost B. T. 
Babbitt’s Glim and Am-O, and 
Doeskin Products. Roughly 65% of 
its -billings was in radio and tele- 
vision. It reports around 100 em- 
ployes in one office, expects 1958 
volume to be up. 


Cole & Weber, Portland, Ore., is 
estimated to have billed in excess 
of $6,000,000 although the agency 
told AA that operations were 
changed from a calendar to fiscal 
year basis and so declined to give 
short-year figures. Only account 
change was the loss in January of 
Skyway Luggage Co., Seattle, 
which had been added two months 
earlier. The agency has three of- 
fices. 


Cramer-Krasselt Co., Milwau- 
| kee, reports 1957 billings at $9,- 
789,463.79, compared with $9,524,- 
482.36 in 1956. The agency added 
Groen Mfg. Co., Rainfair Inc. and 
B. D. Eisendrath Tanning Co., re- 


got 12.5% of the billings, magazines 
}and farm publications 31.8%, radio 
and television 16.8%, outdoor and 
transit 3.8%, business papers 
13.8%, point of sale 6.4% and oth- 
ers 14.9%. The agency has 131 em- 
ployes in one office, expects 1958 
volume to be up 10-15%. 


Roy S. Durstine Inc., New York, 
does not report its billings and is 
estimated to have placed about 
$5,000,000 in 1957. In 1956 they 
were estimated at around $7,000,- 
/000. The reason for the drop in 
| AA’s estimate was the loss of the 
|agency’s main account, Seagram’s 
VO and Golden Ancient Bottle gin 
‘last September, with one-third of 


ports no accounts lost. Newspapers | 
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the accounts’ billings still to go.| 
Another account lost during the! 
year was Strongheart Dog Food. 
Accounts added were Thermado 
division of Norris-Thermador Corp. 
and Baldwin Piano. The agency has 
three offices. 


Lawrence Fertig & Co., New 
York, does not report its billings 
and is estimated to have billed 
about $9,000,000 in 1957, compared 
with billings “between $9,000,000 
and $10,000,000” for 1956. The 
agency reports no account changes. 
Billings were divided among 
newspapers, magazines, outdoor, 
business papers, transit advertising 
and point of sale. The agency re- 
ports 90 employes in one office. 


Foster Advertising Ltd., Toron- 
to, does not report its billings and 
is estimated to have billed about. 
$6,000,000 in 1957, the same as the 


previous year. The company has 


more than 100 employes in four of- 
fices and 1958 volume is expected 
to rise about 10%. 


Clinton E. Frank Inc., Chicago, 
reports 1957 billings at $7,000,000. 
In 1956, billings were reported as 
“slightly over $6,000,000.” During 
the year, the agency added North 
Woods Coffee Co., Formfit Co. (tv 
only), Toni Co.’s Bright’ning and 
Bobbi and Rudolph Wurlitzer Co. 
The last two accounts are effec- 
tive this past January. It lost Bur- 
gess Cellulose Corp. at year’s end. 
There are 61 employes in one of- 
fice and 1958 volume is expected 
to go “up considerably.” 


Fulton, Morrissey Co., Chicago, 
joined the ranks of agencies billing 
more than $5,000,000 last year. 1957 
billings are reported at $5,323,- 
559.70, of which $1,695,276.65 rep- 
resents capitalized fees and public 
relations revenue and $103,704.01 
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Huge .. . sprawling . . . complex beyond belief — 
the market for construction equipment and related 


products. 


Contractors? They’re just half of it. Beyond 
them, buying units include governments, strip 
miners, sand and gravel outfits, loggers, utilities. 

CONSTRUCTION EQUIPMENT covers the entire 
market. 

It recognizes no artificial borders. If a firm buys 
construction products, it’s part of the market .. . 


and needs buying guidance. 


Same radical approach to choosing readers. Only 
CONSTRUCTION EQuIPMENT seeks out men who buy 
—and skips men who don’t. Titles be hanged. It’s 


the buying function that counts. 


There’s just one way to locate the buyers. Ask 


* 
¥ 


Unscrambling the complex 
construction market 
to find a direct line to the buyers 


the men who sell them: distributors of construc- 
tion equipment. Over 115 leading distributors work 


with ConsTRUCTION EquIPMENT. They buy sub- 


prospects. 


scriptions for their worthwhile customers and 


Call it franchise-paid circulation. Or call it com- 
mon sense. Conover-Mast believes in matching the 


magazine and its circulation method to the market. 


Results for advertisers? In Construction 
EQUIPMENT you reach 60,000 real buyers... in 


active buying units...in all segments of the con- 


struction market. Your advertising stands side by 
side with hard-hitting editorial, designed to serve 
buyers with information that only buyers could use. 
For complete information contact CONSTRUCTION 
EQUIPMENT, 205 East 42nd Street, New York 17, N. Y. 
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Canadian revenue. Total billings in | 
1956 were $4,556,311.45, of which 
$22,546 was Canadian billings. 
Among the agency’s new accounts 
were Wm. A. Cooley & Associates; 
stainless steel sink division, Ekco 
Products Co.; Kennatrack Corp.; 
Plastering Development Center 
Inc.; Lloyd Mfg. Co. division of 
Heywood Wakefield and Cana- 
dian billing for Lennox Industries. 
Magazines got 69% of the billings, 
business papers 23.5%, radio 
2.5%, television 2.8% and news- 
papers 1.5%. The agency has 43 
employes in one office, expects 
1958 volume to equal 1957. 


Bert S. Gittins Advertising, Mil- 
waukee, reports 1957 billings at 


$5,000,000 and is a new-comer to 
these ranks, Last year the agency 
reported $4,500,000. Accounts add- 
ed were American Hereford Assn., 
Indiana Steel Products Co., Na- 
tional Agricultural Supply Co., The 


Oilgear Co. and Trecker Aircraft|people in four offices. 


Corp. Lost were Propulsion Engine 
Corp. and Trad Rug Co. Business 
papers got 43% of the agency’s bill- 
ings, other publications 46%, radio 
and television 9% and miscellane- 


ous 2%. The agency has 75 em-| 
ployes in one office, expects 1958 


volume to be about the same as 
last year. 


Gotham-Vladimir Advertising, 


New York, billed an estimated $6,- 


000,000 in 1957—about the same as 


1956. The agency has about two- 


thirds of its business in interna- 
International 
advertising for Minneapolis-Hon- 
eywell Regulator Co. was added 
during the year, while General Dy- 
namics corporate advertising and 
export advertising for the Ozalid 
division of General Aniline & Film 
Corp. were lost. The agency opened 
an office in San Juan, Puerto Rico, 
early in 1957 and now employs 115 


tional accounts. 


L. H. Hartman Co., New York, 
reports its 1957 billings at $5,263,- 
| 000 of which $133,000 is capitalized. 
Last year the agency originally re- 
ported 1956 billings at $5,059,400 


|with $133,400 capitalized, but they 
\have been amended so that 1956 


Guild, Bascom & Bonfigli, San | billings are now reported at $4,- 
Francisco, billed $8,143,815.10 in 
1957 of which $128,593 was capital- 
ized fees. In 1956 comparable fig- 
ures were $8,462,955.86 and $58,- and Gordon’s vodka, a new product. 
430. The agency added Breast-O’-|It lost Renfield Importers’ Riondo 
Chicken Tuna, Heidelberg Brewing|rum, King William the Fourth 
Co., Nucoa division of Best Foods|scotch and Dubonnet aperitifs. 
Inc., Max Factor’s Sofset and Mary 
Ellens’ Jams & Jellies. It lost Re- 
gal Pale Brewing Co. Television got 
75% of the billings, radio 13%, out- 
door 5%, newspapers and maga- 
zines 2% each, business papers and 
transit advertising .5% each and 
others 2%. The agency has 83 em- 
ployes in four offices, forecasts a 
30% rise in 1958 volume. 


| 201,000 of which $133,000 is capi- 
\talized fees. The agency added 
Monroe Calculating Machine Co. 


| Billings breakdown was news- 
| papers 42%, magazines 26%, radio 
7%, television 13%, outdoor 3%, 
business papers 4% and point of 
sale 5%. It has 28 employes in one 
office, predicts a 15% increase in 
1958 volume. 


Hicks & Greist, New York, re- 
ports 1957 billings of $7,200,000, of 
which $700,000 is in capitalized 
fees. Last year billings were esti- 
mated at $7,500,000 but the agency 
now reports 1956 billings at $6,- 
850,000, of which $575,000 was cap- 
italized. Accounts added were 


Dynamic/market coverage... 


building a magazine for the buyers in a market and 
focusing so sharply on their interests that nobody but 
buyers would read it... 


Dynamic/market coverage... 
discovering the best method of getting the magazine to 
the important buyers, and to nobody else... 


Dynamic/market coverage... 


forever checking with readers to make sure the maga- 
zine serves their needs, that they read it regularly... 


Dynamic/market coverage... 
perpetual dissatisfaction with every known publishing 
method and technique— including our own. 


Take circulation, for instance 


At Conover-Mast there are no fixed notions about 
the best way to get magazines to readers. We take a 
hard look at each market, find out who the buyers 
are, then work out the best circulation method to fit 
that field. That’s why some of our publications are 
paid, some controlled. Some are franchise-paid 
because in their complex markets only local dis- 
tributors know from day to day who the buyers are. 


If this is unusual it’s because dynamic market cov- 
erage is unusual. 


But it’s the kind of coverage a sales manager wants 
when he sends his men into the field — buyer cover- 
age, buyer contact, buyer response. That’s what 
advertisers get when they use Conover-Mast 
publications. 


AVIATION AGE 


Aviation Age 

Published monthly for technical 
management men who design, en- 
gineer and build — Aircraft — Mis- 
siles — Spacecraft. 


TE a 


Published monthly for buyers of 
equipment and materials in the 
widespread construction market: 
contracting, government, industrial. 


Purchasing 


The methods and news magazine 
for industrial buyers — published 
bi-weekly — giving purchasing 
agents information on modern buy- 
ing techniques, news, and signifi- 
cant market trends. 


Bol 
Aviation Age — Research and 
Development Technical Handbook 
Published annually as technical 
reference and buying guide for 
engineers and other technical man- 
agement men responsible for sys- 
tems engineering of Aircraft — 
Missiles — Spacecraft. 


DynamiC/ Market coverage 
Conover-Niast Publications = = 


205 EAST 42nd STREET, NEW YORK 17. N. Y. 


pa BS 
A Aviation ~ 


4 —— 
Business /Commercial Aviation 
Published monthly for the men who 


manage, operate and maintain 
business and commercial aircraft. 


Mill & Factory 

For production and maintenance 
engineering men—responsible for 
the methods, equipment and sup- 
plies used throughout industry. 


Published monthly for volume 
feeding specialists in restaurants, 
hotels, schools and colleges, clubs, 
hospitals, emplovee feeding facil- 
ities, etc. 


Conover-Mast Purchasing Directory 
For purchasing and plant engi- 
neering executives who need 
quick, accurate and complete in- 
formation on sources of industrial 
products. Total annual circulation 
is 27,000 copies. 
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Stahl-Meyer, Robei Corp., Bless- 
ings Inc., Alphaduct Wire & Cable 
and General Insulated Wire Works. 
Lost were the refrigerator division 
of Servel Inc. and, last January, 
Steelman Radio & Phonograph. 
Billings breakdown was newspa- 
pers 10%, magazines 25%, supple- 
ments 5%, radio 8%, television 
35%, outdoor 1%, business papers 
10%, farm publications 1%, point 
of sale 3% and others 2%. The 
agency has 65 employes in two of- 
fices, expects a 10% rise in 1958 
volume. 


Hilton & Riggio, New York, re- 
ports 1957 billings at $5,600,000, of 
which $750,000 was in capitalized 
fees. This compares with $4,660,- 
000 in 1956 and puts the agency 
into the over-$5,000,000 bracket 
for the first time. The agency add- 
ed Snow Crop frozen orange juic- 
es, New York Journal-American 
and Grandma Molasses during the 
year. It dropped C&C Super Corp. 
(Batter-Up Pancake batter, C&C 
Super soft drinks). Agency partner 
Louis J. Riggio left in April to join 
CBS radio. A new Toronto agency, 
Bradley, Venning & Hilton Ltd., of 
which Peter Hilton is a principal, 
affiliated with the New York op- 
eration. Newspapers got 40% of 
the billings, magazines 15%, radio 
and television 30% and outdoor 
and business papers the remain- 
ing 15%. There were 51 employes 
in one office. 


Hixson & Jorgensen, Los An- 
geles, billed $9,139,955 in 1957. In 
1956 the figure was $8,009,382. The 
agency added Coffee-Hoyt Pro- 
ducts, Convair recruitment adver- 
tising, Knickerbocker Plastics Co., 
Lincoln Dealers of Southern Cal- 
ifornia, Real Gold Co. and Trans- 
con Lines. The Convair account be- 
came inactive later in the year and 
it dropped Arcadia Metal Products. 
Billings breakdown was newspa- 
pers 13%, magazines 6%, supple- 
ments 3%, radio 12%, television 
13%, outdoor and business papers 
10% each, farm publications and 
transit advertising 2% each, point 
of sale 5% and others 23%. The 
agency has 97 employes in three 
offices, expects 1958 volume to be 
about the same as 1957. 


H. B. Humphrey, Alley & Rich- 
ards, Boston, billed about $6,500,- 
000 in 1957, compared with more 
than $6,000,000 the previous year. 


BUILD 
ACCURATE 


With the Only 
Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER 
6th Annual 


RELEASE 
LISTS! 


ALLN 
| a for 1958 


t 
NEW PERMANENT OVER 2000 

NUMBERING CHANGED 
} A ‘ LISTINGS 
New system gives perma- FOR 1958 
ment serial numbers to 6M" a" 
eech magatine. Makes 

building fast and easy. 320 


-tiet 
ees 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%* 
size, 320 pages. Write for your copy today. 


Fa ~ ae oe 


PRICE $18.00 Sent on Approval 
Name 

Company 

Address 

City, State 


Bill: 0 Me 0 My Company 


BACON’S CLIPPING BUREAU 
14 E. Jackson Bivd. Chicago 4, Hlinuis 
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People sometimes say that Grant is an adver- 
tising agency with a “different point of view.” 


Agreed. 


Maybe it’s because of our vast national and inter- 
national operation—and the unique “world-view” 
this gives us. (9 U. S. offices, 31 foreign offices.) 


Or perhaps it’s because of our reputation for achiev- 
ing singular successes in unexpected ways. (You’ve 
heard the Lawrence Welk story, haven’t you?) 


Or it might be because of the way we “dig in” on 
service to every account. (Every Grant client has 
every Grant office—and the staffs thereof—at his 
disposal.) 

But, in the final analysis, we like to think it’s our 
“ideability” that sets us apart. In our lexicon, this 
funny little word stands for the solidly professional 


_way our talented team of people marry creativity 


and practicality to achieve successful advertising. 


Whatever it is, our “different point of view” seems 
to work fine.* 


There’s a very good chance it would work fine for 


you, too. 


*May -we modestly submit some evidence? In 1957, 
Grant billings went up more than ten million dollars. 
And since this time last year, five new Grant offices 
have been opened. Grant Advertising, Inc. is the most 
complete network of wholly owned, integrated adver- 
tising agency offices in the world. 


Grant Advertising, Inc. 


CHICAGO * DETROIT - NEW YORK - HOLLYWOOD - DALLAS - DAYTON « PORTLAND 

SAN FRANCISCO * MIAMI HAVANA - MEXICO CITY - MONTERREY - CARACAS - RIO 

DE JANEIRO - SAO PAULO - PORTO ALEGRE - BELO HORIZONTE * MONTEVIDEO 

BUENOS AIRES - LIMA * SANTIAGO - PANAMA * TORONTO - MONTREAL * LONDON 

BOMBAY ~ CALCUTTA - BANGKOK - NEW DELHI - MADRAS ~- KARACHI - MANILA 

HONG KONG - JOHANNESBURG - CAPE TOWN ° NASSAU - COLOMBO - SINGAPORE 
SALISBURY * BULAWAYO 
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|New accounts added were Epsco| 
Inc. and Moselle Meals. Losses were 
Lea & Perrins and, at year’s end, 
the General Telephone Co. account, 
reportedly billing between $1,000,- 
000 and $1,500,000. The agency has 
about 70 employes in two offices, 
expects 1958 volume to drop some 


Market... |e: 


Kastor, Farrell, Chesley & Clif- 
ford, New York, billed $8,900,000 


in 1957, of which $650,000 was cap- 
THAN YOU THINK 


italized fees. In 1956 comparable 
figures were $6,940,000, with $600,- 
PURCHASING POWER 
OVER $500 MILLION 


000 capitalized. Accounts added 
were Lanolin Plus Inc., Drug Re- 
ORDER — 
| BILL — 
BUY! 
Delivers 6 Vermont New: 


search (Regimen), Ex-Lax Inc. 
(new product), Citizens’ Commit- 
spapers. 
Address: Rm. 516, Statler Office Bidg. 
Boston 16, Mass. 


tee for the Reelection of Wagner 
and New Jersey Democratic State 
Committee. Lost were Pierce’s Pro- 
prietaries Inc. and Bakers Fran- 
chise Corp. (Lite Diet white bread). 
Newspapers got 28% of the bill-| 
ings, magazines 8%, supplements | 
5%, radio 12%, television 43%, | 
outdoor, business papers, farm) 


VERMONT ALLIED DAILIES 


* Barre Times * 


Bennington Banner 

Free Press 
Reformer * Rutland Herald 

* St. Johnsbury Caledonian-Record 


Advertising Age, February 24, 1958 


publications and transit advertis-|Bond account, estimated at just|Grant Advertising, effective March 
ing, 1% each. The agency has 73 | under $1,000,000, and Roselux both/|1, which reportedly brings some 
employes in two offices, forecasts a went to Keyes, Madden & Jones, | $4,500,000 in billings and 35 or 40 


hefty 25% rise in 1958 volume. 


as did David H. Halpern, formerly |employes over to Grant’s New York 
senior vp, and general manager and| office. During the year the agency 


Joseph Katz Co., Baltimore, re-| John T. McHugh, formerly presi-| added Dennis & Huppert vermouth 
ports 1957 billings of $8,956,000, of | dent of Joseph Katz Co., New York. 


which $1,896,000 was in capital-| 


In Baltimore vp Stanley E. Blum- 


ized fees. In 1956 billings were re-| berg was named general manager 


ported at $8,750,000. The agency 
underwent considerable reorgani- 
zation in Baltimore last year, and 
even more so in its New York of- 


fice, resulting in much account ac- | 
tivity. Among the accounts gained | 
were the Baltimore Arthur Murray 


and in New York, Harry W. Ben- 
nett Jr., former exec vp of Bryan 
Houston Inc., joined as senior vp 
and chief administrative officer. 
Billings breakdown at the agency 
was newspapers 13.5%, magazines 
4.5%, radio and television 44.2%, 


Studios, Weiss Motor Co., Parry | outdoor 34.6%, business papers 


Laboratories, Hot Water Assn., 
Sayre & Fisher Brick Co., Imperial 
Iron Works, Lengor Co. and Up- 
town Federal Savings & Loan Assn. 
Account losses included radio and 
television advertising for 
Clothes, Charles Antell Inc., Mary- 
land Pharmaceutical Co. (Rem and 
Rel), Plantabbs Corp., Eastern Ve- 
netian Blind Co., and Roselux 
Chemical Corp. 


Bond | 


(Rose-X). The! 


2.2% and transit 1%. The agency 
reports 110 employes in its two of- 


|fices and predicts a $3,000,000 in- 
| crease in 1958 volume. 


Abbott Kimball Co., New York, 
is estimated to have billed about 
$6,500,000 in 1957, down from the 
$7,500,000 estimated in 1956. The 
agency has just announced a mer- 
ger of its New York office with 


Intaglio Vice President 
and National Sales Manager 
Richard T. Habel, seated, 
and New York Sales Manager 
Charles T. Cox 


The same itn 
Manhattan or 


Maine! 


Gravure quality today is the same in 
Manhattan or Maine—and the printer 
of publications is no longer at the mercy 
of the map! 

Intaglio, more than two decades ago, 
brought finest quality and uniformity to 
gravure processing... and it has since 
maintained and augmented standards. 

The pioneer servicer for the largest 
magazines and newspaper supplements, 
Intaglio has built reputation and stature 
by devising new and better techniques 
... developed much of its own advanced 
equipment . . . leads in research. Intaglio 
holds the original charter membership in 
Gravure Research, Inc! 

Our craftsmen work to the highest 
professional standards. They have the 
experience, skill, and patience to do the 


America’s First Gravure Servicers 


job right. With the costs of make-ready, 
paper, and space what they are, only the 
best processing is good enough! 

In gravure production, Intaglio takes 
over all responsibilities and headaches, 
We start with your art, layout, and copy 
...make color separations and full value 
positives...and supply high fidelity proofs 
for the approval and guidance of the 
publication printer. 


Four hundred skilled craftsmen in 
our three strategically located plants in 
New York, Chicago, and Detroit... work 
three shifts for faster service and closer 
delivery. And we process more gravure 
packages, labels, cartons, and wrappings 
than any other company. Our six offices 
are at your service. Call Intaglio today! 


Intaglio ServiCe corporation 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles—2264 Bogen St., Cincinnati 


and champagne, Firth Industries, 
John Wanamaker New York, 
Churchill Hats Ltd. division of Re- 
sistol Hats Co., Bride & Home and 
Diners Club. These accounts re- 
portedly made up about half the 
estimated $600,000 lost when 
Schieffelin & Co. left at the begin- 
ning of the year. Other accounts 
lost during 1957 were the Long Is- 
land Railroad and Industrial Bank 
of Commerce. 


Klau-Van Pietersom-D unlap, 
Milwaukee, billed $9,337,799.07 in 
1957, of which $1,643,034.26 was in 
capitalized fees. In 1956 the agen- 
cy billed $9,125,649.60, of which 
$1,596,740.06 was capitalized. No 
major accounts were added, while 
Massey-Harris-Ferguson and Mo- 
sinee Paper Mills Co. were dropped. 
Magazines got 82% of the billings, 
newspapers 6%, radio 9%, outdoor 
1% and telephone directory 3%. 
The agency has 125 employes in 
one office, hopes for a 5-10% in- 
crease in 1958 volume. 


Lang, Fisher & Stashower, 
Cleveland, billed “between $5,000,- 
000 and $10,000,000” in 1957, the 
same figure it reported the year 
before. The agency says its billings 
breakdown and number of employ- 
es is about the same as the pre- 
vious year. At that time, about 
50% of billings went into radio and 
television and some 65 employes 
were reported. 


Lewin, Williams & Saylor, New 
York, reports its 1957 billings at 
$6,900,000, including capitalized 


fees, compared with $6,310,000 re- “ 


ported for 1956. The agency added 
Burgess Vibrocrafters Inc., Wohl 
Shoe Co. (division of Brown Shoe 
Co.), Gray Mfg. Co. (Audograph 
dictating machines), several divi- 
sions to its Wamsutta Mills ac- 
count, Bing Crosby Casuals and 
Greenwood Foods Inc., the latter 
one of several accounts brought to 
LW&S by Irving Berk when he 
closed his agency. Accounts lost 
were General Slicing Machine Co., 
Johns Mfg. Co., Gering Products 
Inc., True and television advertis- 
ing for Nestle-Lemur Co. The 
agency has 87 employes in two of- 
fices, expects a 15% increase in 
1958 volume. 


Lewis & Gilman, Philadelphia, 
is estimated to have billed $5,000,- 
000 or $6,000,000 in 1957 and is a 
newcomer to the $5-to-$10,000,000 
ranks. The agency reportedly had 
very little account turnover in 
1957. 


MacFarland, Aveyard & Co., 
Chicago, billed about $9,000,000 in 
1957, “down about $1,000,000” 
from 1956 billings of $10,036,212, 
the agency reported. The 1956 fig- 
ure included $173,560 in capital- 
ized fees, and that portion re- 
mained about the same in 1957. The 
agency lost the $1,000,000 Heidel- 
berg Brewing Co. account in Octo- 
ber, in addition to WBBM-TYV in 
September, Standard Knitting 


Mills in June, the New York city 4 


and state local portion of Stewart- 
Warner Corp.’s Alemite (while 
retaining national and distributor 
advertising) in June, and the au- 
tomotive portion of South Wind di- 
vision (heaters) of Stewart-War- 
ner, while retaining its aircraft 
and heat exchange equipment. No 
major accounts were added. Media 
breakdown was about the same as 
the previous year’s: newspapers, 
including supplements, 17%, mag- 
azines 38%, radio 6%, television 
16%, outdoor (including transit 
advertising) 10%, business papers 
11% and farm publications 2%. 
The agency has 100 employes and 
expects billings to rise 8% in 1958. 


McCarty Co., Los Angeles, re- 
fused to reveal billings but is 
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F CASUAL CLOTHES 


The National 
Advertising Agency 
Network 


Call The NAAN 


FORT WORTH/DALLAS. 


~== J me Agency Nearest You 


Action Reports 
from National Advertising Agency Network tod 


These are factual capsule reports of the type and quality of action the clients of National Advertising Agency Network Robert Luckie & Company, Inc. 
agencies are getting every day! Ask yourself — can your advertising agency give you these exceptional services? Alabama: Mobile 


for Action! 


The Advertising Agency Network of RESULTS 


NAAN - syracuse, NEW YorRK 


is Flack Advertising Agency, Inc. Assignment: 
For a quality cutlery manufacturer, explore a 
new distribution channel. Result: Each NAAN 
member surveyed five local retail credit jewel- 
ers, contributing spot-check data to a complete 
and informative report on a national level. 


NAAN - wasuiNncrTon, D. c. 


is Henry J. Kaufman & Associates. Assignment: 
Create an industrial development plan for an 
area in Virginia. Result: Seven affiliates who 
had worked in this specialized field loaned sam- 
ples of material, one of which was practically 
a basic primer of industrial development 
techniques. 


NAAN- Fort WORTH /DALLAS 


is Evans & Associates. Assignment: Scout ex- 
ceptional regional market television buys for 
work clothes manufacturer. Result: NAAN 
Philadelphia affiliate tied down program avail- 
ability between Phillies double headers — 
handled details, bounced area sales curve 
upward! 


NAAN- mi_waukeEE, Wisconsin 


is Hoffman & York, Inc. Assignment: For a 
manufacturer of radio-television parts, wanted 
media readership study among service shop 
proprietors. Results: Basic media pattern was 
considerably revised after 30 NAAN affiliates 
questioned service shops on buying habits, pub- 
lication preferences. 


These are typical of requests made of NAAN agencies regularly and the 


RESULTS tell the story! 


Talk to the NAAN agency in your city or in the city nearest you. See complete 


NAAN listings at right. 


National Aavertising Agency Network 


607 NORTH GRAND AVENUE, ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 


Write NAAN headquarters for dramatic case history collection. 


Morris Timbes, Inc. 

California: Los Angeles 

Mogge-Privett, Inc. 

California: Oakland 

Ryder & Ohleyer, Inc. 

California: Sen Francisco 

Garfield Advertising, Inc. 

Canada: Montreal, Teronto, Edmonton 
Ronalds Advertising Agency, Ltd. 
Colorado: Denver, Colorado Springs 

Galen E. Broyles Co., Inc. 

District of Columbia: Washins 

Henry J. Kaufman & Associates 

Delaware: Wilmington 

John Gilbert Craig Advertising, Inc. 
Florida: Miami : 

August Dorr Associates Advertising, Inc. 
Ilinois: Chicago 

Robertson, Buckley & Gotsch, Inc. 

Iinois: Peoria 

Mace Advertising Agency, Inc. 

Indiana: Fort sy 

Louis E. Wade, Inc. 

Indiana: Indianapolis 

Caldwell, Larkin & & “Sidener- Van Riper, Inc. 
lowe: Cedar Rapids, Des Moines 
Ambro Advertising Agency 
Kentucky: Louisville 

The Mullican Company, Inc. 
Lovisiana: New Orleans 
Whitlock, Swigart & Evans, Inc. 
M i tts: a *, 

The Reingold Company, Inc. 
Michigan: Grand Rapids 
Webber Advertising Agency 
Missouri: Kansas City 

Carter Advertising Agency, Inc. 
Missouri: St. Lovis 

French and Shields, Inc. 
Nebraska: Lincoln 

Galen E. Broyles Co., Inc. 

New York: New York 

Hazard Advertising Company, Inc. 
New York: Syracuse 

Flack Advertising Agency, Inc. 
Ohio: Cleveland 

Carr Liggett Advertising, Inc. 


Ohie: Marion 

Howard Swink Advertising Agency, Inc. 
Oregon: Portland 

Cole & Weber, Inc. 

Pennsylvania: Philadelphia 

The Ullman Organization, Inc. 
Rhode Island: Providence 

George T. Metcalf Company 

South Carolina: Greenville 
Henderson Advertising Agency, Inc. 
Tennessee: Memphis 

Merrill Kremer, Inc. 

Tennessee: Nashville 

Doyne Advertising Agency, Inc. 
Texas: El Paso 

White & Shuford Advertising 

Texas: Dallas, Fort Worth 

Evans & Associates 

Washington: Seattle, Tacoma 

Cole & Weber, Inc. 


Wisconsin: Milwaukee 
Hoffman & York, Inc. 


National Advertising 
Agency Network 


607 NORTH GRAND AVE. 
ST. LOUIS 3, MISSOURI 


Serving Advertisers for 25 Years 
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CE NTURY now offers 


complete proofing service! 

From one source—Chicago’s most 
modernly equipped electroty pe 
plant—you get every service you 
need —electros, newspaper mats, 
R.O.P. mats, plastic plates, and 
now a new proofing service— 

all under one roof and 
detail-supervised with exactness and care 
unmatched anywhere! 


CENTURY 
ELECTROTYPE 
COMPANY 


160 East IMlinois St., Chicago 11, Ill. + DElawore 7-1541 


\estimated by AA to have billed 


$7,000,000, about the same as the 
estimate for 1956. In April the 
agency added its ninth European 
affiliate, the Hanns W. Brose agen- 
cy in Frankford-am-Main, West 
Germany. In December a Spokane 
office was established by merger 
with Devine & Brassard, and at the 
same time merger of Ryder & Oh- 
leyer with the San Francisco office 
was announced, effective Jan. 2, 
1958. In addition to Spokane, the 
| McCarty Co. owns and operates of- 
'fices in Los Angeles, San Francisco 
‘and Chicago. Other offices in New 
York, Dallas and Seattle are oper- 
ated by separate corporations in 
which the McCarty Co. has sub- 
stantial interests. The agency is be- 
lieved to have about 150 employes. 


McConnell, Eastman & Co., Tor- 
onto, does not report its billings 
and they are estimated to be 
around $8,500,000. Last year they 
were estimated at about $6,500,000 
,and this apparently was a low fig- 
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| . 
ure. The agency’s seven offices 


Step out ahead 


Conditions change — not only affec- 
ting fashion, but also planning, pro- 
duction, marketing. And business 
publications too. 

New conditions cut the cloth for 
textile men to a new pattern. More 
knowledgeable men . . . men more 
expert in their particular specialties 
yet more alert and informed on all 
phases of the textile industry. Broad- 
visioned men who know the outside 
market as intimately as the inside of 
the mill...and their vital dollars- 
and-cents inter-relationship. 

This is the realistic concept of the 


Conditions 
change 
fast 


the 


textile 


field... 


with 


new 1958 model Textite Wortp 
... geared up to the sharper demands 
of the new textile man for better, 
broader “communications.” It is his 
“Know How — Know Why” publica- 
tion, one foot in the plant, the other 
in the business office...with exclu- 
sive and invaluable service for both. 

Here, exclusively, the “Know Why” 
behind Labor, Prices, Trends, Pro- 
fits, compacted into “Textile Busi- 
ness”, a 10-page publication-within- 
a-publication. Here, too —a timely 
and needed rundown on “This month 
in Textile Chemicals’, 4 “signal 


OURTESY OF KANE WEILL 


the new Textile World 


pages” on chemical improvements in 
textile processing . . . plus a compan- 
ion feature, “Chemical Treatment.” 
And, here as always — but better, 
brighter — the “Know How” that has 
made TEXTILE Wor LD the “most use- 
ful” of any paper in its production- 
engineering service to mill men. 

Add them all up, and for you—new 
economy-effectiveness in a “one- 
publication-buy” in the revitalized 
textile market. TextrLE Worx», the 
“Know How—Know Why” Publica- 
tion, McGraw-Hill, 330 W. 42nd St., 
New York 36,N. Y. @ @ 


|added a total of 47 new accounts in 
1957, the most important of which 
are: Mars chocolate bars, Scott- 
Atwater Outboard Motor Co., 
Farmhand Co. (division of Superior 
Separator Co.), Herbert Morris 
Crane & Hoist Co. Ltd., Husky Oil 
& Refining Ltd. and Harold F. 
Ritchie Co. No major account loss- 
es are reported. 


Arthur Meyerhoff & Co., Chica- 
go, reports its 1957 billings at $9,- 
933,485, compared with $9,400,000 
reported the previous year. The 
agency picked up the New England 
Fish Co., Seattle packer of canned 
salmon and frozen fish. It lost 
d-Con Co. when it was sold to 
Sterling Drug, and also lost Thom- 
as J. Webb Co., a division of Con- 
tinental Coffee Co. Billings break- 
down is reported “about the same” 
as the preceding year, at which 
time they were reported in the 
same manner. In 1955, the 
breakdown roughly was radio- 
television, 44%, newspapers 31%, 
outdoor 9%, magazines 4%, and 
business papers 3%. The agency 
reports 110 employes in four of- 
fices. The Phoenix office was 
closed during the year. Volume for 
1958 is expected to be about the 
same as 1957. 


Cc. L. Miller Co., New York, 
billed an estimated $9,000,000 in 
1957 compared with $10,000,000 in 
1956. During the year, the agency 
added Fawcett Publications’ True; 
it dropped Cooter Co. and Lewis- 
Howe Co. It has approximately 100 
employes in three offices. 


John F. Murray Co., New York, 
is estimated to have billed $5,000,- 
000 in 1957, compared with a $6,- 
000,000 estimate the year before. 
Virtually all the agency’s billings 
are placed for Whitehall Pharma- 
cal Co. The agency declines to dis- 
close any information concerning 
its activities. 


Robert Otto & Co., New York, 
billed “over $5,000,000” in 1957. The 
agency, which handles only inter- 
national advertising, reported bill- 
ings of $5,090,250 in 1956. The Otto 
offices in Buenos Aires and Mex- 
ico City were reported to have 
expanded considerably during the 
year. At home, the E. I. du Pont 
de Nemours & Co. account was lost 
and the Remington Rand electric 
shaver account will leave the shop 
April 1. P. Lorillard Co. and Cham- 
pion Paper Co. were added recent- 
ly and the agency was appointed 
to handle international advertising 
\for the clients of Wilson, Haight, 
|Welch & Grover, New York, with 
the first assignment International 
Swimming Pool Corp. The agency 
has 146 employes (nearly 100 are 
employed in the four foreign of- 
fices) and expects to be billing $6,- 
000,000 in 1958. 


Peck Advertising, New York, es- 
timates its 1957 billings at $6,500,- 
| 000, compared with $5,000,000 the 
year before. Originally, Peck was 
estimated to have billed $6,000,000 
in 1956. The agency added Ambas- 
sador scotch and gin, Weston bis- 
|cuits, Dubonnet, Casco Products 
|Corp., Metropolis Brewery of N. J. 
|Inc. (Champale and Regent beer), 
and Wm. Gluckin & Co. (Natur- 
\flex bras and girdles). It lost Old 
Quaker bourbon and Timex of 
Canada Ltd. Newspapers got 35% 
of the billings, magazines 35%, ra- 
| dio and television 20%, outdoor 
|4% and business papers 6%. Peck 
has 65 employes in one office, es- 
timates 1958 billings at $8,000,000. 


Potts-Woodbury Inc., Kansas 
City, Mo., billed $8,657,895 in 1957, 
of which $123,656 was capitalized 
fees. In 1956 the figures were $8,- 
334,169, with $193,471 capitalized. 
The agency added the American 
Sheep Producers Council, dropped 
Winegard Co. Billings breakdown 
was newspapers 26%, magazines 
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City Teamsters 
Vote Loyalty to 
Parent Union 


Council to Support 
Ousted International | 
*100 Per Cent’ 

Teamsters Joint Council Ne. 33 


of Philadelphia, today 
unaninousty to back up its inter 


national union 100 per cent in its 


dispute with the AFL-CTO 


The 1.4 millien-mempber Team- 
sters Union was expelled by the 
bw a 
five-to-one vote of the federation 


AFL-CIO on December 6 


convention in Atiantic City 


more of the 28 locals in the 84 


000 member counc\) might pull 


out to stay with the AFL-CIO, 
Rperch Commended 


voted 


Wh Ky Nowhebase joint council 
1, said today's Vote was 
rumors that one of 


| 


The councii action also com- 
mended the apeech Teamsters 
secretary-treasurerifotia ta Fra) 


haldnade before 


the federation 


convention. In essence. English 
said, “you will weep before we 


ae 


ww wet wi the Current cr 
sa, while St the same time lay. 
eA & foundation for the long 
"ee anid 
= must not he blindly jed inte! 
automation just because it hap 
pens to be popular.” 


Norristown, Dee. 
Police caught a youth hiding in 
the service station of Mipe- 
er at 460 Main st, Cob 
legeville, at 12.45 A.M. today. 

‘They said he was (say Beae- 


man, 19, of the 900 binckk af W.’ 


Airy st., and that he had entered 


by smashing « window, Me was) 


charged Pactena Sergery. 


Sawed-off .2? Rifle 
Used by Holdup Man 


ean Mite JA, an atiendant 
at the I one Stal service station 
726 N. 6th st.. was robbed of $44 
by two men whe entered tre ste- 
tion at 4.15 A. M. today. 

He told Detective tise, ides 
Devs that one of the men poneb- 
ed him in the jaw, knocking him 
down. The other. he said, point 
ed « sewed-off 23 .a! der rifle 
Bg ordering, “Lie down.) 


’ 
16~State 


New Citizens Swear Allegiance in Historic Shrine 


Store is Opened, 
Police Take Names 


Police and merchants clashed, 
yesterday over Pennsylvania's 
| 1784 law forbidding businets on 
| Sunday 

in Whitehal! Township, Lehigh 
| County, « discount house, Two! 
{Guys From l4er baw, had addi-| 
tional trouble -~ a picket line 

across the entrance to its park-| 

lot, preventing customers 
land employes from entering for! 
(Several pours. 
|wAW Pickets Mass ) 
| ‘Though warrants were issued) 
‘last week agsimet the compeny 
and a number of its employes, 
ithe store opened for business 
again yesterday. District Attor-' 
[ney Bou Masésirt and county) 
| deteetives showed up and began’ 
their routine of teking names of 
those working there. 

A mass of pickets from the 
United Aute Workers local in 


: 


oe oe 
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40,000 REASONS WHY 


in Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin prints some 
40,000 local news 
are gathered by one of the world’s largest 
local news staffs, augmented by a network of 
special correspondents. 


stories every year. These 


It is this unique reporting of the big and 
little news of Greater Philadelphia—together 
with the other contents of a great metropolitan 
newspaper—that has helped make The Bulletin 
a trusted member of the household through 


generations of Philadelphia families. 


The Bulletin publishes the 


What does this mean to Bulletin adver- 


tisers? It means that their messages 


are care- 


fully considered—at home—in the newspaper 


Philadelphians read, respect and respond to. 


The Bulletin goes home... delivers more 


copies to Greater Philadelphia 


families 


every seven days than any other newspaper. 


Advertising Offices: Philadelphia * New York + Chicago 


Representatives: Sawyer Ferguson Walker 


Detroit + Atlanta + Los Angeles * San Francise 


Company, 
o * Seattle 


Florida Resorts: The Leonard Company, Miami Beach 


largest amount of R. 


ar. 


color advertising in Philadelphia—Evening and Sunday! 


yo gem asi see Ary VMI CO Bw eng 
| halite idk women students. ered with erpehed ines and ev. 
Individual alumnae already eveg with soot. Firemen sald 
jhave contributed $150,000 to- ime explosion evidently was in 
i ward the — goal for the whe oi] burner 


| dormitory u ‘The blast started a smal fire 
Mrs. Wath aia bhwen assoc which was quickly put out by 
ation president. made the pres firemen. 
entation to. thenle dt? ita ~~ Rewdents in a five-apartment 
vier, UDiversiiy president, St 82 building at W124 W. Werks at 
| informal ceremony on the CAM separeted by a narrow alley 
H from the grocery, were ordered 
The dormitory, io he known &* out by police as & safety mens 
4dumnate House, will be part of are 
& $4 million system of women’s Some windows in this building 
quarters to be erected on the were shattered. 
block bounded by Chestnut, Wal- 


nut, 33d and sith | ots, | Toll Bridge Ex-Chief 
Auto Hits Bridge Wall, | Asks Separate Trials 


Riders jured Deylestown, Dec, 16—-dMitemp- 
4 in éeu WM. APiwr, of Easton, former} 
Three girls and a man wef chairman of the Delaware River 


injured last night when their cer Joint Toll Bridge Comunission, 
skidded and crashed into a wall today asked the Bucks County 
of the bridge cerrying Bridge-\ Court to grant him a seperate 
town pike over the Neshaminy trial on each charge against him. 
Creek in Northampton Town Whee is accused in six indict- 
ship, Bucks County ments of collecting unauthorized 
Admitted to Lower Bucks Has- expenses. profiting from insur- 
; pital was Mtyos Nous 25, of 7 pace contracts and collecting un- 
uce st. Bristol. She suffered guthoriaed salary while a mem 
a fractured right leg. ber of the commission 
Treated for cuts and bruises) He seid the charges are ua-| @ 
fwere Bergen Fiesttey: 23, Of | pelated end that his rights would? 
W3 Grant av. the driver, and he prejudiced if they were lump 


devine Wade a of 211 Wash- ed together at one trial. (ie 
ington st.. bot ee ee ae eee a 
Willer Alive s): 17, of the Mid ity with two 
|way dear Park, Mowert@: | January 


Seer Oth and Perks ots. 


ee 
at all and kept insisting that her 
name is Absrn SO thew and that 
ane lives in Philadeipnia 

The girls, according to (adem 


# through The Evening and 


i pleasure at little coat, 


YOU'VE NO IDEA hew 
it boosts the morale of 
any Philadeiphfan living 
elsewhere, to keep Up 
with events at home 


Sunday Bulletin! For de- 
tails about gift subserip- 
tions which give so much 


you can dial EVergreen 
2-7600 and ask for Mail 
Circulation, 


1794 Law Sits Pe eee sea’ Pe u 3 


ooo rane 


over the weekend at the office of 
a shoe firm et 3210 Cherry st 
Reeves One moirens man- 
ager of the Bewoite Anws. Manu- 
facturing Co. office, discovered 
the theft at 8 A. M. today 
Detective Mewinaa Heres sat 
the thieves scaled the wal! of an 
adjoining building and went in 
an uniocked windew of the 
firm s office om the second floor. 
Potice said they thought the 
same thieves broke inte the 
five-story Miifed Building at 
the northeast corner of 33d and 
Arch sts. They took $25 from 
a soft-drink machine in the 
ground-fleor accounting office of 
the Hun #¢! Co. and $256 from a 
desk im Beat Foods, Inc, on the 
first floor 


Firemen Save Woman 
in W. Phila. Blaze 

A woman was trapped in a 
cmoke-filled apartment house in 
West Philadelphia earty today. 
Firemen brought Milve Ima 
Netan, 50, down a ladder from 
her third floor spartinent st 506 
8. tm 

Mir Debs» told firenaen from 
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45%, radio 11%, television 18% 
outdoor 11%, business papers 
13.5%, farm publications 6.5% and 
others 9.5%. It has 113 employes 
in two offices, expects a 15% rise 
in 1958 volume. 


Product Services Inc., New York, 
billed $5,400,200 in 1957, of which | 
$400,200 was capitalized fees. In 
1956 the agency billed $5,050,000 
with $610,000 capitalized. It add- 
ed Harrison Laboratories Inc., 
Technical Tape Corp., Delmonico- | 
International Inc. and television 
advertising for Nestle-Lemur Co. 
A heavy television agency, 90% of 


ada’s election upset. The agency | 
has about 90 employes in three of- 
fices, expects 1958 volume to be 
about the same as 1957. 


Rumrill Co., Rochester, estimates 
| 1957 billings at $9,232,000, of which 
$3,202,000 is capitalized fees. In 
1956 billings were $5,411,057 with 
$2,050,999 capitalized. New ac- 
counts included the Photostat 


J 


Electro Chemical, Rochester Button | volume. 

Co., Pyrex double-tough division of 

Corning Glass, Bell Automation; Maxwell Sackheim & Co., New 
Corp., Buffalo Raceways and ef- | York, billed an estimated $5,500,- 
fective Jan. 1, Dunlop Rubber & | /000 in 1957—about the same as 
Tire Corp. and New York state di-| 1956. The agency’s billing is pre- 
vision, Keebler Biscuit Co. Ac-|dominantly in mail order coupon 
counts lost included Bell Helicopter | advertising. It has 45 employes in 
of Texas, Vega Industries, Milk for | one office. 

Health and Kurlash Co. The agen- 
cy has 163 employes in three of- 


Frank B. Sawdon Inc., New 
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were lost as an aftermath of Can-|Corp., Durez division of Hooker | fices, expects a 10% rise in 1958| York, a newcomer to these listings, 


| billed $6,820,000 in 1957, of which 
$40,000 was in capitalized fees. In 
1956 the agency reports billings of 
$5,285,000 with $35,000 capitalized. 
Robert Hall Clethes is the agency’s 
main account. Billings breakdown 
was newspapers 20%, magazines 
10%, radio 40% and television 
30%. The agency has 25 employes 
in two offices, expects 1958 volume 
to be about the same as 1957. 


its billings went to that medium; | 
newspapers got 5%, magazines and | 
business papers 2% each and point 
of sale 1%. The agency has 35 em- 
ployes in one office, expects a 20% | 
boost in 1958 volume. 


Knox Reeves Advertising, Min- 
neapolis, billed $9,403,383.59 in 
1957, of which $243,356.22 was in 
capitalized fees. In 1956 the agen- 
cy billed $6,861,243.11, with $437,- 
087.10 capitalized. No account 
changes are reported. Newspapers 
got 20.5% of the billings, maga- 
zines 22%, radie 2.9%, television 
36.4%, outdoor 1.7%, and others 
16.5%. The agency has 112 em-' 
ployes in one office, forecasts a 
20% rise in 1958 billings. 


Roche, Rickerd & Cleary, Chi-| 


cago, successor to Roche, Williams 
& Cleary and U. S. Advertising 
Corp., billed $7,831,000 in 1957, of 
which $5,254,000 was placed by 
Roche, Williams & Cleary and $2,- 
577,000 by U. S. Advertising. In 
1956, RW&C billed $5,521,189 and 
U.S. Advertising $2,297,431. The 
agency added the Marquette Ce- 
ment Mfg. Co., and dropped the 
Portland Cement Assn. There are 
66 employes in one office and 1958 
volume is expected to be up 10% 


Ronalds Advertising 
Ltd., Montreal, moves into the $5,- 
000,000 bracket this year, with 1957 
billings at $5,600,000, of which 
$350,000 is in capitalized fees. Last 
year the agency reported $4,801,913 
with $167,830 capitalized. Among 
the accounts added during the year 
were Playtex and the Richard 
Hudnut division of Warner-Lam- 
bert Pharmaceutical Co. Several 
Canadian government departments 
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vigilance 


Final victory | 
over cancer will come from | 
the research laboratory. But | 
there are victories today. | 
Many cancers can be cured 
when detected early and 
treated promptly. Vigilance 
is the key to this victory. 


There are seven signals 
which might mean cancer. 
Vigilance in heeding them 
could mean victory over can- 
cer for you. 


1. Unusual bleeding or discharge. 
2. A lump or thickening in the 
breast or elsewhere. 3. A sore 
that does not heal. 4. Change in 
bowel or bladder habits. 
5. Hoarseness or cough. 6. Indi- 
gestion er difficulty in swallow- 
ing. 7. Change in a wart or mole. 
If your signal lasts longer than 
two weeks, go to your doctor to 
learn if it means cancer. 


AMERICAN 
CANCER 
SOCIETY 
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John W. Shaw Advertising, Chi- 
cago, reports 1957 billings at $7,- 
000,000 compared with $6,500,000 
the previous year. The agency add- 
ed the Stiffel Co. and Vail Mfg. Co. 
Newspapers got 12% of the bill- 
ings, magazines 43%, radio 5%, 
television 35% and outdoor 5%. 
There are 60 employes in one of- 
fice and 1958 volume is expected 
to be about 15% ahead of last year. 


Spitzer & Mills, Toronto, does| Harold F. Stanfield Ltd., Mon- | 


'pers 4%, farm publications 2%,| year-old agency, its accounts in- 


not report its billings and is esti-|treal, billed $6,110,431 in 1957, of transit advertising and point of | clude Colgate-Palmolive Co., for 


mated to have billed more than! which $199,600 was in capitalized 
$6,000,000, the same as the pre-| fees. In 1956 the billings were $6,- 
vious year. Earl Aikin Ltd. merged | 339,811 with $246,730 capitalized. 
with the agency in January, 1957.| The agency added Standard Brands 
The agency lost Reddi-Wip Inc.| Ltd., dropped Reynolds Aluminum 
during the year, acquired Martin-|Co. of Canada Ltd. and Fry-Cad- 
Senour Co. At the beginning of | bury Ltd. Billings breakdown was 
1958 W. H. Reid was named presi-| newspapers 24%, magazines 10%, 
dent of the agency. There are an|supplements 1%, radio 7%, televi- 
estimated 70 employes. sion 21%, outdoor 7%, business pa- 


sale less than 1% each and others which it handles Florient, Kan-Kil 
|24%. The agency has 114 em- ‘and Christmas snow, and White- 
ployes in three offices, expects | hall Pharmacal Co., from which it 
1958 business to be about the same | received two new products during 
as 1957. 1957. It lost Kiwi Shoe Polish Co. 
| at the end of the year. 

Street & Finney, New York, | 
does not report its billings, but is| Sweeney & James, Cleveland, is 
estimated for the first time by AA | estimated to have billed about $5,- 
at around $6,000,000 in 1957. A 56- |000,000 in 1957, compared with 
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Frankly, we held our breath. 


Atlanta? “Improved, sir!” Buffalo? “Iroproved, sir!” Chicago? “Improved, sir!” 


We needn’t have worried. For as each of the major ABC Television affiliates 


reported in, each had the same remarkable story to tell. 


Every single major ABC Television affiliate — repeat, every single one — 


improved its competitive position in 1957. And by both significant measures: cost 


efficiency 


Every one of our affiliates deserves a medal 
Especially since they have done what neither of the other two networks’ affiliates could do. 


Moral for advertisers: As soldiers make an army, affiliates make a network. 
The fact that all of our affiliates served with such distinction in 1957 is one of the 


and audience. 


major reasons for enlisting ABC Television in 1958. 


ABC TELEVISION 


— large, golden, suitably engraved. 


1956 when AA estimated the agen- 
cy “between $5,000,000 and $10,- 
/000,000,” which may have been 
high. The agency gained five ac- 
counts and dropped two, which it 
declines to name. Current business 
| volume is said to be improving. 


VanSant-Dugdale, Baltimore, 
Md., billed $8,050,000 in 1957, of 
which $1,800,000 was in capitalized 
fees. In 1956 gemparable figures 
were $8,266,000 and $1,495,500. The 
agency added Eastern Stainless 
Steel, mixed fertilizer division 
of Davison Chemical, Homestead 
Valve Mfg. Co. and, early this year, 
C. F. Sauer Co. It lost San Georgio 
macaroni and Fram Corp. Billings 
|were divided as follows: Newspa- 
pers 18%, magazines and farm 
| publications 35%, radio 5%, televi- 
|sion 10%, outdoor 7% and business 
| papers 25%. The agency has 103 
employes in one office, expects a 
3% rise in 1958 volume. 


Walsh Advertising Co. Ltd., Tor- 
onto, is now in the ranks of the $5,- 
000,000 agencies. It reports 1957 
billings of $5,227,921 compared 
with $4,850,000 in 1956. New ac- 
counts added included Playtex Ltd., 
Dr. Chase Medicine Ca, Crystal 
|Spring Bottling, Milner Products, 
Simplicity Products, Brown Bros. 
Ltd. and Canadian Pittsburgh Pip- 
ing Ltd. The agency has 80 em- 
ployes in three offices and expects 
1958 volume to be about the same 
as 1957. 


| Wherry, Baker & Tilden, Chica- 
| go, reports 1957 billing “between 
($6, 000,000 and $7,000,000, about the 
‘same as in 1956.” Billings for the 
latter year were originally re- 
| ported at “about $7,000,000.” No 
new accounts were added but new 
product market testing for present 
clients was continued. Some 55% 
of the agency’s billings went into 
broadcast media, the rest into 
print. There are 55-60 employes 
in one office and a “gain” in 1958 
billings is anticipated. 
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PLANOGRAPH! 

WHY TAKE LESS? 
Sosy Sg 278 $400 
Prints 500450 s«.00 

100 = «8.00 9.50 
250 1750 22.80 
500 30.00 42.80 
1000 = 55.00 75.60 
Negative 1.15 1.65 
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97 A BR « ] ] 580 in 1957, of which $317,393 rep- A. N. Baker Advertising Agency, | 16 employes in one office. 
d resented capitalized fees. In 1956,|Chicago, in 1957 billed $1,000,000, | . ¥ 5 
gen Cl es I e | comparable figures were $2,365,620 | about the same as in 1956. No fig- | PE tery anny gpm nage 
|}and $294,615. During the year the/ures on capitalized fees are re- $1,748,777 in 1957 all in eomuaias 
jagency added Lake Odessa Can- ported. The agency reports no ma- sionabie time and space. In 1956 
' ’ as @€Car°r ning Co. and the Grand Rapids jor account changes for °57, and| 4. comparable figure was $1 374... 


Furniture Guild and lost R. C. Al-| gives no media breakdown. It has | 384, It added Petrolite Corp. and 


. ; i len Co. It dia breakdown was) 15 1 i line’ “tl 
Only Those Agencies dicts a volume increase of 15% pad Pore + "1% oo . ne Bin employes _ |Bettendorf’s; it reported no ac- 
: ° 1958. lsedle and ietnviehon 27%. out dow Herbert Baker Advertising, Chi- count losses. Its media breakdown 
Volunteering Figures - “ ‘cago, billed $1,000,000 in 1957, of|was business papers 60%, televi- 


Associated Advertising Agency, 9”, 4! other 24%. It has 33 em- 10), more than $400,000 was in|sion 15%, radio 9%, outdoor 2%, 
Reported Here Wichita, billed $1,315,000 in 1957, | Ployes Tons offices, “oo antici- | capitalized fees. In 1956, compar- | magazines 2%, newapapers 1%, 
minadide sank te abvertiln of which $320,000 represented capl- |p , ee ™/able figures were $700,000 and | transit 1%, point of sale 0.5% and 
Publications Inc. Quotation or re- | talize wored oo % 7 | $250,000. It _Teported no account | other” 10.5%. It has 29 employes, 
production is expressly prohibited. gures w 219, a > Baer, Kemble & Spicer, Cincin- | losses or gains. Its media break- | and expects a 1958 volume up 5%. ,. 


000. During the year, the agency | ; a , 
| added seme Settee Berry |nati, billed $1,276,000 in 1957, of down was newspapers 45%, col Boland Associates, San Francis- 


New York, Feb. 20—In 1957 97. . ‘which $463,700 ted capital- | @teral and direct mail 20%, mag-| 4, pitied $2,177,000 in 1957, of 

- tna ss || Tractor & Equipment Co. and Food Which $463,700 represented capita 1 i —e , 
agencies with billings between $1,-| 4 .ociates a med it lost none. ized fees. In 1956, comparable fig- pe ps hair oe = hee od which $1,401,000 represented cap- { 
000,000 and $5,000,000 reported |+- media breakdown was newspa- |Ures were $1,329,600 and $520,400. QNG Point OF sale OA. aS eign | italized fees. In 1956, comparable i 


their billings to ADVERTISING AGE. | ;, |The agency added Swifton Mer- | ©™Ployes in one office, and fore-| figures were $1,591,000 and $1,- 
; ~ pers 10%, magazines 10%, radio. Gumey ecese Swe ae , g Ag corey. ¥ 
This story and the one following 8%. television 20%. cuties 2%,\chants Assn., and Max’s Gentry | sees a 1958 volume up 25 to 50%. | 235,818. During the year, the agen- 
report the billings of agencie 


s | : o ica- Shops, lost none. Media break-| Ball & Davidson, Denver, billed cy added no new accounts; it lost 
whose 1957 total was under $5,000, | fone joe era ticot mil Soe 11 down: newspapers 24.39%, maga-|$1,010,000 in 1957, of which $60,-|Schlage Lock Co., its “first account 
000. This is ADVERTISING AGE’S 1.. 14 employes in one office, and Zines 19.98%, radio-tv 2.58%, busi- 000 represented capitalized fees. | loss in ten years.” Its media break- 
tenth year of reporting billings in|. nects 1958 volume to be up 20%. Ness papers 51.38%, transit 1.67%. | Its media breakdown was newspa- | down was magazines and business 
these groups. ‘|It has 19 employes, and estimates| pers 20%, magazines 5%, supple- | papers 89%, newspapers 3%, and 

All figures shown here were| Wesley Aves & Associates, 1958 volume will be about the|ments 5%, radio 20%, television | radio 8%. It has 34 employes in 
submitted to AA by the listed Grand Rapids, Mich., billed $2,392,- | same as 1957. /30%, business papers 15%. It has/|its San Francisco office, six in its 
agencies. It should be clearly un- | ; 
derstood that the accompanying | 
lists do not pretend to be complete; | 
on the contrary, they include only | 
those agencies which volunteered 


their figures. 

| 
® This is not the case with agencies 
billing $5,000,000 or more. The list 
of agencies billing $5,000,000 to 
$10,000,000, the list of those billing | 
$10,000,000 to $25,000,000 and the | 
new listing of agencies billing $25,- | 

ERO TARR es nee ERIN 


000,000 or more appearing in this | 
issue are as complete as possible | 
and were developed from personal 
contact, cross-checking and investi- | 


gation, as well as by questionnaire. | 
They include every agency in the | 
U. S. and Canada which the editors 
of ADVERTISING AGE believe billed 
$5,000,000 or more in 1957. 


Here’s the billings picture for the 
agencies in the $1,-5,000,000 group, 


shown alphabetically: | of 
| 

William Hart Adler Inc., Chi- 4 
cago, billed $1,907,000 in 1957, of. 

which $534,000 represented cap- 


italized fees. In 1956, comparable | 
figures were $1,580,000 and $414,- | 


000. During the year, the agency 
added Union Asbestos & Rubber 
Co., Bastian-Blessing Co., and Aet- 
na Steel Products Corp., and lost 
Thomas Industries Inc. Its media 
breakdown was newspapers, 5%, | 


magazines 19%, supplements 4%, | 
radio 1%, television 8%, outdoor | 


1%, business papers 43%, point of | 

sale 5%, and other 14%. It has 23 | 

employes and anticipates a 10% 

increase in volume in 1958. } 
' 
i 


Ralph Allum Co., New York, 
billed $1,300,000 in 1957 and $1,- 
200,000 in 1956, all commissionable | 
each year. It added Henry K.| 
Wampole & Co., division of Denver 
Chemical Co., and lost none. Its NOW —~LARGEST TOTAL DAILY 
media breakdown is not reported. 

It has 12 employes and expects its | 


1958 volume to be up about 20%. | 


Andrews Agency, Milwaukee, | 


billed $2,271,000 in 1957, of which) 


$474,600 represented capitalized 
fees. In 1956, comparable figures | 
were $1,645,048 and $282,629. It did 
not lose or gain any accounts. Its WW 
media breakdown was business pa- 
pers 90% and magazines 10%. It 
has 52 employes in one office, and 
expects a 1958 volume up 8%. 
Arnold & Co., Boston, billed $1,- | 
008,000 in 1957, of which $217,000 
1956, the comparable figures were 
$880,000 and $190,000. The agency | 
added three new accounts—Bea- 
con Press, Jet Spray Corp. ~ 
Easy Goers Shoes. The media 
breakdown was: newspapers 20%, | 


represented capitalized fees. In 
Blane Corp.—while losing one, 
business papers 20%, radio 18%, 
television 17%, magazines 15%, 
outdoor 3%, transit advertising 


2%, point of sale 2% and “other” | 
3%. It has 18 employes and pre- | 
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Honolulu branch. It expects 1958 
volume to be up 15%. 


cember; it will lose Continental 
Airlines in March, 1958. Its media 
breakdown is newspapers 30%, 
S. M. Brooks Advertising, Little 
Rock, billed $1,420,632 in 1957, | 
none in capitalized fees. The com- 
parable figure for 1956 was $1,- 
367,182. It neither added nor lost| sees 1958 volume 20% below that 
important accounts. Its media|of 1957 “because of loss of Con- 
breakdown is newspapers 58%, | tinental Airlines.” 
magazines 1%, supplements 1%,| 
radio 4%, tv 27%, outdoor 5%, 
business pi vers 1%, farm publica- 
tions 1%, and “other” 2%. It has | 191,887 in 1957, of which $1,525,403 
eight employes in its office and sees |represented capitalized fees. In 
a 5% rise in volume during 1958. | 1956, comparable figures were $2,- 


: 906,193 and $1,425,576. It added 
Galen E. Broyles, Denver, billed Drumstick Inc. Bob Evans Farms, 


$2,488,582 in 1957, of which $421,- | peanklin Giue Co.. H. C. Huber 
ng a roe ag fees. | Construction Co U s. Air Con- 
nl the comparable figures| >... ape 

| rp., t 
were $391,218.31. The agency last eae Een epee 
filed an ADVERTISING AGE yee fer las Tile C aP ‘ ‘ 
report in 1950, when $700,000 total | “Tapas tie Co. an ron nd 
billings and fees was listed. It add- | Products. Its “— a we 
ed Gooch Food Products, Lincoln,| W@S magazines o, television 
ss oo may and a |= a ~ahh an a 
way Instrument Division, Hamil- outdoor 4% and “other” Zo. 
ton Watch Co., Denver, in De-|has 51 employes in one office, and 


Byer & Bowman Advertising 


| sees 1958 volume up 7%. 


Agency, Columbus, O., billed $3,- | 


plements 1%. It has 29 employes 


J. M. Camp & Co., Wheaton, IIL, | volume up 15%. 


magazines 10%, radio 20%, tv 2%, | billed $1,750,000 in 1957, of which 
outdoor 3%, business papers 15% | $100,000 represented foreign bill- ; 
‘and farm publications 10%. It has|ings. In 1956, comparable figures | ver, billed $1,208,750 in 1957, of | $2,157,927 in 1957, of which $113,- 
25 employes in two offices and|were $750,000 and $100,000. Its) which $833,750 represented capi-| 964 represented capitalized fees. 


Cherry Solt & Associates, Den- 


‘media breakdown was newspapers |talized fees. In 1956 comparable 
'5%, magazines 3%, radio 90%, and | figures were approximately the 
tv 2%. It has seven employes in|same. It added Francis Homes 
one office, and expects to bill $2,-| (builder), Allied Colorado Enter- 
| 250,000 in 1958. prises, Hammond Organ Studio; 
lost none. Its media breakdown 
Cayton Inc., New York, billed|was newspapers 25%, radio 20%, 
$3,595,000 in 1957, of which $715,-|television 20%, business papers 
000 represented capitalized fees,| 10%, point of sale 20%. It has 10 
and $105,000 was international employes in one office and expects 
billing. In 1956, billings were $3,- | 1958 to be up 20% over 1957. 
| 365,000 and capitalized fees $695,- | 
/000. It added Cloroben Chemical} Sidney Clayton & Associates, 
|Corp., F. O. Pierce Co., the Poly- Chicago, billed $1,122,016 in 1957, 
chemicals division of West Virginia of which $600,300 represented cap- 
Pulp & Paper Co., Chelsea Prod-/|italized fees. In 1956, comparable 
ucts and Alta Products Corp.; it figures were $1,018,880 and $491,- 
lost none. Its media breakdown | 676. During the year the agency 
was television 42%, business pa- | added Revere Electric Mfg. Co. and 
pers 19%, newspapers 14%, point lost no accounts. Its billings break- 
\of sale 11%, magazines 8%, radio|down was newspapers 3%, busi- 
13%, farm publications 2% and sup- | ness papers 48%, sales promotion 


TO SHOW A 


NEWSPAPER... 


GAIN 


IN RETAIL ADVERTISING 


LINAGE 
IN 1957 


CIRCULATION 


The Post's fifth consecutive gain in 1957 comes on top of a nearly 2,000,000 line gain in retail advertising 


in 1956! Each year for five years The Post also has shown an increase 


of the three Houston newspapers. In Houston, the South's largest market, the growing trend is to The Houston Post. 


POST 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


IN TEXAS’ 


in its share of total retail advertising linage 


*ABC 9-30-57 


W. P. HOBBY 
Chairman of the Board 


OVETA CULP HOBBY 
President 


49%. It has 19 employes, and ex- 


jin one office, and forecasts a 1958' pects a 25% increase in volume 


in 1958. 


Critchfield & Co., Chicago, billed 


'In 1956, comparable figures were 
| $2,157,137 and $90,000. It reports no 
account changes for 1957, gives no 
|media breakdown, lists 20 em- 
ployes and makes no commitment 
about 1958 volume. 


Cruttenden Advertising, Chica- 
go, billed $1,016,187 in 1957, of 
which $222,775 represented capi- 
talized fees, and $177,567 advertis- 
ing production and collateral fees. 
No comparable figures are avail- 
able for 1956. During the year, the 
agency added Admiral Corp.’s hos- 
| woos service division, and Crescent 
|Bronze Powder Co., and lost Tee- 
Pak Inc., Red Head Brand Co., and 
J. P. Smith Shoe Co. Its media 
breakdown was newspapers 2%, 
magazines 40%, radio 1%, outdoor 
1%, business papers 40%, point of 
sale 1%, and collateral materials 
15%. It has ten employes, and ex- 
pects volume will be down about 
10% in 1958. 


Daniel & Charles, New York, 
billed $4,800,000 in 1957, of which 
$350,000 represented capitalized 
| fees. In 1956 comparable figures 
jwere $3,570,000 and $220,000. It 
|added seven divisions of Burling- 
ton Industries and support stock- 
ings, both in September, Heller 
Jersey Corp. in November, a 
division of General Shoe in October 
and Weldon Pajamas in July. It 
\lost none. Its media breakdown is 
|newspapers 15%, magazines 50%, 
tv 15%, outdoor 5%, business pa- 
pers 10% and “other” 5%. It has 
48 employes in its office and sees 
/1958 volume up 14-15% over 1957. 


| Denham & Co., Detroit, billed 
$1,215,000 in 1956 of which $10,000 
| represented international billing. 
|In 1957, comparable figures were 
| $1,270,000 and $10,000. No account 
|gains or losses were reported. Its 
‘media breakdown was business 
papers 98%, newspapers 1% and 
“other” 1%. It has 15 employes in 
one office, and sees 1958 about the 
same as 1957. 


Duncan-Brooks Inc., Mineola, 
N.Y., billed $1,013,093 in 1957, of 
| which $771,052 represented capi- 
je fees. In 1956, comparable 
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figures were $535,071 and $383,364. | persons in one office and expects|22%, magazines 22%, radio 4%, | $800,000 is in capitalized fees. In and expects 1958 volume to be up 
During the year, the agency added billings to be about the same as/| television 2%, outdoor 4%, busi-| 1956, the figures were $1,250,000 | 25%. 


Bulova Watch Co. (industrial), 
Photocircuits Corp. amd Slater 
Electric; it lost none. Its media 


magazines 4%, outdoor 2%, busi- same figure for 1956. It makes no | than 1957. 
ness papers 67%, farm publications 


2%, transit advertising 1%, point 
of sale 1%, and other 12%. It has 
14 staff employes, 6 part-time em- 
ployes and 23 associates in one of- 
fice, and expects 1958 volume to 
be up 20%. 


Esmond Associates, New York, 


last year. 


ness papers 34%, farm publications | and $650,000. The agency added 
6%, point of sale 6%. It has 18 em-|the school equipment division of 


The Getschal Co., New York, 


| Fairfax Inc., New York, billed ployes in a single office, and es- Brunswick-Balke-Collender Co. | billed $1,420,000 in 1957, of which 
breakdown was newspapers 11%, | $4,000,000 in 1957, and reported the timates 1958 volume 10% higher|and Futorian-Stratford Furniture | $600,000 represented capitalized 


breakdown on capitalized fees. 


During the year the agency added| Friend-Reiss Advertising Agen- 


Co., and lost no accounts. Billings | fees. In 1956 comparable figures 
went to newspapers 30%, maga- 
‘zines 17%, radio 3%, television 


| were $1,310,000 and $500,000. The 
| agency gained the Westinghouse 


Merritt-Chapman & Scott Corp.,|cy, New York, billed $4,783,240 in 12%, outdoor 2%, and business pa- | Appliance Sales Corp., New York, 
Paris Auto Inc., for Simca cars, and | 1957, of which $200,000 represented | pers 36%. The agency has i6 em-|New Jersey and Connecticut. It 


lost Foster Grant Co., and Louis ble figures were $4,500,000 and_| rise in 1958 volume. 
|Goldsmith Inc. Its media break-| $300,000. During 1957 the agency | 

oe was newspapers 35%, mag-|added Solar 
azines 30%, supplements 5%, radio Crayon Co., Hussco Shoe Co., Ra-| 
billed $2,000,900 in 1957, of which | 5%, television 20%, and business |diart Corp., Kurlash Co., and Vi-|New York, billed $3,446,260 


Steel Corp., Art) 


Gaynor & Ducas (formerly Gay- 
nor Colman Prentis & Varley), 


in 


_Apco Inc., vending machines. It | capitalized fees. In 1956, compara- |ployes in one office, expects a 20% | lost Airex (fishing tackle). Its me- 


dia breakdown was newspapers 
20%, magazines 19%, radio 30%, 
television 30%, business papers 5%, 
and “other” 5%. It has 12 employes 
in one office and estimates ’58 bill- 


$1,432,900 represented capitalized| papers 5%. It has 33 employes sion Inc., and lost Jacoby-Bender | 1957, of which $1,743,555 represen- ings to be about the same as last 
fees. In 1956 a comparable billings|and looks for a 20% increase in|Inc. Its media breakdown was ted capitalized fees. The compar-_ year. 


figure was $1,040,000. The agency 
gained Webb & Knapp, Eastern 
Casualty and Cadie Chemical Pro- 


25% in newspapers, 20% in maga- 
zines, 10% in radio, 10% in out- 
door, 15% in business papers, 10% 


| volume in 1958. 


| 


newspapers 10%, magazines 25%, able figures for 1956 were $2,800,- 
‘supplements 1%, radio 15%, tele-| 000 and $600,000. California Texas. 


Gillham Advertising, Salt Lake 


| KE. M. Freystadt Associates, New vision 20%, outdoor 1%, business|Oil Co., the Barden Corp. and | City, billed $2,135,000 in 1957. In 
ducts (polishing cloths). The agen- York, billed $1,271,642 in 1957, of | papers 14%, point of sale 12%, and Crowley Milk Co. were added, | 1956 its billings totaled $1,846,742. 
ey invested billings as follows: | which $56,304 represented capital- other 2%. It has 46 employes, and| while Pyrene C-O Two Co. and During the year, the agency added 

ized fees. In 1956, comparable fig-| expects a 10% increase in volume | Liquidometer Corp. were lost. 75% 


ures were $1,076,711 and $61,444. in 1958. 
It added Aluminum & Chemical 


in transit advertising, and 10% in|Co., Greenwich, Conn.; lost none. 


point of sale. Esmond employs 22 


|Media breakdown: newspapers 


pers, 


of billings came from business pa- 
15% from magazines anc 


Garfield-Linn & Co., Chicago, 10% from newspapers. The agency 


HOW TO MOVE YOUR PRODUCTS 
TO MEN IN INDUSTRY... 


Why not follow the lead of 


BOILER 


MANUFACTURERS 


.. . the starting point for all power and plant 


services? 


Year after year companies selling boilers to 
industry use more advertising pages in POWER 


than in any other 


magazine in the world. 


During 1957 POWER carried a total of 254 
pages of boiler advertising. 


Boiler manufacturers know POWER gives them 
most for their money—and they know POWER 
readers are buyers of power and plant services 
equipment. 


Typical POWER readers are H. M. Montague, 
plant engineer, and J. D. Gowell, foreman, at 
Armstrong-Norwalk Rubber Corp. where all the fol- 


LAfify 


yy 


lowing services are used in the production of foam- 
rubber for mattresses and cushions: steam, electricity, 
water, air-conditioning, refrigeration, ventilation, 
compressed air, materials handling and lubrication. 

About POWER Mr. Montague says, “In the pro- 
duction of a top-grade product these plant services 
are all-important. It’s a big engineering job and 
that’s where POWER comes in, as a primary guide 
to better engineering. Advertising? We’re always 
looking for new products and more efficient proc- 
esses. We get lots of tips from the advertising pages.” 


IF YOU WANT TO MOVE YOUR PRODUCT, 


PUT 


BEHIND IT! 


A McGRAW-HILL PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


© @ 


‘S&H Green Stamps. Its media 
breakdown was newspapers 50%, 
radio 10%, television 25%, outdoor 
10%, and point of sale 5%. It has 


| billed $1,500,000 in 1957, of which| employs 31 persons in two offices | 25 employes in one office, and sees 


| 1958 about the same as 1957. 


| Godwin Advertising Agency, 
| Jackson, Miss., billed $2,658,807 in 
|1957, of which $1,142,891 repre- 
sented capitalized fees. The com- 
parable figures for 1956 were $2,- 
| 482,188 and $1,078,504. The agency 
breaks down its billings as follow- 
|ing: newspapers 33.9%, business 
/papers 11%, radio and television 
|9.5%, magazines 6.8%, outdoor 
|6.5%, and mechanical production 
32.3%. It employs 48 persons in 
| three offices. 


Gore, Smith & Greenland, New 
| York, billed $3,112,000 last year, 
including $1,072,000 in capitalized 
‘fees. In 1956 the agency billed $1,- 
006,192, including $470,902 in fees. 
\It added Standard-Triumph Mo- 
tor Co., Seabrook Farms and Em- 
erson Radio & Phonograph Corp. 
It reported no lost accounts. Media 
| spending: 25% in newspapers, 40% 
in magazines, 10% in supplements, 
3% in radio, 3% in television, 1% 
jin outdoor, 17% in business papers 
and 1% in transit advertising. The 
|agency employs 46 persons in one 
office and predicts a whopping 
| 85% increase in this year’s billings. 


Graves & Associates, Minneap- 
olis, billed $1,568,000 in 1957. It 
|does not report its capitalized fees. 
\In 1956 it billed $1,823,000. It re- 
|ports no account changes in 1957. 
Its billings breakdown was news- 
papers 5%, magazines 33%, sup- 
plements 5%, radio 6%, television 
|7%, outdoor 3%, business papers 
19%, farm publications 18%, point 
of sale 4%. It has 12 employes, and 
expects a 3% to 5% increase in 
volume in 1958. 


Monroe Greenthal Co., New 
York, billed $4,900,000 in 1957, of 
which $750,000 represented capi- 
talized fees. In 1956, comparable 
figures were $4,876,250 and $450,- 
000. It added Walt Disney Produc- 
tions, Buena Vista Film Distribu- 
tors, Washington Square Village, 
'a building development, Pageant 
Magazine, A. M. Kidder Co., stock 
broker, and additional business 
from J. Arthur Rank, motion pic- 
ture distributor; it lost no accounts. 
Its media breakdown was news- 
papers 55%, magazines 12%, ra- 
dio 15%, television 6%, outdoor 
3%, and “other” 9%. It has 65 em- 
ployes in one office, and expects 
1958 volume to be up about 25%. 


Charles Anthony Gross Adver- 
tising Agency, Miami, billed $2,- 
750,250 in 1957, of which $500,250 
represented capitalized fees. In 
1956, the agency billed $2,075,000, 
of which $325,000 represented cap- 
italized fees. No accounts were lost 
during the year, while the follow- 
ing were added: Boca Raton Hotel 
& Club and Schine Hotels (Roney 
Plaza, McAllister and Gulfstream). 
The media breakdown was: news- 
papers 50%, magazines 45%, with 
the remaining 5% spread over ra- 
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The Bridge...Spanning the Mississippi river 


at downtown New Orleans, it symbolizes expansion @ 
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of this mighty market which we alone sell best! 
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IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL AND GAS STATE 


AND SOON FIRST U S NICKEL AND REPRESENTED BY JANN & KELLEY, INC. 
COBALT PRODUCER CIRCULATION DAILY 291,674 SUNDAY 283,111 y 


Avg. 6 mos. ending 9-30-57 as filed with the Audit Bureau of Circulations, subject to audit. 
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dio-tv, outdoor, business papers,}Council. Business papers got 49%|in February. It lost none. It has 


point of sale and direct mail. The of the billings, television 37%, 
agency has 32 employes and ex- newspapers 5%, point of sale 3%, 
pects a volume gain of 25% in 1958.| magazines and farm publications 
|1% each, and fractional amounts 

Grubb & Petersen, Champaign, | to supplements, radio, outdoor, 
Ill., billed $1,783,513.17 in 1957, of | transit and other media. The agen- 
which $1,014,019.15 was in capital- cy has 21 employes in one office, 


ized fees. In 1956, the figures were expects a 20% rise in 1958 volume. | 


$1,295,896.01 and $836,971.54. The 
agency acquired Bohn Aluminum 


Harris & Co., Miami, billed $2,- 
& Brass-Betz division, 


Illinois | 700,000 in 1957. It gained Enro 


Canning Co. and Mid-States Steel Shirt Co., in October, Havana Riv-| 


& Wire Corp. during the year. It iera Hotel in March and Arawak 
lost Lumber Dealers Research Hotel, Ocho Rios, Jamaica, B.W.I., 


43 employes in two offices and sees 
1958 volume up 20% over 1957. 


Hart-Conway Co., Rochester, | 


N.Y., billed $2,029,706 in 1957, of 


|which $325,806 represented capi- 


talized fees. In 1956, comparable 
figures were $2,007,419 and $320,- 


/111. No important accounts were 


gained or lost during the year. The 
media breakdown was: television 
33%, newspapers 30%, magazines 
11%, radio 7%, business papers 
6%, outdoor 5%, transit advertis- 


DOWN To EARTH ADYERTISING- 
(THATS OUT OF THIS WORLD) 


ONE OF A SERIES OF DAYDREAMS AT 
GUILD, BASCOM AND BONFIGLI -ADVERTISING 
SAN FRANCISCO-LOS ANGELES -NEW ORK-SEATILE 


GUILD, BASCOM,» BONFiGgy i 


ae} 


OH WELL. IN THAT CASE 
GooD DAY, GENTLEMEN ; 


HUH 7 


Se 


Guio, Bascom, a BonFicti 
ADVERTISIN G- 
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Advertising Age, February 24, 1958 


jing 3%, farm publications 1%,|in 1957, of which $947,683 repre- 
point of sale 1% and “other” 3%.|sented capitalized fees. No com- 
The agency has 16 employes and|parable figures are reported for 
|sees 1958 about the same as 1957.|1956. No account changes are re- 
|ported for 1957. Its media break- 
| J. M. Hickerson Inc., New York,| down was newspapers 30%, maga- 
billed $1,554,472 in 1957, of which|zines 10%, business papers 10%, 
$488,004 represented capitalized farm publications 50%. It has six 
fees. In 1956, comparable figures employes and sees a 20% increase 
were $1,425,911 and $438,964. It|in volume in 1958. 

pom American Felt Co., Des| Jol = & Lewis Advertising, 
| Moines Register & Tribune (insti- | : : , 

, ; .|San Francisco, billed $2,500,000 in 
tutional) and Wah Chang Corp-; | 1957 up from $2,000,000 reported 
it lost Viking Pump Co. Its media f ‘oan A t ion at a 
breakdown was magazines 30%,|~°T . i a Sa 

ed acquisition of the savings por- 


| business papers 30%, newspapers ,. ; 
115%, radio 8%, television 8% tion of the Bank of America and 


point of sale 1% and “other” 8%. jloss of Nic-L-Silver Battery Co. 


g . "|The agency has 24 employes and 
It has 20 employes in two offices, | » - 
| and expects a 1958 volume up 33%. og billings of $3,500,000 in 


Hoefer, Dieterich & Brown, San Jones, Brakeley & Rockwell 
Francisco, billed $1,613,000 in 1957, Imc., New York, billed $1,932,045 
\of which $574,000 represented cap-| in 1957, of which $358,603 repre- 
\italized fees. In 1956, comparable | sented capitalized fees. Compara- 
'figures were $1,045,000 and $511,-, ble figures for 1956 were $1,768,873 
000. It added Pacific Intermoun- | and $374,268. It added a division of 
tain Express and Hibernia Bank; | American Assn. of Soap & Glycer- 
it lost none. Its media breakdown | ine Producers in July; it lost none. 
was newspapers 25%, business pa- Its media breakdown is newspa- 
pers 20%, transit 14%, television | pers 15%, magazines 9%, business 
12%, magazines 10%, radio 8%,| papers 75%, and farm publications 
outdoor 5%, farm publications 5% | 1%. It has 16 employes in its office 
jand supplements 1%. It has 17| and sees 1958 about the same as 
| employes in one office, and expects | 1957. 
|} a 1958 volume up 25%. 


Jones Frankel Co., Chicago, told 

Hutchins Advertising Co., Roch- AA that billings were “about the 
‘ester, N. Y., billed $3,122,187 in|S¢me” in 1957 as Pag ge 
1957, of which $117,000 represented | y P eee : 


| capitalized fees and $243,117 inter- Capitalized fees were $250,000,000 


in 1957 and $200,000 in 1956. Its 
media breakdown is newspapers 
15%, magazines 50%, radio 2.5%, 
|tv 2.5% and business papers 30%. 
| It has 14 employes in its office and 
the agency added R. J. Strasen- | 5°°S ee Vee Up SO SS 
burgh Co. of Canada, Muller Con- | over 1957. 
struction Co., Rochester, Town & | 
He ° Kerker, Peterson, Hixon, Hayes 
esa eens Sa are: lean. Minneapolis, billed $2,774,241 
Ps k HH ietta, N. Y., SVE- roe meq in 1957 and $1,919,443 in 1956. Dur- 
sion of Graflex Ine Pittsford me, Cuppews Ease Ce., Content 
N. Y.. and Staub & Gen. Rochester. | D@t@ Corp., and Magnetic Controls 
gor , “ ~~~" * | Co.; it lost none. Its media break- 
ecatan gam American, CORP; down was newspapers 3%, maa 
2 ’ ws j oO j oO oO ” 
Commercial Controls Corp. It has fone A : _— phn rt aw 
39 employes in two offices, and an- i ; ct 


ticipates a 10% i > val other 1%. It has 45 employes in 
Ucipates a 10%o Increase IN VOluME | one office, and expects 1958 volume 
in 1958. 

| 


- be up 40%. 


national billing. The only compar- | 
able figures available for 1956 were 
| $5,000,000 for over-all billings, of 
|'which $275,000 represented inter- 
national billing. During the year, 


_ Jackson, Haerr, Peterson & Hall,, Lago & Whitehead, Wichita, 
Peoria, Ill, billed $2,121,600 in| Kan., billed $1,421,004 in 1957, of 


Ralston’s Bold Journey was the subject of a special 
ABC telecast January 28th, when the program 
received a commendation from the People To 
People Foundation. The Bold Journey Educational 
Program, created by GB&B, is now used by more 
than 2,000,000 students in over 50,000 class- 
rooms weekly. Oh yes... Ralston’s cereals are 
being used by more and more people every day. 
Among the fine food products advertised by GB&B 
are Skippy Peanut Butter, Best Foods Nucoa, 
Ralston Wheat Chex and Rice Chex, Ry-Krisp and 
Instant Ralston, Harry and David's Fruit-of-the- 
Month, Mother's Cookies, Farmer John’s Ham and 


1957, of which $1,323,420 repre-| which $490,506 represented capita- 
|sented capitalized fees. In 1956,| lized fees. In 1956, comparable fig- 
| comparable figures were $1,311,315 | ures were $1,277,462 and $362,954. 
and $838,963. It added Wonder |]¢ reports no account changes in 


Bldg. Corp. of America, William A.|'57, Its media breakdown was 


Barnes Co., Markus-Campbell Co.,| newspapers 7.6%, magazines 17%, 
|Custom Trailer Co. & North-Shore | radio 4.6% 


; %, television 7.6%, out- 
Industries, and Eisner Grocery Co.;| door 10.3%, business papers 22.9%, 
\it lost King Hamilton Co. and re- 


jit "-\farm publications 2.1%, other 
signed Master Corp. Its media | 97.9%. It has 20 employes, and ex- 


|breakdown was magazines 39%,| pects its 1958 volume will be about 
|newspapers 38%, television 14%,| the same as in 1957. 
radio 5%, outdoor 1% and “other” | 
3%. It has 28 employes in four of-| [Lando Advertising Agency, 
|fices, and expects a 1958 volume | pittsburgh, billed $2,105,439 in 1957 
j"P 20 to 30%. \of which $823,952 represented cap- 
\italized fees. In 1956, comparable 
Jefferson Advertising Agency, | figures were $1,712,299 and $689,- 
La Crosse, Wis., billed $1,039,011|872. It reports no specific account 
| 
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John W. Shaw Advertising, Inc. 


CHICAGO «+ NEW YORK 


CLIENTS 
Chicago Sun-Times * Colgate-Palmolive Company * Dormeyer Corp. 


M. K. Goetz Brewing Company * Fred Harvey * Horlicks Corporation 


Bacon, Mary Ellen’s Jams and Jellies, Heidelberg 
Beer and Breast-O’-Chicken Tuna. 


Kemper Insurance * The Quaker Oats Company * The Stiffel Company 


Vail Manufacturing Co. * Victor Adding Machine Co. * Webcor, Inc. 
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Eastern Office 


meet an as2exvs: 


. | major market has its ‘‘better”’ 

newspaper . .. the one that gives 
better news coverage and appeals to 
those who want to know. 


¢ 


In Detroit it’s The News. Every survey 
shows it. The News not only reaches 
the most newspaper readers in its trad- 
ing area, it gets to the many who buy 
more of everything from cough drops 
to Cadillacs. 


News’ readers have better jobs, better 
incomes, better educations, better 
homes. This knowledge, and the desire 
to put their message where the money 
is, accounts for advertisers putting 
more linage in The NEWS than in both 
other Detroit newspapers combined. 


Detroiter. .. 


The Detroit News 


POC SF c2SA ec oO eeee cd 260 Madison Ave., New York 
en k's de ak weed 785 Market St., San Francisco 


The “idea 

Detroit News 4 ; } 

er “Ow, r 

, to Pool Players in Cote ae J , 
Disars,, 


ail aka. Pin 

te be 

bread wud iW teed 
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Sy 


Total Circulation: 
468,167 weekdays, 
579,068 Sundays 
ABC 9-30-57 


Ghfewpe Oilee..... 2... -sccesss 435 N. Michigan Ave., Tribune Tower 
SE os Su « capenSOrs vis ea The Leonard Co., 311 Lincoln Road 
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changes or media breakdown. It|radio 3%, outdoor 2%, business pa- 
has 30 employes in two offices (the pers 15%, point of sale 10%, and 


branch office is in Erie, Pa.), and “other” 5%. It has 17 employes in | 


| television 29%, outdoor 4%, transit 


advertising 2%, “other” 39%. It 
has 24 employes in one office, and 


expects a 25% increase in volumeja single office, and estimates its|]jooks for a 1958 volume about 


in 1958. | 1958 volume will be up 30%. 

Lavenson Bureau of Advertising, 
Philadelphia, billed $3,425,000 in/land, O., billed $2,000,000 in 1957. 
1957, of which 25% was capitalized | The comparable figure in 1956 was 
fees. The 1956 billings were $3,-| $1,600,000. It added Lempco Pro- 
300,000. The increase came from | ducts Co., Ohio Boxboard Co. and 
higher appropriations of present| F.C. Russell Co. and lost Cleveland 
clients. Punch & Shear Works. Its media 
breakdown was business papers 
Leber & Katz, New York, billed | 71%, magazines 18%, farm publi- 
$1,190,000 in 1957, of which $320,- | cations 5%, newspapers 2%, tele- 
000 represented capitalized fees.| vision 2%, radio 1%, and outdoor 
In 1956, comparable figures were|1%. It has 30 employes in one of- 
$900,000 and $300,000. It added 
Amelia Earhart Luggage in Feb- 
ruary, and six more accounts in the 
last half: Burberrys Ltd., Alfred 
Dunhill of London, Baccarat Crys- 
tal, Witty Bros. Men’s Wear, Puri- | $2,980,709 represented capitalized 
tan Frozen Foods, and Domino! fees. In 1956, comparable figures 
Belts. It lost Hamilton Metal Prod- were $3,990,768 and $3,063,470. It 
ucts in February, and Crescendo | added the Public Bank during the 
Gloves in June. Media breakdown: | year. Media breakdown: newspa- 
magazines 60%, newspapers 5%,' pers 7%, magazines 4%, radio 15%, 


10%. 


Luckoff & Wayburn, Detroit 
billed $3,737,262 in 1957, of which 


METROPOLITAN _ 
—+ AREA |-— 


ONLY 


~~ ONE 
NEWSPAPER 


COVERS THE RICH AKRON 4 
METROPOLITAN AND TRADING AREAS 


. . . and what markets they are! 


77 


the biggest ONE News- 
paper Market in the nation, 
is also Ohio’s most concentrated area of great industrial 
names. You can sell it completely for only 40c per line daily 
or Sunday. ROP color available in all issues. 


AKRON AKRON 
METROPOLITAN TRADING 
AREA AREA 

Population 484,000 619,900 
Families 145,200 184,235 
Effective Buying Income $937,119,000 $1,169,242,000 
Retail Sales 657,394,000 834,188,000 
Food Sales 158,477,000 201,955,000 
Gen. Mdse. Sales 111,815,000 126,575,000 
Furn. Household 32,421,000 39,731,000 
Automobile Sales 125,102,000 163,408,000 
Drug Sales 21,119,000 26,128,000 
BEACON JOURNAL 

HOME COVERAGE 93.5% 83.5% 


Source Sales Management 1957 Survey of Buying Power. 


_ AKRON BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, National Reps. 


Carr Liggett Advertising, Cleve- 


fice, and expects a 1958 volume up | 


equal to 1957’s. 


Lynch Hart & Stockton Adver- 
tising Co., St. Louis, billed $1,264,- 
000 in 1957, of which $64,000 rep- 
resented capitalized fees. The 
comparable figures for 1956 were 
$664,000 and $64,000. The agency 
added Oertel Brewing Co. and 
dropped National Oats Co. It has 
16 employes and predicts a 10% 
gain in volume in 1958. 


MacDonald-Cook Co., South 
Bend, Ind., billed $1,560,063 in 
1957, of which $586,515 represented 
capitalized fees. Comparable fig- 
ures for 1956 were $1,548,817 and 
$761,400. It added Read Head 
Brand Co. and Drybak Corp. in 
January, H. S. Cover Co. in March, 
Royal Rubber Co. in June, Inter- 
national Bakers Services in August 
and Borcherdt Co. in December; it 


lost Kitchen-Quip in December. Its | 


media breakdown is newspapers 
3.4%, magazines 80%, radio-tv 
4%, business papers 15.8%, and 
farm publications 4%. It has 18 
employes in two offices and sees a 
20% rise in volume during 1958. 


Malcolm-Howard Advertising 
Agency, Chicago, billed $2,000,000 
in 1957. Comparable figure for 
1956 was “just under $2,000,000.” 
The agency gives no figures on 
capitalized fees, reports no account 
changes, and gives no media 
breakdown. It has 22 employes 
and expects its 1958 volume to be 
between 10% and 15% over ’57. 


Marcus Advertising, Cleveland, 
billed $1,046,887.17 in 1957, of 
which $335,234.20 represented cap- 
italized fees. In 1956, the compara- 


Advertising Age, February 24, 1958 


chanical 15.4%. The agency has 11 
employes and looks for a 10% gain 
in volume in 1958. 


W. A. McCracken Ltd., Toronto, 
billed $1,050,000 in 1957 and $750,- 
000 in 1956. No breakdown on cap- 
italized fees is reported. During the 
year it added Starr Hollywood Ltd., 
Toronto, Economics Laboratories 
Inc., Chicago, Williams & Wil- 
liams, Toronto, and Sun Chemical 
Corp., New York. It lost none. Its 
media breakdown was newspapers 
35%, magazines 7%, radio 8%, tel- 
evision 22%, outdoor 5%, business 
papers 20%, transit advertising 
3%. It has 14 employes and ex- 
pects a 30% increase in volume in 
1958. 


McGiveran-Child Co., Chicago, 
in 1957 billed $1,200,000. Compara- 
ble figure for 1956 was $1,020,000. 
No figures on capitalized fees are 
reported. The agency reports no 
major account changes for ’57. Its 
media breakdown was newspapers 
30%, magazines 10%, radio 15%, 
outdoor 5%, business papers 20%, 
point of sale 5%, and direct mail 
15%. It has 24 employes, and ex- 
pects its 1958 volume to be about 
15% above 1957. 


Harris D. McKinney Inc., Phila- 
| delphia, billed $1,437,000 in 1957, 
| of which $840,000 represented cap- 
| italized fees. The comparable fig- 


jures for 1956 were $1,132,000 and | 


$645,000. Penco Metal Products di- 
|vision of Alan Wood Steel Co., 
| Philadelphia Gear Works and Elec- 
| tric Distribution Products Co. were 
jadded during the year, while 
|Acme-Hamilton Rubber Co. was 
lost. Business papers got 85% of 
billings, point of sale 10% and 
newspapers 5%. The agency has 
25 employes and predicts a 35% 
gain in volume for 1958. 


ble figures were $1,021,083 and) 


$362,108. The Women’s Federal 


| George T. Metcalf Co., Provi- 


Hope Machinery Co., and James 
Hanley Co. Its billings breakdown 
was newspapers 5.62%, magazines 
1.64%, radio 0.61%, outdoor 0.03%, 
business papers 53.43%, and pro- 
duction and service fees 38.67%. It 
has 22 employes, and predicts a 
10% increase in 1958 volume. 


Miller Advertising Agency, New 
York, billed $4,700,000 in 1957, of 
which $1,200,000 represented cap- 
italized fees. Comparable figures 
in 1956 were $4,500,000 and $1,000,- 
000. It added Fergus Imported 
Cars Inc., distributor of Borgward 
automobiles. It lost none. Its me- 
dia breakdown was newspapers 
85%, magazines 6%, supplements 
1%, radio 2%, television 1%, busi- 
ness papers 1%, farm publications 
1%, direct mail 3%. It has 52 em- 
ployes and expects an increase of 
10% in volume in 1958. 


Mullen & Associates, Minneapo- 
lis, billed $1,000,000 in 1957 and 
$600,000 in 1956. The agency re- 
ports that it neither added nor lost 
any accounts during the year. It 
has 20 employes in one office, and 
expects 1958 volume to be “up 
some, but who knows?” 


Newmark’s Advertising Agency, 
New York, billed $1,021,000 in 1957, 
compared with $1,186,000 in 1956. 
The agency, which states it has 
more than 400 “modest figure” ac- 
|counts, reports loss of “a few” cli- 
ents in the $500 to $3,000 a year 
category. Newmark’s media money 
was divided this way: 73% in 
newspapers, 22% in magazines, 
|2.5% in business papers, 1.5% in 
|farm publications. The agency em- 
ploys 19 people in one office. It 
expects 1958 billing to range from 
about the same as in ’57 to 5% off. 


| Olian & Bronner, Chicago, billed 
“around $2,500,000” in 1957, up 


Savings & Loan Assn. and Farm) dence, R. L., billed $1,299,987 in |about 10% from 1956. 


Bureau Co-Operative Assn. (re- 
gional television) were added dur- 
ing the year. The media break- 
down was television 45.4%, radio 


15.9%, newspaper 9.5%, outdoor | 


6.7%, magazines 6.3%, transit ad- 
vertising 0.8% and art and me- 


| 1957, of which $406,604 represent- 
ed capitalized fees. In 1956, com- 
parable figures were $1,162,044 
and $370,867. During the year the 
agency added Sayles Finishing 
Plants Inc., Jamesburg Corp. and 
Schmidt Mfg. Co., and lost Mount 


Palm & Patterson, Cleveland, 
billed $3,788,384 in 1957, of which 
| $1,780,541 represented capitalized 
| fees. In 1956, the comparable bill- 
ings were $3,105,233 and $1,459,- 
|460. It added Cleveland Punch & 


an you name this agency? 


low—few agencies, if any, can equal it. 


The name of th 


It has been in successful operation for almost 40 years. 


Has offices in New York, Chicago, Omaha, Los Angeles 
and Portland, Oregon. 


Has some 70 accounts on four continents that vary 
in size from $20,000 to over $2,000,000. 


In their respective fields these accounts are 
considered “tops.” 


| All of this agency's account executives are trained 
creative men. 


| Its record for account turnover is amazingly 


THE CAPLES COMPANY 
Advertising 


is agency? 


216 BE. ONTARIO STREET 


* CHICAGO Il, ILLINOIS 
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1957 choice of Washington’s 


25 largest advertisers 


THE STAR 
52.4% 


of total linage 


Here is something for media buyers to think about: 
Why is it that the 25 largest advertisers in Washing- 
ton, D.C. (who buy 53.6% of all retail advertising 
space) place the lion’s share of their linage in The 
Star? Are any advertisers anywhere in as good a 
position to judge the prestige and pulling power 
of Washington newspapers? Or the relative value 
of their circulation? Doesn't it stand to reason that 
the paper that pulls best for department stores, 
men’s and women’s specialty stores and the lead- 


THE POST- 
TIMES HERALD 


361% DAILY NEWS 


of total linage 


1.5% 


of total linage 


ing food and drug chains will pull best for you? 
The stores that sell your products in Washington, 
D.C. pick The Star. 

Newspaper readers, too, pick The Star. They give 
The Star a decisive lead in virtually every category 
of classified advertising. 

Can there possibly be a sounder guide for national 
media buyers than the pattern so consistently followed 
year after year by the advertisers in the best possible 
position to know Washington and its newspapers? 


‘The Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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Shear Works Co. in July and two 
others in December: Kenco Pump 
Division of American Crucible 
Products Co. and Ohio Seamless 
Tube Division of Copperweld Steel 
Co. No important accounts were 
lost. It placed 45% of its billings 
in business papers. The agency 
now employs 30 persons and ex- 
pects a 10% volume gain in 1958. 


Parsons, Friedman & Central, 
Boston, billed $1,135,384 in 1957, of 
which $939,537 represented capi- 
talized fees. The comparable fig- 
ures for 1956 were $1,118,664 and 
$969,684. No accounts were lost and 
three were added: Kayem Meat 
Products, School Equipment Mfg. 
Co. and the Piolite division of Pio- 
neer Plastics. The media break- 
down was business papers 41%, 
radio 18%, magazines 18%, news- 
papers 12%, television 6% and 
point of sale 5%. The agency has 
10 employes and looks for a 30% 
gain in volume in 1958. 


Paul-Phelan Advertising Ltd., 
Toronto, billed $1,232,000 in 1957, 
of which $179,479 represented 
capitalized fees. In 1956 compara- 
ble figures were $893,411 and $96,- 
581. The agency gained the North- 
ern Quebec Power Co., Southern 
Canada Power Co., Farquhar-Rob- 
ertson Ltd., R & H Products Ltd., 
Master Dog Foods, Norma Lites 
Canada Limited, Hudson Coal 
Co. and Oscarsson Sales Co. 
Its media breakdown was news- 
papers 28%, magazines 1%, sup- 


plements 5%, radio 16%, televi- | 


sion 17%, business papers 17%, 


farm publications 7%, transit ad-| 


vertising 10%, point of sale 4%, 
with a small percentage in other 
media. It has 21 employes in 2 of- 
fices and estimates a 25% increase 
for the coming year. 


tions) 13%. The agency has 42 em- 
ployes in two offices (one in New 
York) and expects a volume in- 
crease of 8% in 1958. 


John Ramsey Co. Advertising, 
Los Angeles, billed $1,191,798 in 
1957, of which $708,530 represent- 
ed capitalized fees. In 1956, com- 
parable figures were $505,439 and 
$304,802. During the year it added 
Ling Electronics, Miljan Inc., and 
Permanent Filter Corp. Its me- 


business papers 4%, radio 3%, 
supplements 2%, farm publications |newspapers, 10% in magazines, 
1% and market research, public|44% in business papers, 3% in 
Advertising Agency, relations and sales promotion 37%.| point of sale, 20% in “collateral” 
\It has 26 employes and expects | and 20% in publicity. The agency 
business to be up 20% in 1958. 


New Haven, Conn., billed $1,500,- 
000 in 1957, of which $680,000 rep-| 
resented capitalized fees. The com- | 
parable figures 
$1,050,000 and $445,000. The A. C. 
Gilbert Co. became a client at the 
start of the year. 
breaks down its media billings as 


dia breakdown was newspapers | 
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5%, magazines 90%, farm publica- | follows: magazines 27%, television | italized fees. It added the Anthony 
tions 5%. It has nine employes and | 12%, point of sale 9%, newspapers|Co. while losing Sylcon Manage- 
sees a 15% increase in volume in|5%, 


ment Assn, Media spending: 3% in 


employs 22 persons in one office 
and expects 1958 billing to jump 


Robertson, Buckley & Gotsch,| 15%. 
Chicago, billed $1,219,864, includ- 
ing $569,612 in capitalized fees, in| Irving J. Rosenbloom Advertis- 
1957. In 1956, the agency billed $1,- | ing Agency, Chicago, billed $1,200,- 
126,369, including $573,316 in cap-|000 in 1957, 25% more than the 


J. R. Pershall Co., Chicago, billed | 
$2,620,811 in 1957, of which $988,- 
314 represented capitalized fees. 
In 1956, the comparable figures 
were $2,587,645 and $1,018,677. The 
agency added Butler Bros. during 
the year. Its media breakdown 
was: business papers 24%, news- 
papers 12%, television 7%, radio 
5%, outdoor 4% and “other” 9%. 
The agency has 33 employes and 
expects a volume gain of 10% in 
1958. 


Powell, Schoenbrod & Hall, Chi- 
cago, billed $1,535,000 in 1957, of 
which $710,000 represented capi- 
talized fees. Comparable figures in 
1956 were said to be about 25% 
lower. It gained Munsingwear 
Men’s and Boys’ division in De- 
cember; it lost none. Its media 
breakdown is newspapers 13%, 
magazines 30%, radio 24% and tv 
33%. It has 33 employes in its of- 
fice and sees 1958 volume up 33% 
over 1957. 


Proebsting, Taylor, Chicago, 
billed $1,413,794 last year, which 
included $858,697 in capitalized 
fees. Total billings for the agency 
in 1956 was $981,137. In Decem- 
ber, 1957, Proebsting, Taylor lost 
the Tuthill Pump Co. account and 
gained the Automatic Electric Co. 
account. Both are Chicago compa- 
nies. The agency, has 23 employes. 
Media dollars breakdown: busi- 


ness papers, 70%; mewspapers, | 


20%; and magazines, 10%. Agency 
business for 1958 is expected to be 
about even with last year. 


Publicidad Badillo, San Juan, 
P.R., billed $2,502,820 in 1957, of 
which $871,073 represented capita- 
lized fees. The comparable figures 
for 1956 were $1,820,871 and $483,- 
095. Of the 1957 volume, $100,000 
was done in the United States. The 
Puerto Rican agency added the 
San Juan Racing Assn. and the 
General Motors accounts during 
the year. Its media breakdown 
was: newspapers 30%, radio 29%, 
television 23%, point of sale 2%, 
transit advertising 142%, maga- 
zines 1%, outdoor %% and “other” 
(mainly movies and public rela- 
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C. J. Guzzo, Vice President 
Gulf Oit Corporation 
Pittsburgh, Pennsylvania 


Willard W, Wright, 
VP in Charge of Marketing 
Sun Oil Company 
Philadelphia, Pennsylvania 


Marc F. Braeckel, Vice President 
Sinclair Refining Company 
New York 20, New York 


John D. King, Vice President C. S. Garvin, Asst. Sales Manager 
Cities Service Oi! Company 


L. R. Kamperman, Vice President 
Leonard Refineries, Inc 
Alma, Michigan 


H_ |. Holbrook, Supervisor of Retail 
Union Oil Company of California 
Los Angeles, California 


George R. Miller, Mor, Retail Sales Howard G. Meyers, Asst. G.M., 


P. C. Hawk, TBA Manager 
Standard Oi! Co. ind. 
Chicago, Iilinols 


John K. Howe, TBA Manager E. G. Hirleman, Manager, TBA sales M. S. Pease, 


t. Divi 1M ing Mgr. 
Kansas City, Missouri y fact. Sevens Saruning Sgr 


LAST YEAR (1957)— MORE ADVERTISING DOLLARS INVESTED 


IN NATIONAL PETRGLEUM NEWS THAN EVER BEFORE 


Shell Oil Company 
San Francisco, California 


Wholesale Sales 
Sinclair Refining Company 
New York, New York 


Tidewater Oil Company 
San Francis California 
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agency billed in 1956. It gained 
three accounts, lost none in 1957. 
The three accounts gained were 
United Wallpaper, Bowell Muffler 
and Schiller & Asmus, importers, 
all gained in December. Media 
breakdown: newspapers, 


evision, 10%. The agency has 14 
employes. It expects a volume gain 
of 25% again in 1958. 


Rothbardt & Haas, cases | 


20%; | 
magazines, 70%; and radio and tel- | 


000,000, of which about 25% repre- 
sented capitalized fees on collateral 
material. In 1956 its comparable 
figure was $1,700,000. It added I- 
XL Furniture Co., Goshen, Ind. 
(furniture cabinets); it lost none. 
Its media breakdown was news- 
papers 40%, magazines 40% and 
other media 20%. It has 22 em- 


months of 1957 at $1,154,146, of 
which $520,146 includes capitalized 
fees and $270,146 in production 
billings. In 1956, the full-year bill- 
ings were $1,161,270, of which 
$460,270 included capitalized fees 
and $223,270 in production billings. 
The agency picked up J. O. Ross 
Engineering Corp. and three sub- 


ployes in one office and expects|sidiary companies, reports no lost 


| some increase in 1958. 


accounts. Business papers got 65% 
of the billings, public relations, 


Sanger-Funnell Inc., New York, | printing and production 33% and 
billed between $1,500,000 and $2,-| reports billings for the first ten|the rest was divided among news- 


|papers, television and point of} 


|sale. It has 15 employes in one of- 
fice, expects 1958 volume to be 
about the same as 1957. 


Savage-Lewis Inc., Minneapolis, 
billed $2,000,000 in 1957. In 1956 
its comparable figure was $1,- 
800,000. It added six accounts and 
lost two. Its media breakdown was 
newspaper supplements 5%, mag- 
azines 50%, radio & tv 10%, trade 


papers 35%. It has 30 employes in 


ANNUAL 


the kind of men who have the say 
on almost all buying 


in the oil marketing market 


You reach them all with 


THE MAGAZINE FOR OIL MARKETING MANAGEMENT 


A McGRAW-HILL PUBLICATION @ 
330 West 42nd Street, New York 36, N.Y. 


MARKET FOR 


es are a few of the 18,000 National 
Petroleum News subscribers who are 


THE MEN WHO REALLY MAKE THE 
$20,000,000,000 


* petroleum products 

* oil marketing equipment 

* tires, batteries, accessories 

* light motor repair parts 
and equipment 

and all other products 


sold to — or through — 
oil marketing channels 


FEBRUARY 1958 BEGINS NPN’S 50TH ANNIVERSARY YEAR 
AS THE MAGAZINE OF OIL MARKETING MANAGEMENT MEN 


eee Se ee 


Miles M_ Mills, President 
Oils, Incorporated 
Des Moines, lowa 


ee 


J. H. White, President 
Port Oil Co. 
Charleston, S$. C. 


Myles F. Hall, Pres. 
Como Oi! Company 
Duluth, Minnesota 


Francis J. Shuster, 
Troy Oi! Company 
Indianapolis, Indiana 
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one office and sees 1958 up 25%. 


Schramm Advertising Co., Chi- 
cago, billed $3,397,019 in 1957, of 
which $3,123,507 represented cap- 
italized fees. In 1956 comparable 
figures were $3,166,197 and $2,956,- 
197. The agency gained Chester- 
field Builders, Motor World Ho- 
tels, Home Furnishing Guild, Joe 
Berg Foundation, Tri-City Build- 
ing & Lumber, A&G Millinery and 
Air Tex Corporation (automobile 
parts). It lost South Side Bank & 
Trust Co., Winston Lumber Co., 
and Joseph Building Supply Co. 
Schramm employs 13 persons in 
one office and expects a 4% bill- 
ings increase in the coming year. 


Charles Sheldon Inc., Spring- 
field, Mass., billed $1,354,000 in 
1957, but reports no breakdown on 
capitalized fees. In 1956, the com- 
parable figure was $1,350,000. The 
agency had no account changes in 
1957. Its media breakdown was 
newspapers 1%, magazines 70%, 
supplements 2%, television 1%, 
outdoor 5%, business papers 10%, 
transit advertising 10%, other 1%. 
It has 20 employes in one office 
and sees few changes in 1958. 


Kennedy Sinclaire Inc., New 
York, billed $4,935,800 in 1957, 
compared to $4,876,000 in 1956— 
virtually all of it representing cap- 
italized fees. The agency handles 
only banks, and three were added 
during the year: United States Na- 
tional Bank, Denver; Miami Beach 
First National Bank, Miami Beach, 
and Citizens National Trust & Sav- 
ings Bank, Los Angeles. Almost all 
of its work is in direct mail, It has 
45 employes and expects 1958 vol- 
ume to be up 10%. 


Stern, Walters & Simmons, Chi- 
cago, billed $1,137,400 in 1957, of 
which $534,578 represented capi- 
talized fees. In 1956, comparable 


figures were $618,537 and $287,241. 
The agency gained Lord & Rogers 
Insurance Agency, Olive Can 
Company, Champion Part Rebuild- 
ers, Automotive Parts Rebuilders 
Association, Marvel Metal Prod- 
ucts Co. and Wrightway Engineer- 
ing Co. It lost Lern Inc. Its media 
breakdown was newspapers 12%, 
|magazines 23%, radio and tv 7%, 
business papers 11% and direct 
mail, point of purchase merchan- 
dising 47%. It has 11 people in one 
office and forecasts a 20% billing 
increase for 1958. 


NE 


PHOTOS| 
IDEAS 
CATALOG 


| | 
;\UNDERWOOD & UNDERWOOD: 
pILLUSTRATION STUDIOS, INC.! 
319 East 44 Street 646 North Michigan Ave- | 

New York 17,N.Y. Chicago 11, Illinois | 
j Gentlemen: 


| ease send me a copy of your new cataleg, 
“Underwood Reserve Iilustrations, Eleventh Edi- | 

Int0n,"" showing a representative sompling from 

jomors thousands of new stock photographs now ! 
available. | enclose $2.50 to cover cost. (in | 

IN.Y.C. add 3% Soles Tox) 

! 


| Nome 


! 
i ! 
oi Ny A 7 ep  aaelnenenes 


ee ee ic ene ER CRE A OM ee ean. ere sR a a! ok vei  : oe) eee. ees le 
=. eee el ee ee” ar ek ee 
i a5 oS a : eek - ? z ie TS . Ria et ee Se Fae Lona Sihescre Sear eee Bad ok ee ee pene ae e eee ox Pir eceaigs )=* 
a eis’ ae. oe } es oe Kae pene meee i. ee a ba “Tian ate ica. meee. Fe ee i 
: . Sa ee ee Ne Meee ed ei ea Se 2s Srectanyr vege ER eae it Bat ant ees. (eee oe fa oy ey eae aioe es: 7 
—— (coy ! ie: 
ioe 
ee : a 
Po is 
a ‘i 
aan oe 
ex 
= 
mS 
ele 
CP 3: 
| a ak 
3 s a 
me 
' ee a 
I *s aie a Pett aie 
2 F ar. : me) 
} : f “ <4 See 
ad i. Eat | . cate 
3 a ae = % 
- aa i, | ' ai 
: " ae | i i. 
ix * | * vi cane 
—_ _ : 
e A 7 
4 pe 
2 he es ” F 
I 4 ‘ paps 
ee, | ee 
| ae = 
rah 
reed 
' . m = 
| P| Po ’ <~ | ne 
oy 
; - 
’ - 
a \ i ee 
| i ai Po G 
* . ee 
' ig 
fi ee ae: 
7 z it | 
x 
Pf a . a 
? 4 } As % 
; ~~~ 2 PS 
pe " ; , - 
' ’ 4 
ft ae f 
| del one <7 i 
ne | troleum ae 
! Petroleum |  Toyaciet tsi 2 
al {1} we ‘ al ad a . af 
News __ | News ppnoerwogwoon : 
Sef ee UN 
| NNUAL | ~~ — e 3 
- Y i 4 f he : oe. F ae 
MID-MA ais ie : c 
i and the ooK a = —_ os, 
| ISSUE >; o 7 » = 
| - - > 7 
j ——— 7 
= t ————_=_ r 
- | 
f  ——— - 4 i 
tS - : Ss 
ee ir A 
S| 
a | 
by. 
? : ee rere Oe ee Se ee ee ae aa ere eS fs en ee le AR 
Pe ee ; hoy Saree aie ey tots Lat gage tare ne se Men aes ee ‘d “ Oe gt. eee i a te as O° COS Se ere as a 
2 eh a ei SARIS cst ote etree aaa iemray Bear” ‘iy Bail oy eae a ares x se ap Pe ea eee” re ee ress 
CS hg Ree ue en ey So iene on Be athe eg ge An a ices Me Sa ee ee ee PT en carey tats oe a kare MG iis on pe ce ca Ae es ee 


122 


Gabriel Stern Inc., Boston, billed 


Sudler & Hennessey, New York, 


$1,680,000 in 1957. In 1956 it billed | billed $2,003,815 in 1957, of which 
$1,425,000. It does not report how | $1,176,368 represented capitalized 
much was represented by capital-|fees. In 1956, comparable figures 
ized fees. During the year, it re-| were $1,500,783 and $1,044,429. It 
ports it added three accounts and|added Alamask & Aromatics divi- 
lost none. Its billings breakdown|sions of Rhodia Inc., Henry K. 


was newspapers 15%, magazines | Wampole 


Co.’s_ ethical drugs, 


11%, radio 30%, television 30%,)|E. Bergnausen Chemical Co.’s Pro- 


outdoor 2%, business papers 11%, 
point-of-sale 1%. It has 31 employ- 
es, and anticipates its 1958 volume 
will be up 20%. 


James A. Stewart Co., Carnegie, 
Pa., billed $1,038,000 in 1957, of 
which $760,000 represented capi- 
talized fees. In 1956, comparable 
figures were $934,000 and $608,000. 
It added American Kitchens, Vi- 
clad Industries (aluminum out- 
door furniture, stainless steel 
kitchens), Kenneth Tater Associ- 
ates; it lost Hako Floor and Wall 
Tile. Its media breakdown was 
newspapers 5%, magazines 34%, 
radio 7%, television 2%, point of 
sale 52%. It has 24 employes in 
one office and is looking for a 
100% increase in 1958. 


mine, A. H. Robins Co.’s Dimetane, 
Warner-Chilcott Labs’ Pyridium 
and Merrell-National Overseas 
Labs’ ethical drugs; it lost none. 
Its media breakdown was direct 
mail 59% and business papers 41%. 
It has 28 employes in one office, 
and looks for a 1958 volume up 
15%. 


Howard Swink Advertising, Ma- 
rion, O., billed $2,336,158 in 1957, 
of which $483,000 was in capital- 
ized fees and $85,000 in foreign 
billings. In 1956, billings were $2,- 
552,928, capitalized fees $529,000 
and foreign billings $75,000. To- 
ward the end of the year, the agen- 
cy picked up The Faultless Rubber 
Co., Hercules-Galion Products and 
the Ferno Mfg. Co. It lost Ohio 


| 


| tional billing. In 1956, comparable 
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Seamless Co. in October. Billings | 
broke down into magazines 30%, 
business papers 50%, and “other” 
20%. There are 40 employes in one 
office. 1958 volume is expected to 
rise 5%. 


Symonds, MacKenzie & Co., Chi- | 
cago, billed $2,642,446 in 1957, of | 
which $1,947,484 represented cap- 
italized fees and $13,230 interna- 


figures were $2,261,360, $1,443,236 
and $11,300. During the year the) 
agency added Climax Engine Mfg. 
Co., Crown Industrial Products Co., 
and Lowery Bros. It lost none. Its 
media breakdown was newspapers 
2.5%, magazines 2%, outdoor 0.1%, 
business papers 94%, farm publi- 
cations 1%, and point of sale 0.4%. 
It has 17 employes and expects an 
increase of 8% in volume in 1958. 


Arthur Towell Inc., Madison, 
Wis., billed $1,005,218 in 1957, of 
which $238,180 represented capi- 
talized fees. In 1956, comparable 
figures were $1,011,949 and $281,- 
069. It added National Press, Bur- 


- WSBT-TV 
WINS BY 


WSB-TV conics sion 


PRIMARY COVERAGE— | 


650,000 TV VIEWERS IN_ 
_ PROSPEROUS MICHIANA* 


A LANDSLIDE! 


You can reach only one conclusion when 


you study A.R.B., Pulse, Hooper and other 


rating reports: People here have an over- 
whelming preference for WSBT-TV! No 
other area station comes close to WSBT-TV 
in the number of top-rated shows carried. 
Chicago and Michigan stations aren't even 
in the running. 
There’s more to this market than meets the 
eye. The 14 counties in WSBT-TV’s pri- 

mary coverage area account for annual 

sales of $974,611,000—.5063% of the Na- 

tion’s total! 
Ask your Raymer man for the details or 
write to this station. 


*14 counties in Northern Indiana 


and Southern Michigan. Set count, 
180,570—3.6 persons per family. 


: . 
Se Oa kien 


Fis ae en Se a a ae NEO 


‘SBT; 


ASK PAUL H. RAYMER COMPANY «+ NATIONAL REPRESENTATIVE 


ker al ies Sa 
SENS a RRS 22 ogee 


SOUTH | 
BEND, 
IND. 

CHANNEL 


Hold On to It! 


Every year the demand 
for ADVERTISING AGE’s annual 
agency billings issue in- 
creases. Because of its value 
as a permanent reference, 
AA suggests that each reader 
file his copy where it can’t 
be lifted. We will gladly fill 
all the requests we can for 
additional copies but even- 
tually the supply runs out. 
So...please hold on to it! 


dick Corp. and the feed division of 
Pabst Brewing Co. It reported no 
account losses. Its media break- 
down was magazines 27%, busi- 
ness papers 23%, farm publications 
15%, radio 12%, newspapers 12%, 
television 8%, and outdoor 3%. It 
has 17 employes in one office, and 
sees a 1958 volume up 5%. 


Roland G. E. Ullman Organiza- 
tion, Philadelphia, billed $2,000,000 
in 1957, of which $1,000,000 repre- 
sented capitalized fees. In 1956 
billings totaled $1,600,000. It 
gained State Equipment Co. and 
Layton-Greenfield Inc.; it lost C. 
H. Wheeler Co. Its media break- 
down is business papers 90%, “oth- 
er” 10%. It has 24 employes in its 
office and sees 1958 volume up 15 
or 20% over 1957. 


W. S. Walker Advertising, Pitts- 


which approximately $405,000 rep- 
resented capitalized fees. In 1956, 
comparable figures were $3,100,- 
000 and $310,000. It added Neville 
Ferro Alloy Co., Mallet & Co. and 
Columbia Steel & Shafting Co., the 
latter for pr only. It lost no ac- 
counts. Its media breakdown was 
business papers 36%, magazines 
33%, television 7%, newspapers 
5%, point of sale 4%, outdoor 3%, 
supplements 3%, radio 3%, transit 
1%, and “other” 3%. It has 45 em- 
ployes in one office, and sees 1958 
about the same as 1957. 


Wenger-Michael Inc., San Fran- 
cisco, billed $1,500,000 in 1957. In 
1956, when the agency operated as 
Lee Wenger & Associates, its bill- 
ings were $244,958, of which $167,- 
793 represented capitalized fees. 
During the year it merged and 
added the Michael accounts, the 
Pioneer Savings & Loan Assn. and 


|Eichler Homes & Jacuzze; it lost 


none. It has 14 employes in one of- 


fice, and expects 1958 volume to 
be up 30%. 


Wexton Advertising Agency, 
New York, billed $1,716,230 in 1957 
of which $537,690 represented cap- 


italized fees. In 1956 comparable 


‘burgh, billed $4,050,000 in 1957, of | 


figures were $1,167,706 and $222,- 
400. It added Transogram Com- 
pany, Transcontinent Television 
Corp., Elgett Optical Company; it 
lost none. Its media breakdown 
was newspapers 10%, magazines 
30%, radio 3%, television 10%, 
business papers 41%, point of sale 
6%. It has 21 employes in one of- 
fice and sees an increase of 40% 
in 1958. 


Woodward, Voss & Hevenor, Al- 
bany, N.Y., billed $1,472,166 in 
1957. It does not report how much 
was represented in capitalized fees. 
In 1956, billings were $1,134,419, of 
which $487,800 represented capi- 
talized fees. During the year the 
agency added Wood Flong, Ben 
Mont Papers Inc., and Ludlow 
Valve Corp., and lost R.T.A. Dis- 
tributors Inc. The billings break- 
down was newspapers 13%, mag- 
azines 2%, radio 7%, television 
30%, outdoor 3%, business papers 
42%, and transit advertising 3%. 
It has 22 employes, and expects 
a 15% increase in volume in 1958. 


Zimmer McClaskey, Louisville, 
billed $3,327,812 in 1957, of which 
$2,045,293 represented capitalized 
fees. Comparable figures in 1956 
were $2,799,447 and $1,617,533. It 
gained Grocers Baking Co. in July, 
General Plywood Corp. and Smith 
Cabinet Co., both in November, and 
Kentucky Color & Chemical Co. in 
September; it lost none. It has 42 
employes in its office and sees 1958 
volume about the same as 1957. 


Regular Features 


The regular lineup of features 


which normally appear in AA‘s 
feature section has been omit- 
ted from this issue to provide 


adequate space for an annual 


but considerably enlarged re- 
port on the billings of more than 
400 domestic and Canadian ad- 
vertising agencies. All the usual 
features will be back in their 
regular places next week. 


SINCE 1897 


© 


arnesS = 


LETTERPRESS AND OFFSET PLATES 


rosby 


ART AND PHOTOGRAPHY 


ompany 


A. B. RAND, PRESIDENT 


320 N. DEARBORN ST. / CHICAGO 10, ILL. / MOhawk 4-5776 
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The postmarks are actual reproductions 


For 2¢—or even less—of your advertising dollar 
you can have a consistent, large-space Grit sched- 
ule. Grit is essential to give your campaign bal- 
anced national coverage. That’s because Grit 
concentrates on the market where other national 
publications lag—nonsuburban small towns of 
2500 and less. It takes Grit to sell small-towners! 
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RE AMERICAS ONE EST FAMILY NEWSRapER om 


Grit Publishing Co., Williamsport, Pa. * Represented nationally by 
Scolaro, Meeker & Scott in New York, Chicago, Detroit, Philadel- 
phia; and by Doyle and Hawley in Los Angeles and San Francisco 
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1957 
1956 
1955 
1954 


Represented by 


m4, 
a eS at 


ee ~o : Pa 


“Good Morning” Newspaper 


Carried 22,755,108 Lines in 1957 


- again in 1957 the Rocky Mountain News registered a gain 
in total advertising. 


22,755,108 1953 18,046,229 
22,544,071 1952 16,782,931 
22,011,113 1951 14,672,662 
18,656,360 1950 13,663,743 

Media Records 


General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


193 Under-$1,000,000 — 


Agencies Tell Billing 


125 See Billings Rise 
10% or More; and 40 
Expect ‘the Same’ 


Copyright, 1958, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 


New York, Feb. 20—Last year 
193 agencies billing less than $1,- 
000,000 reported their billings to 
ADVERTISING AGE, up slightly from 
the 184 agencies reporting in this 
bracket in the previous year. 

All agencies reported in this 
group volunteered their figures; no 
estimates by AA are included. 

Of the 193 agencies reporting, 
125 expected billings to increase 
10% or more in 1958, while 40 saw 
business remaining about the same. 


Small increases ranging from 2% 
to “5 or 10%” were predicted by 13 
agencies, and three saw a billings 
drop. The remainder gave no spe- 
cific forecast. 


Robert Acomb Inc., Cincinnati, 
billed $656,300.33 in 1957, of which 
$60,200 represented capitalized 
fees. In 1956, billings were $960,- 
197, of which $75,300 was capital- 
ized. No account changes are re- 
ported. Media breakdown was 
newspapers 62%, magazines 12%, 
radio 10%, television 11% and 
transit advertising 5%. The agen- 
cy has one office, and does not re- 
port its number of employes. It ex- 
pects a 10% rise in 1958 volume. 


Ad-Art Associates, Reading, 
Pa., billed $37,058 in 1957, of 


it 


ment enjoys the respect of its people, 
why it is called a city which com- 
mands the loyalty of its citizens as 
well as the admiration of the nation.” 


“No better choice could have been made. 
Kelamazoo has 
usually good educotional and cultural 
facilities and all of the things that make 
life pretty good in most American towns. 


could not have picked a better ambassador 


to 


For the first time the U. S. Infor- 
mation Service has chosen a city 
to represent America in an overseas 
exhibit. The big and comprehensive 
exhibit has been scheduled for 
showing in the British Common- 
wealth by 
Embassy in London. 


“This city might well study its 
neighbor (Kalamazoo)—learn why 


is so outstanding, why its govern- 


— Jackson Citizen Patriot 


stable industries, un- 
We're confident that the United States 


explain our way of life.” 
—The Detroit Free Press 


the United States 


Kalamazoo puts America’s best foot forward 
for the U. S. Information Service in Great Britain 


Assigned by the Manchester Guardian to visit 
Kalamazoo and find out for its readers why this 
Michigan city had been selected by the U. S. 
Information Service to represent ‘‘The Window 
of America,’”” Miss Ann Merryweather, British 
journalist, returned to England in November 
deeply impressed with the way of life as she 
found it here. 

Ours is not the way of life in New York, 
Chicago, Los Angeles or Hollywood, but the 
life of average Americans living in a typical 
American city working at typical American jobs 
and raising typical American families. 

We who publish Southwestern Michigan’s 
leading newspaper are happy in the knowledge 
that the U.S.LS. with the duty of putting 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


America’s best foot forward has signally con- 
firmed our own judgment and given a new 
meaning to the slogan ‘“‘Life Is Good In Kala- 


mazoo.”” 


The very industrial diversification, business 
stability and cultural attainment that have made 
life good in Kalamazoo have also made it a 


rewarding market for testing 
advertising campaigns. 


and sustained 


The market can be sold effectively and 
economically with the area’s only daily news- 


paper—the Kalamazoo Gazette. 


Sell the market thoroughly with its only daily newspaper— 


THE KALAMAZOO GAZETTE Evening and Sunday 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago II, 
Superior 7-4680; Brice McQuillin, 785 Market St., Son Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodword 1-0972 
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which $33,350 represented capital- 
ized fees. Comparable figures for 
1956 were not available. It neither 
added nor lest important accounts 
during 1957. Its media breakdown 
was newspapers 25%, and maga- 
zines 75%. The agency is owned 
and operated by one person, who 
sees 1958 about the same as 1957. 


Admakers, Chicago, billed $324,- 
353 in 1957, of which $223,778 rep- 
resented capitalized fees. Compa- 

rable figures in 1956 were $342,105 

| and $248,310. It added none; it lost 
Kendra Studios in August. Its me- 
dia breakdown is newspapers 20%, 
business papers 75% and “other” 
5%. It has five employes in its of- 
fice and sees 1958 volume up 10% 
over 1957. 


Altman-Hall Associates, Erie, 
Pa., reports 1957 billings of $294,- 
340, of which $46,383 is in capital- 
ized fees. In 1956 billings were 
$239,163, of which $40,460 was cap- 
italized. There were no account 
changes. Media breakdown was 
newspapers, radio and television 
5% each, business papers 50% and 
catalogs, direct mail and other 
printed matter 35%. The agency 
has five employes in one office, 
expects a 15-20% rise in 1958 vol- 
ume. 


Anderson Advertising, Decatur, 
Ill, billed $154,695 in 1957, of 
which $102,251 represented capi- 
talized fees. Comparable figures 
for 1956 were $108,301 and $75,- 
760. It added the National Bank of 
Decatur in October; it lost none. 
There was no media breakdown 
available. It has three employes in 


its office and sees a 10% rise in 
volume during 1958. 
Anderson Inc., Detroit, billed 


$332,000 in 1957, of which $12,000 
was in capitalized fees. In 1956 the 
figures were $247,000 and again 
$12,000. Its billings are entirely in 
business papers. The agency has 
two employes, expects a 25% drop 
in 1958 volume. 


The Andrews Co., Chicago, 
billed $245,000 in 1957, of which 
$190,000 represented capitalized 
fees. Comparable figures in 1956 
were $211,750 and $166,750. During 
the year, the agency added Al Gi- 
anaras’ Steak House and Manta- 
Vin-Cor Corp.; it lost Granco Bulk 
Milk Systems. Its media break- 
down was newspapers 5%, busi- 
ness papers 30%, and farm publi- 
cations 65%. It has four employes 
in one office, and sees 1958 about 
the same as 1957. 


Arbogust Co., Chicago, billed 
$377,974, of which $341,108 repre- 
sented capitalized fees. Compar- 
able figures for 1956 were not re- 
ported. It added Chicago Fashion 
Guild, S&C Electric Co. and Stone 
Container Corp.; it lost Skil Corp. 
and Tuttle & Kift. Its media 
breakdown was magazines 60%, 
mail 25%, newspapers 10% and 
business papers 5%. It has eight 
employes in one office, and antici- 
pates a 1958 volume up 10%. 


Armstrong Co., San Diego, billed 
$625,000 in 1957, of which $95,888 
represented capitalized fees. In 
1956, comparable figures were 
$711,220 and $174,044. It added 
North Clairemont Square, Beards 
Products, U. S. Grant Check Ex- 
change, Davies Linen, Cubic Corp., 
Insurance Agents Assn., Cabrillo 
Theaters, Clairemont Branch of 
San Diego Federal Savings, Uni- 
versity of California-University 
extension, Graf’s Furs and Orbitran 
Electronics. It lost Breast-O-Chick- 
en (public relations), Percy H. 
Goodwin Co., Kin Tel, U. S. Na- 
tional Bank, Western Lumber and 
San Diego Office Supply. Its media 
breakdown was newspapers 40%, 
business papers 15%, television 
13%, radio 10%, outdoor 10%, 
transit 6%, magazines 5% and 
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Ammunition 


for selling the men 
who build America... 


An advertisement in Engineering News-Record combines the advantages of “buckshot” and “pinpoint” 
selling strategy. It’s “buckshot” because you reach almost every important construction man there is. 
It’s “pinpoint,” too, because it’s a single audience. One that you can reach time and time again with the 
vital continuity needed in a successful ad campaign. And what an audience to concentrate on! The 
77,000 readers of Engineering News-Record are the largest, most powerful audience of construction men 


ever assembled by a magazine — a single audience that plans, designs, builds or influences every major 
construction job in this country and in most of the world! 
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in one office, and anticipates a 1958 


ice, Butler, Pa., billed $81,611 in| 
1957, of which $66,218 represented | 
capitalized fees. The comparable 
figures for 1956 were $49,457 and 
$40,353. The agency added Central 
Electric Cooperative in January, 
Wayne R. Wyant Farm Equipment 
in March and Shenango Steel 
Buildings in December. It placed 
80% of its billings in direct mail, 
12% in farm publications, 6% in 
radio, 1% in newspapers, and 1% 
in outdoor. The agency has three 
employes and looks for a 20% gain 
in 1958. 


Melvin E. Bach & Co., Newark, | 
billed $234,750 in 1957, of which) 
$113,250 represented capitalized | 
fees. In 1956, the comparable fig- | 
ures were $181,431 and $81,216. 
Motor Club of America was added 
in October. Newspapers got 70% | 
of billings, business papers 13%,| 


“other” 1%. It has nine employes; 1956. It added Macco Corp. during | ing $317,286 in capitalized fees. In| 
the year, lost none. Media break-| 1956, comparable figures were 
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Black & Miusen, Springfield, ; $567,437 represented capitalized 


| Mass., billed $340,500 in 1957, in-| fees. Comparable figures in 1956 
volume about the same as in 1957. | down: newspapers 60%, magazines | $653,994 and $319,922. The agency | cluding $100,000 in capitalized fees. | were $809,958 and $446,850. It add- 
7%, radio 21%, television 3%, out-| added Hertz Corp. (southeastern The agency was not reported in|ed Plywall Products Co. in Feb- 


Agricultural Information Serv- ‘4 
transit 1%, 


oor 2%, business papers 1%, | division), Robbins Mfg. Co. and last year’s listing. It added Junior |ruary and gained additional Peter 
point of sale 1%,|Roehr Products. It lost Duchess| Sales Club of America while re- Eckrich & Sons advertising—pre- 


“printing” 4%. It has eight em-| Awning Co. and E-Z Way Towers. porting no loss. Media spending: viously the account was split be- 
ployes in one office, expects a| Media spending: 20% in newspa-| 2% in newspapers, 59% in maga-| tween more than one agency. It re- 
1958 volume about the same as| pers, 2% in magazines, 1% in sup- | zines, 9% in business papers, 1% | ported no losses. Its media break- 
plements, 17% in radio, 34% in in point of sale, and 29% in other. |down is newspapers 5%, magazines 
television, 16% in outdoor, 7% in| The agency employs seven people 


1957’s. 


J. Stewart Bell Advertising Co., 


Oklahoma City, in 1957 billed 


$137,291, of which $45,022 repre- 


|sented capitalized fees. In 1956 it 


billed $110,000, but reports no cap- 
italized fee breakdown. It had no 


|major account changes during the 


year. Its billings breakdown was 
newspapers 10%, magazines 10%, 
radio 10%, television 20%, outdoor 
20%, business papers 20%, transit 
advertising 5%, and direct mail 
5%. It has four employes, and an- 
ticipates an increased volume in 
1958 of 15%. 


| business papers, 1% in farm pub-'| 
lications, 1% in transit advertising, | 
|and 1% in point of sale. Benito em- | 
ploys 10 people in one office. It ex- 
| pects 1958 billing to be up 10%. 
Alfred Black Co., Boston, billed 
$760,000 in 1957. Comparable fig- 
ure for 1956 was $754,000. No 
breakdown on capitalized fees is| 
|reported for either year. The agen- 
|ey declined to list account changes | 
for ’57. Its media breakdown was| 
newspapers 55%; radio and tele- 
| vision 20% each; outdoor and busi- 
ness papers 2% each. It has six| 


Louis Benito Advertising, Tam- employes, and expects its 1958 vol- 


magazines 11%, radio 3%, point of | pa, billed $712,855 in 1957, includ- ume to be about the same as ’57. 


and expects 1958 billings to ad- 
vance 20%. 


Boccard, Dunshee & Jacobson, 
Denver, billed $316,750 in 1957, of 
which $166,750 represented capi- 
talized fees. Figures for 1956 were 
not given. It added Blue-Hill 
Foods and Ideal Arrowsmith; it lost 
none. Its media breakdown was 
business papers 50%, newspapers 
25%, radio 10%, magazines 5%, 
and television, 5%. It has six em- 
ployes in one office, and expects a 
1958 volume up 50%. 


Bonsib Inc., Fort Wayne, Ind., 
billed $955,355 in 1957, of which 


20%, radio 2.5%, tv 10%, outdoor 
2.5%, and business papers 60%. It 
has 20 employes in its office and 
sees 1958 volume 20% greater than 
1957. 


Leo P. Bott Jr. Advertising, Chi- 
cago, billed an estimated $425,000 
in 1957. In 1956, the agency billed 
$416,448, of which $258,847 repre- 
sented capitalized fees. During the 
year, it added Time-Life Inc. of 
San Antonio; it lost “a few small 


|accounts.” Its media breakdown 


was business papers 40%, direct 
mail 40%, and newspapers, maga- 


zines and miscellaneous 20%. It 
/has six employes in one office, and 
expects 1958 volume up 10-25%. 


sale 1%, and other 2%. The agen- 
cy has three employes and expects 
a 50% gain in volume in 1958. 


W. H. Badke Advertising, Mil- 
waukee, billed $158,814 in 1957, of| 
which $28,014 represented capital- | 
ized fees. Comparable figures in | 
1956 were $154,139 and $28,014. It | 
neither lost nor gained important 
accounts during 1957. Its media) 
breakdown is business papers 80% | 
and farm publications 20%. It has) 
one employe in its office and sees 
1958 volume about the same as| 
1957. 


Baisch Advertising, Cleveland, 
billed $500,000 in 1957. In 1956 bill- 
ings were $450,000. It added Tex- 
tron division of Cleveland Hobby 
Machine; it reported no losses. Its 
media breakdown is newspapers 
15%, business papers 15%, direct 
mail 10%, and “other” 60%. It has 
seven employes in its office and 
sees 1958 volume up 10% over| 
1957. 


William L. Baxter, Advertising, 
Minneapolis, in 1957 billed $350,- 
000. In 1956, the comparable fig- 
ure was $300,000. It reported no) 
breakdown on capitalized fees. 
During the year, it added Crestline | 
Inc., Little Falls, Minn., Foot Tan- 
ning Co., Redwing, Minn., Chippe- 
wa Plastics, Chippewa Falls, Wis., 
and F-M Engineer Co., St. Louis 
Park, Minn., and lost none. Its me- 
dia breakdown was newspapers 
5%, magazines 20%, television 5%, | 
business papers 35%. It has seven 
employes, and expects its volume 
in 1958 to be about the same as in 
1957. 


| 


Fred R. Becker Advertising, Lou- | 
isville, billed $385,431 in 1957, of | 
which $23,012 represented capital-| 
ized fees. Comparable figures in 
1956 were $367,310 and $20,010. It 
gained Lesley Hair and Scalp Spe-| 
cialist in July and Bait of the| 
Month Club in August; it reported 
no losses. Its media breakdown is | 
newspapers 31%, magazines 20%, | 
supplements 2%, business papers | 
20%, farm publications 5%, trans-| 
it advertising 1%, and point of 
sale 3%. It has eight employes in 
its office and sees 1958 volume up 
5%-10% over 1957. 


Max W. Becker Advertising, 
Long Beach, Cal., billed $631,000 in | 
1957, compared with $489,000 in 


Not even the Sorcery of the Arabian Nights can match 


the modern merchandising magic 
pulling extra attention to P.O.P. 


e SO EASY TO USE—Peel backing paper and press 
in place. No water, no glue, no tacks or tape. 


@ STICKS TIGHT—on any hard, smooth surface. 
@ GETS DISPLAYS UP—and keeps ‘em up, in the best 


locations. 


@ EASY TO PRINT—any size, any shape, by any print- 
ing process. 


WE DO NO PRINTING 


Your regulor printer, ithegrepher, oF 
sitk-sersen printer con produce the right 
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to Greater Sales? 
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KLEEN-STIK 
STRIPS and SPOTS 


(APPLIED AFTER PRINTING) 
Smart, Streamlined Way to Get Dis- 
ploys Up and Keep Them Up! 

Exclusive, patented Strip and Spot 
application of KLEEN-STIK makes 


of KLEEN-STIK for 
Displays and Labels. 


displays easier to put up . . . gets 
preferred locations. Can be applied 
anywhere on front or back . . . com- 


bined with die-cuts and folds to pro- 
duce unique 3-D and novelty pieces. 
Available from 11 regional service 
plants. 


Tt Tt's Pressure-Sensitive... 


advertisers use KLEEN-STIK — 
KLEEN-STIK disploy or label for you. Net, “101 Stik Triks” today! 
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Charles Bowes Advertising, Los; ployes in its office and sees a 50% |ume to be up 10%. 
Angeles, billed $553,867 in 1957, of | rise in volume during 1958. 


which $497,368 represented capi- 
talized fees. In 1956, comparable 


| 
| 


Brandt Advertising Co., Chicago, 


figures were $504,078 and $459,204. | billed $100,000 in 1957, about the 


Co., Spinco & Berkeley division of 
Beckman Instruments, and west- 
ern division of Western & Southern 
Life Insurance Co.; it lost Axelson 
Manufacturing Co. Its media break- 
down was newspapers 8%, maga- 
zines 9%, radio 1%, tv 1%, outdoor 
-5%, and business papers 80.5%. It 
has 25 employes in two offices, and 
expects 1958 will be about the same 
as °57. 


Bradley, Venning & Hilton Ltd., 
Toronto, billed $750,000 in 1957, of 
which $100,000 represented capi- 
talized fees. The agency opened 
last April 1. Its media breakdown 


During the year it added Sochris 
Development Co., Winnetka, IIL, 
and lost Trimount Instrument 
Co., Chicago. Its media break- 
down was 95% business papers, 
5% newspapers. It has three em- 
ployes and expects its 1958 volume 
to be up about 10%. 


R. C. Breth Inc., Green Bay, 
Wis., billed $285,720 in 1957, of 
which $7,770 represented capital- 
ized fees. In 1956, comparable fig- 
ures were $264,001 and $6,136. 
During the year, the agency added 
Thompson Skiis Inc. Its media 
breakdown was newspapers 12%; 


was newspapers 20%, magazines,| magazines 12%; radio 4%; televi- 


10%, radio 12%, tv 12%, outdoor|sion 8%; 


business papers 45%; 


2%, business papers 10%, farm|farm publications 18%, and point 
publications 30%, point of sale 2%, | of sale 1%. It has four employes in |and anticipates an increased vol- 
and “other” 2%. It has10 em-|two offices, and expects 1958 vol-| ume of 187% in 1958. 


Don Burgess Agency, San Fran- 
cisco, billed $160,000 in 1957. In 


127 


counts. Its media breakdown is 
newspapers 5%, magazines 22%, 


| Harry P. Bridge Co., Philadel-| 1956, a comparable figure was outdoor 2%, business papers 42%, 
| Phia, billed $970,000 in 1957, of $144,000. It added Fourcar, Ray &/|farm publications 11%, point of 
|which $270,000 represented capi-|Simon and lost none. Its media | sale 3%, and “other” 15%. It has 
During the year, it added Reid Me- | same as it billed in 1956. No break- | talized fees. In 1956, comparable|breakdown was 5% magazines,|12 employes in its office and sees 
tal Products, Hycon Manufacturing | down is given on capitalized fees. | figures were $840,000 and $240,000.|85% business papers and the re- a5% rise in volume during 1957. 


|'No changes in the account list 
| were reported. Media breakdown: 
|/business papers 98%, newspapers 
2%. It has 14 employes in one of- 
fice and forecasts a 1958 about like 
1957. 


Burdick, Becker & Fitzsimmons, 
New York, billed in 1957 $803,677. 
In 1956 it billed $18,027. No break- 
down is given on capitalized fees. 
During the year the agency added 
| Lederle Laboratories, a division of 
| American Cyanamid Co., National 
Drug Co., Smith-Dorsey, division 
of Wander Co., and the Merck, 
Sharp & Dohme division of Merck 
& Co., and lost National Drug Co. 
Billings are 100% in medical jour- 
nals. The agency has 21 employes, 


|mainder in direct mail. It predicts | 
a 1958 volume up 10 to 15%. It has| 
four employes in one office. 


R. H. Buss & Associates, Los An- 
geles, billed $610,000 in 1957, of 
which $52,000 represented capital- 
ized fees. The comparable figures | 
for 1956 were $567,000 and $42,-)| 
000. Magazines took 65% of bill- 
ings, business papers 15%, news-| 
|papers 10%, and radio 10%. The| 
‘agency has seven employes and 
expects its 1958 volume will be up 
about 20%. 


Kenneth B. Butler & Associates, | 
Mendota, Ill., billed $606,000 in| 
1957, compared to $530,000 in 1956. | 
It added Yates-American Machine | 
Co. and LeBlanc Corp., both in| 
September; it lost no important ac- 


ery Advertising and Labeling 2 


seh ae ak 5% eee 


Sel}-sticking Adhesive Product. 


:" 
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KLEEN-STIK “D” TRANSFER TAPE 


Instantly Makes any Printed Piece into a Self-Sticking P.O.P. Display! 


New quick-transfer “D” Tape adds 
famous KLEEN-STIK peel-and-press 
convenience to Window Stream- 
ers, Ad Reprints, Wrap-around 
Labels, forms and other printed 


material. 


=> 


KLEEN-STIK “DUBL- 


TWO-SIDED, TRANSPARENT SELF-STICKING HEAVY-DUTY TAPE (Very High-Tack Adhesive) 


ideal for holding up heavier displays — cardboard, plastics (flat & vacuum formed), metal signs & name- 
plates, etc. Available in any width needed. 


. ~e 


Easy . . . Economical 


“D” Tape is easily applied by 
hand — or for larger runs, on 
the new Automatic Applicator. 
Available in rolls 42”, %”, and 
1” wide. 


TIK’ 


KLEEN-STIK “VINYL-STIK” 


For Longer-Lasting Weatherproof Outdoor Displays 


Tough, flexible Firestone “Velon” plastic, backed with famous KLEEN-STIK peel-and-press adhesive, produces 
self-sticking outdoor displays that last longer, stay brighter, stick tighter on practically any surface. Water- 
proof, fade-proof, scuff-resistant — impervious to most oils, grease, salt, and acids. No harmful shrinkage 


or expansion on location. 


-KLEEN-STIK Solid Adhesive-Backed PRINTING STOCKS 


Yop quality, salf-sticking printing dtberials for advertising and labeling. Select the stock to fir the job 


Sl 


and the printing process. 
KROMEKOTE . .. 


multicolored labels, signs 


dise!ays 


65% COATED LITHO .. . for Prod- 


wct and Package Labels, 


> Strips, Deor and Window Stickers, 


etc. 


VELLUM and TAGS tee for Oil-Change Stickers, Plaques, Deoler Identification Signs, Lapel-stik for bodges, etc. 


mokes glossy, 


FOILS 


ovtdoor uses. 


ideal for deluxe Product and 


ing, clean-removing Point-of-Sa 
Bumper Strips, Truck Signs, ond other 


ie Sighs, 


DAYLIGHT FLUORESCENTS 


ond Package Labels, Seals, Nameplates, etc. eye-stopping colors. Ideal for point-of- 
“PLEX-STIK . . . Extro-strong, extro- le signs, and labels. 
flexible rubber — impregnated stocks, printed letterpress or offset. 
lith t for | -last- 

Shelf itho coated or uncoated, for ong-tat PLASTIC FILMS . . . Clear. 


signs, product lobels, etc. 


KLEEN-STIK “Wakes It! 


7 


JOIN OUR FREE “IDEA-OF-THE-MONTH” 


CLUB — get samples of outstanding 
KLEEN-STIK tdeas. Write TODAY. 


Economically 


metalized Used for door and window 


. 5 fiery, 


matte of 


Byrum Advertising Agency, 
Denver, billed $113,242 in 1957, of 
which $33,242 represented capital- 
ized fees. In 1956, the comparable 
figures were $108,360 and $23,360. 
The agency reports no account 
gains or losses. Its media break- 
down was: farm publications 75%, 
radio 17%, newspapers 3%, mag- 
azines 2%, direct mail 2% and out- 
door 1%. It reports one employe. 
It expects 1958 volume to be up 


%. 


Cabell Eanes Inc., Richmond, 
Va., billed $815,137 in 1957, of 
which $576,539 represented capi- 
talized fees. In 1956, comparable 
figures were $762,000 and $596,971. 
During the year, it added First Col- 
ony Life Insurance Co., Virginia 
Glass Products Co. and Evans Spe- 
cialty Co.; it lost none. Its media 
breakdown was newspapers 2%, 
magazines 25%, radio 2%, tv 3%, 
business papers 8%, farm publica- 
tions 1%, point of sale 4%, and 
other 55%. It has 19 employes in 
one office, and expects 1958 vol- 
ume to be up 25%. 


Campbell-Sanford, Chicago, 
billed $150,000 in 1957, and $125,- 
000 in 1956. It had no account 
changes during the year. Its media 
breakdown was newspapers 20% 
and magazines 80%. It has three 
employes in one office, and expects 
1958 volume to be down 15-20%. 


Solis 8S. Cantor Advertising, 
Philadelphia, billed $425,000 in 
1957, compared with $500,000 in 
1956. It added Electro-Nite Car- 
bon Co.; Langhorne Speedway; 
and Cogar Manufacturing Co. It 
lost Camden Music Fair; “500 
Club,” Atlantic City; and “Club 
Esquire,” Wildwood, N.J. Its me- 
dia breakdown is newspapers 
60%, magazines 15%, and radio-tv 
25%. It has seven employes in its 
office and sees 1958 volume up 
35% over 1957. 


W. Craig Chambers Inc., Pitts- 
burgh, billed $412,986 in 1957, of 
which $18,153 represented capital- 
ized fees. In 1956, comparable fig- 
ures were $359,988 and $20,196. Its 
media breakdown was newspapers 
21%, magazines 12%, radio 4%, tv 
5%, outdoor 18%, transit advertis- 
ing 4%, and other 36%. It has sev- 
en employes in one office, and ex- 
pects 1958 volume to be up 15%. 


IOWA'S 


No. 1 
Advertising Medium 


THE CEDAR RAPIDS 
GAZETTE 
Again in 1957 
Published 
MORE ADVERTISING 
Than Any Other 
Newspaper in lowa 


APC CITY ZONE POPULATION 


101,581 


A 25% GAIN OVER 1950 


Circulation over 
63,000 Daily, 65,000 Sunday 


- €Ehe | 
Cedar Rupics 


— 


-- GOuzette  - 


~ CEDAR RAPIDS. IOWA 


FULL ROP COLOR 
Seven Days A Week 


——— 
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J. W. Christopher Inc., Los An- 
geles, billed $257,304 in 1957, of 
which $99,609 represented capital- 
ized fees. The company had its first 
full year of operation during 1957. | 


Chicago, billed $150,000 in 1957, of 
which $50,000 represented capi- 
talized fees. In 1956, comparable 
figures were $100,000 and $25,000. 
It added Craft House division of 


breakdown was newspapers 76%, 
magazines 8%, outdoor 7%, televi- 
sion 3%, radio 2%, business papers 
2%, and point of sale 2%. The 
agency has seven employes and 


It added Technical Products Co. in| Dorothy Flicek Industries, Bar-| expects volume to be up 10% in 
November and Calcor Corp. in De- | ricks Mfg. Co. and Peter Epsteen 1958. 


cember; it lost no important ac- | 
counts. Its media breakdown is 
newspapers 25%, magazines 10%,| 
business papers 50%, and “other” 
15%. It has five employes in its 
office and sees volume 25% higher 
in 1958 than in 1957. 


Adrian E. Clark Jr. Inc., West- 
bury, N. Y., billed $100,000 in 1957, 
the same as 1956, mainly in busi- 
ness papers. 1958 volume is ex- 
pected to rise. 


Harold Walker Clark Inc., Den- 
ver, billed an estimated $950,000 in 
1957. The agency did not report its 
1956 billings. The total number of 
employes is 15 and the agency 
expects an increase of 15% in 1958. 


Allan J. Copeland Advertising, 


CHILDREN 


and lots of them! 


OSV-REG. UNIT 
families in 1956 had 


249,885 BABIES 


6% of all U. S. births! 


Our people accounted for as many births 


as these FOUR cities combined: 
 \ rey 165,357 
EE 6 GkwWedase 39,489 
NEW ORLEANS ....... 25,928 
i ck cas ere ne.4 22,392 
_ are 250,166 
OSV-Reg. Unit ........ 249,885 


Surely, none of these cities would be 
overlooked or ignored in marketing a 
product for children... or for parents! 


1,569,841 


WEEKLY CIRCULATION 


NATIONAL REPRESENTATIVES 


[0 Bertolet Co. ne 


30 N. Dearborn Street + CEntral 6-0481 
CHICAGO 2 


10 E. 39th St, Rm. 519 + Lex 2-8188 
NEW YORK 16 


Pontiac; it lost none. Media break- | 
down: business papers 40%, news- | 
papers and magazines, 20% each, | 


Allan David Advertising, Chica- 
go, billed $300,000 in 1957. It 


radio 5%, farm publications 15%. | gained U. S. Overseas Airlines in 
It has three employes in one office, | November and Beauti-Dor in Sep- 
and estimates 1958 volume up|tember; it lost none. It has four 


100%—a “conservative estimate” 
based on the arrival of several new 
accounts early in 1958. 


| 
Copley Advertising Agency, 
Boston, billed $341,675 in 1957, of 
which $16,675 represented capital- 
ized fees. In 1956, the comparable 
figures were $290,000 and $10,000. 
The agency neither gained nor lost 
any important accounts. Its media 
breakdown was: business papers 
35%, newspapers 18%, outdoor 
17%, magazines 10%, radio 10%, 
television 4%, and “other” 6%. 
Copley has six employes and looks 
for a gain of 20% in 1958. 


Creative Marketing Associates, 
Berkeley, Cal., billed $96,000 in 
1957, of which $88,000 represented 
capitalized fees. The comparable 
figures for 1956 were $79,000 and/| 
$72,000. It neither gained nor lost 
any accounts during the year. On 
Jan. 1, 1958, the agency merged 
with MacFarland Advertising, San 
Francisco. 


Crescent Studio, Chicago, billed 
$279,235 in 1957, of which $275,985 
represented capitalized fees. Com- 
parable figures in 1956 were $300,- 
502 and $297,632. It added none; 
it lost Cole Hot Blast Co. It repor- 
ted “practically all” billings were 
in national magazines. It has six 
employes in its office and sees 1958 
about the same as 1957. 


Crisp & Harrison Agency, Jack- 
sonville, Fla., billed $379,566.12 in 
1957, of which $64,998.60 repre- 
sented capitalized fees. The com- | 
parable figures for 1956 were 
$337,447.21 and $71,617.85. Carpco 
and U. S. Discount Corp. were add- 


ed during the year. The media 


employes in its office and sees 1958 
volume up 100% over 1957. 


R. I. David & Co., Chicago, billed 


$442,605 in 1957, of which $300,150 | 


represented capitalized fees. Com- 
parable figures in 1956 were $455,- 
397 and $340,875. It reported nei- 
ther loss nor gain of important ac- 
counts during the year. Its media 
breakdown is newspapers 17%, 
magazines 5.6%, radio 7.1%, tv 
0.9%, outdoor 1.2%, and “other” 
67%. It has four employes in its 
office and sees 1958 volumes up 
25% over 1957. 


Davis, Parsons & Strohmeier, 
New York, billed $889,158 in 1957, 
of which $379,003 represented cap- 
italized fees. Comparable figures in 
1956 were $753,101 and $290,235. 
It neither lost nor gained import- 
ant accounts during the year. Its 
media breakdown is newspapers 
1%, magazines 40%, and “other” 
59%. It has 11 employes in its of- 
fice and sees 1958 volume up 10% 
over 1957. 


Lee Donnelley Co., Cleveland, 
billed $494,770 in 1957, of which 
$354,774 represented capitalized 
fees. Comparable figures for 1956 
were $433,708 and $308,896. It add- 
ed Structural Fibers Inc. in March; 
Production Machinery Corp. in 
April, and Norwalk Thermostat Co. 
in November. It lost no important 
accounts. Its media breakdown is 
newspapers 2%, magazines 10%, 
tv 3%, and business papers 85%. 
It has nine employes in its office 
and sees a 6% rise in business dur- 
ing 1958. 


Douglas Advertising Agency, 


Rapid City, S.D., billed $187,736 in 


| 1957, compared to $67,525 in 1956. 
Capitalized fees came to $8,004 in 


1957, $19,842 in 1956. Five accounts 
were added: South Dakota IDEA 
(Ind. Development Expansion 
Agency), Pierre, S.D.; S. C. Wells 
& Co., LeRoy, N.Y.; Watertown 
Milling Co., Watertown, S.D.; Sum- 
mers Fertilizer Co., Grand Forks, 
N.D., and S. Falls, S.D.; and Prov- 
ident Life Insurance Co., Bismarck, 
N.D. Television got 38% of billings, 
farm publications 18%, magazines 
13%, newspapers 12%, radio 9%, 
outdoor 8%, point of sale 14%, 
and transit advertising %#%%. The 
agency reports four full-time em- 
ployes and 11 part-time. It expects 
1958 volume to be 50% ahead of 
1957’s. 


John L. Douglas & Associates, 
Brandenton, Fla., billed $325,000 in 
1957, of which $25,000 represented 
capitalized fees. In 1956, compar- 
able figures were $151,000 and $11,- 
000. It added Florida Flower Assn., 
H. L. Hobbs Co. and M. B. Briggs; 
it lost no accounts. Its media break- 
down was television 42%, news- 
papers 25%, radio 17%, business 
paper 11%, outdoor 3%, point of 
sale 1%, and magazines 1%. It has 
seven employes in one office, and 
expects 1958’s billings to be up. 


Maynard L. Durham & Associ- 
ates, Carthage, Mo., reports billings 
of $128,149 in 1957, of which $40,- 
843 represents capitalized fees. 
Carthage Marble Corp. was added 
during the year. The media break- 
down was: business papers 43%, 
magazines 41%, newspapers 10%, 
television 3%, outdoor 1%, radio 
1%, farm publications 1%. The 
agency has two employes and ex- 
pects 1958 volume to be about the 
same as 1957’s. 


Earl & Benjamin Advertising 
Service, Menasha, Wis., billed 
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five employes in one office, and an- 
ticipates a 1958 volume up 20%. 


Lester Earle Inc., Chicago, 
billed $500,000 in 1957, the same 
amount billed in 1956. It added 
Universal Money Order Systems 
in May, Electronic Homes in April 
and Waltco Products Inc. in No- 
vember; it reported no losses. It 
has five employes in its office and 
sees 1958 volume up “somewhat” 
over 1957. 


Fred H. Ebersold Inc., Chicago, 
billed $432,932 in 1957, of which 
$254,802 was capitalized. In 1956, 
the agency billed $303,619, with 
$138,719 capitalized. Direct mail 
and catalogs got 50% of the bill- 
ings, business papers 38%, news- 
papers and magazines 6% each. 
The agency has seven employes in 
one office, expects 1958 volume to 
rise 10%. 


Edelstein-Nelson, Chicago, billed 
between $250,000 and $500,000 
in 1957, approximately the 
same amount as the previous year. 
It gained Tri-State Plastics Mold- 
ing Co., and Master Crafters Clock 
& Radio Co., Chicago; it lost none. 
Its media breakdown was maga- 
zines 40% and business papers 
60%. It has six employes in one 
office. 


Ray Ellis Advertising, Chatham, 
N.J., billed $766,054 in 1957, of 
which $606,627 represented capi- 
talized fees. In 1956, the compar- 
lable figures were $538,629 and 
$412,745. The building products 
| sales division of Sika Chemical 
| Corp. was added at the start of the 
year, while Industrial Retuining 
Ring Co. was dropped in August. 
Business papers got 85% of billings, 
newspapers 8%, point of sale 5%, 
and magazines 2%. The agency has 
seven employes and expects 1958 


$182,312 in 1957, of which $141,185 | volume to be up 20%. 

represented capitalized fees. In) 

1956, comparable figures were| Alvin Epstein Inc., Washington, 
$111,009 and $82,584. The agency’s | billed $823,608 in 1957, of which 
accounts “remained relatively the $80,097 represented capitalized 
same as in 1956.” Its media break- fees. In 1956, comparable figures 
down was business papers 20% were $767,087 and $63,901. It re- 
and farm publications 80%. It has | ported no account losses or gains. 


* Client with heavy announcement schedule in KPIX’s “Big Movie" 


10 PM first runs are rated top feature film strip in Bay Area, according to ARB. 


= —— 


Ask Lou Simon or your Katz man for upcoming availabilities. 


OOO WESTINGHOUSE BROADCASTING CO., INC. so10-sosron. wor-+ wars. irTeauRen, KokAvcLEvELAND. KY 
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Its media breakdown was newspa- 
pers 39.7%, radio 36.2%, televi-| 
sion 18.1%, outdoor 2%, transit 
2% and “other” 1%. It has 12 em-| 
ployes in one office, and expects | 
a 1958 volume up 10%. 


Enyart & Rose Advertising 
Agency, Los Angeles, billed $700,- 
000 in 1957, of which $400,000 rep- 
resented capitalized fees. The com- 
parable figures for 1956 were 
$400,000 and $200,000. During the 
year the agency added Hollywood 
Plastics Corp., Quon Quon Co., 
Kenn Chemical Co., Delira Corp. 
(Wild Bill Hickok), Belco Prod- | 
ucts Corp. and Continental Thrift 
Co. No important accounts were 
lost. Business papers got 50% of 
the billings, newspapers 20%, 


radio 10% 


point of sale 15%, outdoor 10% 
and transit advertising 5%. The 
agency has eight employes and 
predicts a 100% increase in volume 
in 1958. 


George Eschbaugh Advertising, 
Wilson, Kan., billed $96,700, in- 
cluding $66,700 in capitalized fees, | 
in 1957. In 1956, the agency billed | 
$58,350, including $33,350 in fees. 
Eschbaugh added the Barton Salt 
Co. while losing no accounts. Its 


media breakdown was 2% in news- 
papers, 2% in television, 5% in 
business papers, 90% in farm 
publications and 1% in point of 
sale, It had three employes in one 
office, and looks for a 5% gain 
in billings in 1958. 


Faber Advertising, Minneapolis, 
billed $290,000 in 1957, of which 
$90,000 represented capitalized 
fees. Comparable figures in 1956 
were $418,229 and $104,967. It add- 
ed Muckle Manufacturing in May 
and Winkley Artificial Limb Co. in 
October; it lost Sales Service Ma- 
chine Tool Co. in July. Its media 
breakdown is newspapers 1%, ra- 
dio 5%, business papers 80%, farm 
publications 10% and “other” 4%. 
It has eight employes in its office. 


Rex Farrall Inc., Canton, O., 
billed $72,663 in 1957. In 1956 the 
comparable figure was $73,082. It | 
reported neither loss nor gain of 
important accounts during the 


year. Its media breakdown is 
newspapers 10%, magazines 5%, 
and business papers 
75%. It has two employes in its 
office and sees 1958 about the same 
as 1957. 


Feeley Advertising Agency, New 
York, billed $850,000 in 1957, com- 
pared to $750,000 in 1956. It added 
two clients, the Pilot division of 
Cone Automatic Machine Co., New 
York, and the Arwood Precision 
Castings Corp., New York. It has 
12 employes in one office and ex- 
pects 1958 to be about the same as 
1957. 


Paul A. Fergus Co., South Bend, 
Ind., billed $209,292 in 1957, of 
which $85,376 represents capital- 
ized fees. In 1956 billings, which 
started May 1, were $110,081, with 
$42,691 capitalized. The agency 
added Homette Corp. in August, 
lost no accounts. Media breakdown 
was newspapers 24%, radio 7.3%, 
television 3.9%, outdoor 3.1%, busi- 
ness papers 46%, transit advertis- 
ing 11.5% and “other” 4.2%. It has 
five employes in one office, expects 
1958 volume to be up 10%. 


Firestone-Goodman Advertising 
Agency, Minneapolis, billed $400,- 
000 in 1957, compared to $350,000 
in 1956. The agency added Ameri- 
can Electronics Co., Minco Prod- 
ucts Inc. and Nortonics of Minne- 
apolis; no important accounts were 
lost. Business papers took 70% of 
billings, newspapers 15%, maga- 
zines 10% and radio 5%. The agen- 
cy has eight employes and looks 
for a 15% gain in volume in 1958. 


Fischbein Advertising Agency, 
Minneapolis, in 1957 billed $900,- 
000. In 1956, the comparable fig- 
ure was $700,000. It reported no 
capitalized fees, and declined to 
give account changes or media 
breakdown. It has 14 employes, and 
expects its 1958 volume to be up 
10%. 


A. A. Flavin, St. Louis, billed 
$64,800 in 1957. Comparable fig- 
ure for 1956 was $58,000. No break- 
down is reported on capitalized 
fees, on account changes or on me- 


|dia used. The agency has three 


employes and expects its 1958 
business to be about the same as 
67. 


Food Research Advertising, 
Chicago, billed three to four per 
cent in 1957 over 1956. A figure of 
$188,400 in billings and $133,400 in 
capitalized fees was reported last 
year to ADVERTISING AGE. It gained 
six new accounts and resigned five 
that were inactive. Its media 
breakdown was newspapers 15%, 
business papers 30% and other 
media, including direct mail, 50%. 
The total number of employes is 
three in one office. 


Frances, Morris & Evans, New 
York, opened for business June 1, 
1957 and since then billed an esti- 
mated $625,200 of which $400,200 
was in capitalized fees. The agency 
acquired Seamprufe Inc. in No- 
vember. Newspapers got 20% of 
the billings, magazines 25%, sup- 
plements 10%, television 10%, 
business papers and point of sale 
25% each. The agency has six em- 
ployes in one office, expects a 65% 
increase in 1958 volume. 


Ad Fried Advertising Agency, 
Oakland, Cal., billed $260,000 in 
1957, compared with $250,000 in 
1956. Capitalized fees represented 
$50,000 of this total, compared to 
$46,000 in 1956. The agency dropped 
five accounts it considered “un- 
profitable to handle” during the 
year, while it added Gardiner Mfg. 
Co., Bab’s Donut Shops and sev- 
eral new products from Davi In- 
dustries; public relations accounts 
from labor unions, political can- 
didates and motion picture thea- 
ters also were added. Its media 
breakdown was: television 27%, 
business papers 13%, newspapers 
10%, radio 8%, magazines 7%, 
point of sale 7%, transit advertis- 
ing 5%, outdoor 4%, farm publi- 
cations 3%, supplements 2% and 
direct mail and “other” 14%. The 
agency employs six persons in one 
office and expects 1958 volume to 
equal 1957’s. 


Charles F. Fry Advertising As- 
sociates, Orlando, Fla., billed $223,- 


598 in 1957, of which $71,297 rep- 
resented capitalized fees. During 
the year, the agency added Radia- 
tion Inc. and “numerous smaller 
accounts.” It has five employes in 
one office and expects 1958 vol- 
ume to be up “at least 50%.” 


Clif Furgurson Advertising, 
Fresno, Calif., billed $621,507 in 
1957, of which $228,835 represent- 
ed capitalized fees. In 1956, com- 
parable figures were $599,448 and 
$203,221. It did not lose or gain 
any accounts. Its media breakdown | 
was newspapers 59%, television 
22%, radio 12%, magazines 2%, 
business papers 2%, farm publica- | 
tions 2% and transit 1%. It has| 
nine employes in two offices, and | 
anticipates a 1958 volume up 10%. 


Fyten-Hoffman Inc., Minneapo- 
lis, billed $300,000 in 1957. The| 
agency was formed last March and 
lists the public relations account 
of Schmidt Brewing Co. as its most 
important account. Half of the bill- 
ings went to magazines, with the 
remainder divided among radio, 
tv, mewspapers and outdoor. The 
agency has four employes and sees 
1958 about the same as 1957. 


Gabriel Advertising Agency, 
Cleveland, billed $145,000 in 1957. 
In 1956 its comparable figure was 
$143,473. It has three employes in 
one office. 


Garfield Advertising, Detroit, 
billed $423,774 in 1957, of which 
$157,774 represented capitalized 
fees. Comparable figures in 1956 
were $297,400 and $133,400. It add- 
ed Zion Industries in September, 
King Coffee Co. in December and 
Prince Michigan Macaroni Co. in 
February; it lost none. Its media 
breakdown is newspapers 15%, 
radio 40%, tv 26%, business papers 
4%, point of purchase, 1%, and di- 
rect mail 14%. It has nine em- 
ployes in its office and sees 1958 
volume up 30% over 1957. 


Geren Advertising, Chicago, 
billed $100,000 in 1957, of which 
$75,000 was in capitalized fees. The 
agency billed $75,000 in 1956, of 
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Here's A Great 
Market in the 
Southeast... 


GREENVILLE 


SOUTH ~ 
CAROLINA © 


: 

TEXTILE 
CENTER OF 
THE WORLD 


Here, in this compact 9-county 
area in South Carolina that 
makes up the ABC City and 
Retail Trading Zones of The 
Greenville Newspapers, is the 
greatest concentration of Tex- 
tile Mills, Apparel Plants and 
related industries in the world. 


it's a BIG* 
Market, With: 
= 
POPULATION 
522,417 
INCOMES 
$651,510,000. 


RETAIL SALES 
$431,196,000. 


FOOD SALES 
$101,160,000. 


AUTO SALES 
$87,188,000. 


*We'll gladly give sources for 
all figures, based on our ABC 
City and Retail Trading Zones. 


For information and assistance 
write us or Ward-Griffith Co., 
Inc. 


Write for your FREE copy 
of “Brand Inventory in 
Homes of Greenville News 
Readers’’. This study, first 
ever made in South Caro- 
lina, covers more than 


150 items. 


®reennille News 


GREENVILLE PIEDMONT 


fvtninG 


Daily Circulation 


101,793 
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which $56,250 was in capitalized. | 
Last year, the agency added the 
National Restaurant Assn. account 
with billings starting on Jan. 1. 
Media expenditures: business pa- 
pers 50%, direct mail 30%, news- 
papers 15% and outdoor 5%. Ger- 
en has two employes, and esti- 
mates that its 1958 volume will be 
increased 100%. 


Goodis, Goldberg, Dair Ltd., Tor- 
onto, billed $335,000 in 1957, of 
which $144,050 represented capi- 
talized fees. In 1956, comparable 
figures were $225,000 and $108,000. 
During the year, the agency add- 
ed Bell-Craig Pharmaceuticals, 
Cooksville Brick Co., and Culligan 
Soft Water Inc. of Canada. Its me- 
dia breakdown was newspapers 
11%, magazines 15.8%, radio 1%, 
television 11.2%, business papers 
17%, transit advertising 1%, point 
of sale 18% and production, pub- 
lic relations 25%. It has ten em- 
ployes in one office, and expects 
1958 volume to be up 30%. 


Goodman Technical Publica- 
tions, Long Island City, N.Y., billed 
$12,000 in 1957. The agency reports 
it was not active in 1956. H. T. 
Herbert Art Supplies was added 
during the year and Gem Electric 
Mfg. Co. was lost. The media break- | 
down is 80% newspapers, 10% 
magazines and 10% business pa- | 
pers. The company has eight em- 
ployes but says only one is engaged 
in advertising placement; the oth- 
ers are in publication production. 
It sees volume up 33% in 1958. 


Grant & Wadsworth, New York, 
billed $371,232 in®1957, of which 
$36,000 represented capitalized 
fees. Comparable figures in 1956 
were $531,232 and $30,000. It add- 
ed U-Mak-It Products and Charms 
Candy Co., both in November; it 
lost Theodore Audel Publishing in 
February, some 25 accounts in June 
when an exec established his own 
agency, and Outdoor Life of Pop- 
ular Science Publishing in Decem- 
ber. Its media breakdown is news- 
papers 10%, magazines 20%, radio 
10%, business papers 50%, farm 
publications 5%, transit advertis- 
ing 1% and “other” 2%. It has 14 
employes in its two offices and es- | 
timates 1958 volume will be up 
95%. 


Grimm & Craigle, Chicano, 
billed $536,382 in 1957, of which 
$75,371 represented capitalized 
fees. Comparable figures in 1956 
were $585,806 and $85,709. It added 
IVI Products Corp. and Famco Ma- | 
chine Co., both in May, and Hysan | 
Products Co. in June. It lost none. 
Media used include magazines, ra- 
dio, business paper and farm pub- 
lications. It has 14 employes in its 
office and sees 1958 volume about | 
the same as 1957. 


Art Gruber Associates, Adver- | 
tising, Minneapolis, in 1957 billed 
$500,000. In 1956, the comparable 
figure was $450,000. It reported no 


ized fees. No comparable figures | of-sale 2%. It has three employes 
are available for 1956. During the| and anticipates a 25% increase in 
year the agency added Hi-Stand-| volume in 1958. 
ard Stamping & Mfg. Co., Detroit; : 
Nu-Era Corp., Rochester, Mich.;| Hall & Co., Richmond, Va., for- 
and Skuttle Mfg. Co., Milford,|™erly Hall-Neagle, billed $810,000 
Mich., and lost La-Z-Boy Chair Co., in 1957, of which $320,000 repre- 
Toledo, and Redmond Co., Owosso, Semted capitalized fees. Compara- 
Mich. Its billing breakdown was | le figures for 1956 are not report- 
business papers 90%, other 10%.|@d. During the year the agency 
It has nine employes. added C. W. Antrim & Sons, Law- 
rence Motor Co., Worths Depart- 
Bob Hairston & Associates (for-|™ent Store, Richmond Cedar 


merly Hairston & Paige), Memphis, | Works, Electric Motor & Repair 
Tenn., billed $116,000 in 1957, of | Ong Richmond Camera Shop, El- 


which $44,000 represented capital-|@tidge Reams, Columbus Fiber 
ized fees. In 1956, comparable fig-| Mills Co, and Southern Depart- 
ures were $66,000 and $18,000. But | ment Stores, all of Richmond, and 
the agency notes that these fig- |also Roanoke Newspapers and Pe- 
ures do not include direct mail, |te?sburg Newspapers, of Roanoke 
printing or production charges. | and Petersburg, Va., respectively. 
During the year the agency added | It lost no accounts. Its billings 
Rex Seed Corp., L. O. Gregory En- | breakdown was newspapers 56%, 
gineering Co., and X-D-M Sales radio 4%, television 32%, outdoor 
Corp., and lost no accounts. Its bill- 2%, beminess papers 4% and point 
ings breakdown was newspapers of Sy ge It has ten employes, 
35%, magazines 21%, radio 1%, tv oe lool 2a a 30% increase in 
3%, outdoor 1%, business papers a ; 


30%, farm publications 7%, point-| John T. Hall & Co., Philadelphia, 
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billed $467,000 in 1957, of which | er” 13%. The agency has seven 
$160,000 represented capitalized employes in one office, expects 1958 
fees. It added Dennis Mitchell In- | volume to rise 50%. 

dustries in March and lost no ac- 


counts, Its media breakdown was| John L. Halpin Advertising, 


_business papers 80%, newspapers | Schenectady, N.Y., billed $136,796 


10%, magazines 3%, radio 2%,|in 1957, of which $38,852 repre- 
television 2%, farm publications | sented capitalized fees. In 1956, 
2% and outdoor 1%. The agency | comparable billing was $75,000 but 
has seven employes in one office,|no capitalized fees are reported. 
and expects billings to run about) During the year the agency added 
the same in 1958. the public relations accounts for 
the New York State Fair and Ellis 

Hall & Thompson, Oklahoma) Hospital School for Nursing. Its 
City, billed $509,210.39 in 1957, of | billings breakdown was newspa- 


'which $353,500 was in capitalized| pers 55%, magazines 12%, radio 


fees. In 1956 the billings were| 16%, television 9%, outdoor 4%, 
$219,473.02, with $82,517.96 capi-| business papers 4%. It has four 
talized. The agency added Clyserol | employes, and expects 1958 volume 
Laboratories, Fairway King Mfg.,| to be about the same as ’57. 

Oklahoma Semi-Centennial Com- 


mission, Tyler & Simpson Co, and|_ E. M. Halvorson Co., Denver, re- 


|Magna Co. No account losses are| ports 1957 billings of $200,000, of 


reported. Media breakdown was) which $50,000 represents capital- 
newspapers 20%, magazines 10%,|ized fees. In 1956 billings were 
radio 10%, television 20%, outdoor | $250,000, with $50,000 capitalized 
5%, business papers 15%, farm | fees. No account changes are re- 
publications 2%, transit advertis- | ported. Media breakdown was 
ing 2%, point of sale 3% and “oth-| newspapers 60%, radio 40%. The 


The top hit show at the 


regular box-office price? Or some third 


capitalized fees, and no major ac- 
count changes. Its media break- 
down was radio 25%, television 
35%, outdoor 15%, and business 
papers 25%. It has eight employes, 
and expects its 1958 volume to be 
up about 10%. 


j Marvin Hahn Inc., Birmingham, 
{ Mich., billed $214,437 in 1957, of 
, which $60,030 represented capital- 


When people really want something, they’re willing 
to pay for it. When they don’t . . well, you may have 
to give it away to get rid of it. 


Today, BROADCASTING has more paid distribu- 

tion than the other three radio and TV publications : 
combined ... a popularity you'll find documented 
down to the last decimal by the Audit Bureau of 
Cireulations. Nothing shines such a glaringly precise: 
spotlight as an ABC statement does upon what—and 
how many—people actually pay for a publication 

Small wonder that BROADCASTING alone of all! 
the journals in the radio-TV field has voluntarily 

sought (and qualified for) membership in the Audit 

Bureau of Circulations. 


Elementary. It happens among radio-&-television 
business publications, for instance. The leader — 
BROADCASTING Magazine—gets the paid circula- 
tion. Twice as much of it as any other magazine 
claiming to serve the field! 


The rest have to fill their theatres of distribution 
with lavish giveaway of copies—particularly in the 
important agency-advertiser areas of their audience. 


=s | 
Ufiydia 
does 
it! 
See page 190 
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agency has two employes, expects 
a 60% rise in research volume and 
a 20% drop in agency volume. 


Harper Co. Advertising Agency, 
St. Paul, Minn., in 1957 billed $132,- 
371. In 1956 the comparable figure 
was $207,900. It reported no break- 
down on capitalized fees, no major 
account changes, and declined to! 


billed $26,670 in 1957, of which $6,- 
670 represented capitalized fees. 
In 1956 comparable figures were 
the same. Its media breakdown 
was newspapers 60%, magazines 
2%2%, supplements 24%%, radio 
25%, business papers 24% %, point- 
of-sale 84% %. It has four employes 
in one office and sees 1958 about 


. - . the same as 1957. 
give its media breakdown, other 


than “mostly printed media.” It 
has six employes, and expects | 


“some” increase in volume in 1958. 000 in 1957, its first year in busi- 

Harris & Montague, Salt Lake ™€5S- It has 12 clients of which 
City, billed $930,789.04, of which | Dine are national advertisers. Its 
$131,148.41 represents capitalized | billings breakdown was newspa~ 
fees. In 1956, comparable figures | Pets 9%, magazines 14%, radio 6%, 
were $626,675.93 and $64,660.78. No |‘Y 3%, business paper 64%, and 
account changes are reported. Its point-of-sale 4%. It does not re- 


William A. Hatch Inc., Balti- 
more, billed approximately $170,- 


media breakdown was newspapers 
28%, magazines 3%, radio 17%, 
television 21%, outdoor 14%, busi- 
ness papers 4%, farm publications 
4%, point of sale 6%, and “other” 


3%. It has 12 employes in one of- | billed 


fice, expects 1958 volume about the 
same as 1957. 


Hastings Advertising, Denver, 


port its number of employes, but 
anticipates 100% increase in vol- 
ume in 1958. 


A. Hemsing Advertising, Detroit, 
$81,651 in 1957, of which 


$20,715 represented capitalized 


\fees. In 1956, comparable figures 


| were $71,487 and $21,744. Its me- 
dia breakdown was business pa- 


| pers 98%, and farm publications | 
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York, reports 1957 billings at $607,- 


Ed. M. Hunter & Co., Denver, 


2%. It expects 1958 volume to be 000, of which $167,000 was capital- | billed $450,000 in 1957, of which 


about the same as ’57. 


John B. Hickox Inc., Cleveland, 
billed $500,000 in 1957, and $475,- 
000 in 1956. No breakdown on cap- 
italized fees is given. During the 
lyear the agency added Bedford 
|Gear & Machine Co., Standard Tool 
|Co., Cleveland, and Universal But- 
ton Co., Lawrenceburg, Ky. It re- 
ported no account losses or media 
breakdown. It has five employes, 
and expects its 1958 volume to be 
up about 5%. 


Ralph W. Hobbs Associates, 
Minneapolis, in 1957 billed $400,- 


ized fees. In 1956, billings were 
$720,000, of which $95,000 was cap- 
italized. Last September the agency 
filed an arrangement petition un- 
der Chapter II of the bankruptcy 
act listing liabilities of $172,000 
against assets of $50,000. The agen- 


$100,000 represented capitalized 
|fees. The comparable figures for 
'1956 were $500,000 and $125,000. 
The agency added four accounts: 
Glamur Products, Syracuse, N. Y.; 
Keating Mfg. Co., Denver; Inland 
|Chemicals, Englewood, Colo., and 


000. In 1956, the comparable figure | 
| was $360,000. It reports no capital- | 
\ized fees. It added Dude Ranches | 
|Assn., Billings, Mont., and reports | 
|having lost no accounts. Its media 
| breakdown was newspapers 20%, 
radio 10%, television 30%, and 
farm publications 40%. It has seven 
employes, and expects its 1958 vol- 
ume to be up 5%. 


Hoffman-Manning Inc., 


New | 


cy lost Merritt-Chapman & Scott|Denver area advertising for major 
Corp. at year’s end. Newspapers got | appliances and tv sets of General 
45% of the billings, magazines 10%, Electric. The hunting and fishing 
radio and television 5% each, and division of the State of Colorado 
business papers 35%. /was lost. The media breakdown 
|was as follows: magazines 40%, 

E. T. Holmgren Inc., St. Paul,|newspapers 25%, television 12%, 
Minn., in 1957 billed $598,301, of|radio 8%, business papers 5%, 
which $83,375 represented capital-| transit advertising 3%, outdoor 2%, 
ized fees. In 1956, comparable fig-| and mechanical production 5%. 
ures were $512,644 and $113,248.|The agency has eight employes 


During the year it added Kalman & 
Co., investment house, and Min- 
neapolis Home Builders Assn., and 
lost no major accounts. Its media 
breakdown was newspapers 5%, 
magazines 35%, radio 5%, televi- 


sion 10%, farm publications 12%, | 


point of sale 20%, and other 13%. 
It has ten employes and expects 
its 1958 volume to be up 5%. 


emium for 
Box tickets 


‘ater that can only fill up its theatre by giving the tickets away ? 


Jammed to the veritable balconies with paying cus- 
tomers, the BROADCASTING audience—according 
to the very latest ABC statement—tallies thusly: 


1) a “full house” averaging 
copies during the last six 
- » more paid distributio 


radio-TV business publications combined! 


2) a box-seat group of 5,1 


advertiser subscribers who look upon B-T 


as a vital partner of eac 


18,928 paid-for 
months of 1957 
n than all other 


When you invest your money in a new play, you 
never can be quite sure how it’s going to pay off. 
But when you invest your advertising money in 
BROADCASTING, you know that a guaranteed 
audience is always waiting . . 


. counted, classified, 
and receptive. 


This is likely to be at least one of the many reasons 


why radio-TV advertisers ran 4,164 pages in B-T 


50 paid agency- 


h week’s work.* 


*K Among these, not so incidentally, 


are some 1,000 big-decis 


makers at America’s 40 largest 
radio-TV agencies. Last year they 
steered the spending of about 


$1,000,000,000 (yep, Billion) in 


ion- 


the 


two electronic media! It’s enough 


to make a station manager drool . . 


during 1957—nearly as many as the next three pub- 
lications combined. There’s always something about 
a hit that just naturally packs ‘em in! 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N.W., Washington 6, D. C. 
- A member of the Audit Bureau of Circulations 


land expects 1958 volume to be 
| about the same as 1957’s. 


Frank C. Jacobi Advertising, 
Chicago, billed $290,531 in 1957, of 
which $159,000 represented capi- 
talized fees. Comparable figures in 
1956 were $356,413 and $189,655. 
It added Tweenten Mfg. Co. and 
Halogen Supply Co., both in March. 
It lost Sodar Manufacturers Co- 
operative. Its media breakdown is 
newspapers 18%, magazines 46%, 
and business papers 36%. It has 
five employes in its office. 


Don Jenner Advertising Agency, 
Los Angeles, billed $123,000 in 
1957, of which $63,000 represented 
capitalized fees (about 90% for di- 
rect mail). In 1956, comparable 
figures were $101,000 and $59,000. 
It added the Hospital Building Co. 
in June, lost none. About 80% of its 
billing was in business papers, 10% 
in magazines, 5% each in news- 
papers and farm publications. It 
has four employes in a single of- 
fice, and estimates ’58 volume will 
be up 20%. 


Jennings & Thompson Advertis- 
ing, Phoenix, billed $885,000 in 
1957, of which $243,000 represent- 
ed capitalized fees. In 1956, com- 
parable figures were $801,000 and 
$152,000. It neither added nor lost 
accounts. Its media breakdown was 
newspapers 38%, magazines 10%, 
radio 11%, tv 17%, outdoor 7%, 
business papers 10%, and farm 
publications 7%. It has 20 employes 
in one office, and sees a 10% jump 
in volume during 1958. 


Keller Advertising Co., New 
York, billed $80,000 in 1957, of 
which $55,000 represented capital- 
ized fees. In 1956, the agency billed 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation medio read 
most by the military. Write or 
call for full information. 


ARMY TUMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND > MILITARY MARKET Mogorine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 

2020 M St., NW * Washington 6, D.C. 
U. S. OFFICES: Boston, Chicago, Charleston, 
S. C., Dallas, Detroit, Honolulu, los Angeles, 
Miomi, New York, Philodelphia, San Francisco. 
FOREIGN OFFICES: Frankfurt, London, Paris, 

Rome, Tokyo. 
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$150,000, capitalized fees account-| vertising 3%. It has five employes| volume down 10% from 1957 lev- 
ing for $110,000. During the year | and estimates its 1958 volume will | els. 


the Helmsley-Spear hotels in Palm 
Beach were added; Lanson cham- 


pagne was lost. The media break- | 
down is reported as 20% newspa- billed $648,209 during 1957, of| 


pers, 10% magazines, 5% business 
papers and 65% “other.” The agen- 
cy has five employes and predicts 
a 20% gain for 1958. 


Keystone Advertising Inc., Min- 
neapolis, billed $290,478 in 1957, of 
which $40,228 represented capital- 
ized fees. In 1956, comparable fig- 
ures were $280,026 and $40,443. 
During the year it added Sales 
Service Machine Co., H. M. Muel- 
ler Corp., and K. B. Supply Co., 
and lost no accounts. Its media 
breakdown was newspapers 21.6%, 


radio 5.2%, business papers 66.6%, | 


and farm publications 6.6%. It 
does not report its number of em- 
ployes, but expects 1958 volume to 
be up about 10%. 


W. 8S. Kirkland Advertising, Chi- 
cago, billed $435,000 in 1957, of 
which $135,000 represented capi- 
talized fees. In 1956, comparable 
figures were $292,000 and $127,000. 
During the year the agency added 
no new accounts and lost none. Its 
billings breakdown was newspa- 
pers 5%, radio 5%, outdoor 2%, 
business papers 85%, transit ad- 


be about the same as 1957. 
Kniep Associates, Dover, N. J., 


which $514,593 represented capi- 
talized fees. Comparable figures for 
/1956 were $330,900 and $257,500. 
It gained Taylor Wharton, High 


| Bridge, N.J., and Pyrometer, Ber- | 


| genfield, N.J., both in January, and 

Mepco Inc., Morristown, N.J., in 
November. It lost none. Its media 
breakdown is newspapers 1%, 
business papers 20%, point of sale 
|1% and brochures and catalogs 
| 78%. It has 10 employes in its of- 
| fice and sees a 50% rise in volume 
during 1958. 


Albert A. Kohler Co., Old Green- 
wich, Conn., billed $249,334 in 1957, 
(of which $83,450 represented capi- 

talized fees. In 1956, comparable 
| figures were $133,281 and $32,962, 
| with $220 in international billing. 
The agency added Hall Plymouth 
| Corp., Phillips Lens Co. and Curry 
|Rent-A-Car System, all in the 
| spring; it lost Fonda Gage Co. in 
| January, and Meyers Co. in June. 
Media breakdown: business papers 
41%, newspapers 25%, magazines 
| 4%, radio 22%, outdoor 7%, trans- 
|it 1%. It has four employes in a 
|single office, and estimates 1958 


‘Russell Kolburne Inc., New 
| York, billed $204,670 in 1957, in- 
|cluding $6,670 in capitalized fees. 
Kolburne started in business in 
May, 1957. Media spending: 25% 
in newspapers, 24% in magazines, 
1% in radio, 50% in business pa- 
pers. The agency employs four 
people in one office and expects 
1958 billings to jump a sizable 50%. 


Walter Kranz Inc., Denver, 
| billed $441,750 in 1957, of which 
| $166,750 represented capitalized 
\fees. In 1956 comparable fig- 
ures were $341,750 and $166,750. 
During the year, the agency added 
the Denver and Utah Area Rambler 
Dealers’ Assns., Prestressed Con- 
crete Co. of Colorado, and the Col- 
|orado State Bank; it lost none. Its 
|media breakdown was newspapers 
30%; radio 15%, tv 50%, and tran- 
|sit 5%. It has five employes in one 
office, and expects 1958 volume to 
be up 25%. 


Lake Advertising, Attleboro, 
Mass., billed $127,000 in 1957, of 
|which $120,000 was in capitalized 
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to equal 1957. 


Ted Lamb & Associates, Little 
Rock, Ark., billed $650,000 in 1957. 
During the year, it added the First 
Federal Savings & Loan Assns. of 
Little Rock, Fort Smith and Hot 
Springs, the First National Banks 
in Little Rock and Fort Smith, and 
the Acee Milk Co.; it lost none. Its 
media breakdown was newspapers 
30%, magazines 5%, radio 10%, tv 
25%, outdoor 20%, and direct mail, 
trade and other 10%. It has 11 em- 
ployes in two offices, and expects 
1958 volume to be up 25%. 


Raymond I. Lang Advertising, 
San Francisco, billed $208,862 in 
1957, of which $144,362 was in cap- 
italized fees. Comparable figures in 
1956 were $197,373 and $134,580. 
The agency added the Villa hotel 
at the beginning of last year. Busi- 
ness papers got 61% of the billings, 
outdoor 23%, radio 10%, and mag- 
azines 6%. The agency has three 
employes in one office, expects a 
45% rise in 1958 volume. 


Clint Leap Ine., Cincinnati, 
billed $135,090 during 1957, of 
which $34,887 represented capital- 
ized fees. In 1956 the comparable 


| fees. In 1956 the agency billed $7,- 
500 in space and time. There were 
no account changes. The agency has | 
two employes, expects 1958 volume 


From the House of Ideas 


) 


DIMENSION... ANIMATION...IMPACT 


Color and 


figures were $127,306 and $29,531. 
It neither lost nor gained import- 
ant accounts during the year. Its 
media breakdown is business pa- 
pers 75% and “other” 25%. It has 
four employes in its office and sees 
a 5% increase in volume during 
1958. 


Lescarboura Advertising, Cro- 
ton-on-Hudson, N. Y., estimates 
1957 billing at $760,000, of which 
$210,000 is in capitalized fees. In 
1956, the agency billed $484,632, of 
which $165,349 was capitalized. It 
added EdNalite Optical Co., Fargo 
Mfg. Co. and M. Ten Bosch, lost no 


Die-cut cardboard miniatures 
demonstrate “built in” 
appearance, “fits in’ with 
opening and closing of door. 


Chicago Show Printing Company 
for merchandising ideas—and 
effective on-product display. 
Write or phone. 2635 N. 

Kildare, Chicago 39, Illinois, 


( 
{ 
attention on product. Contact ( 
SPaulding 2-1600 ( 


) 
) 
) 


movement focus 


) 
) 
) 


| accounts. Business papers got 85% 
of the billings, catalogs and sales 
|promotion 10% and publicity 5%. 
| The agency has seven employes in 
|its one office, predicts a 40% rise 
| in 1958 volume. 
| 

Levinger Advertising Agency, 
| Santa Rosa, Cal., billed $135,225 in 
/1957, of which $84,605 was in cap- 
jitalized fees. 1956 figures were 
$123,372 and $79,107. It added two 
accounts: Flamingo Hotels and 
|Lazio Fish Co. Billings breakdown 
|was newspapers 21%, magazines 
|\9%, radio 1%, outdoor 23%, busi- 
|ness papers 31%, farm publica- 
tions 13% and point of sale 2%. It 


has five employes in one office, 
expects a 25% rise in 1958 volume. 


Lindeman Advertising Inc., Hol- 
land, Mich., billed $487,920.71 in 
1957, of which $278,143.80 was in 
capitalized fees. Comparable fig- 
ures in 1956 were $443,628.77 and 
$197,933.05. No account changes are 
reported. Media breakdown was 
newspapers 10%, magazines 50%, 
radio and television 3% each, busi- 
ness papers 25%, farm publications 
8% and “other” 4%. The agency 
has six employes in one office, ex- 
pects 1958 volume to go up 10%. 


Litman-Stevens & Margolin 
Inc., Kansas City, Mo., billed 
$486,740 including $96,761 in capi- 
talized fees, in 1957. In 1956, it 
billed $654,904, including $84,529 
in fees. The agency reported no 
new or lost accounts. Its media 
spending: 6% in newspapers, 2% 
in magazines, 48% in radio, 24% 
in television, 3% in outdoor, 1% in 
transit advertising and 16% in 
point of sale. Litman employs 12 
people in one office. It expects a 
10% gain in ’58 billings. 


Livingston & Associates, Chica- 
go, billed $652,000 in 1957, of which 
$402,000 represented capitalized 
fees. In 1956, comparable figures 
were $513,500 and $333,500. During 
the year the agency added Omega 
Products, Kaiser-Willys Dealers 
Assn., American Trophy Co., and 
Gabel’s Stores; it lost no accounts. 
Its media breakdown was news- 
papers 15%, magazines 5%, radio 
60%, television 10%, direct mail 
10%. It has 12 employes, and es- 
timates that its 1958 volume will 
be up about 200%. 


Lubell Advertising Associates, 
New York, billed $725,000 in 1957, 
of which $350,000 represented cap- 
italized fees. In 1956, comparable 
figures were $347,893 and $103,- 
560. No changes were reported in 
accounts. Media breakdown: news- 
papers 65%, magazines 20%, sup- 
plements 5%, outdoor 5%, busi- 
ness papers 5%. It has ten em- 
ployes in one office, and estimates 
58 volume up 20% from 1957. 


Lund & Willett Advertising, 
Chicago, billed $148,500, of which 
$107,500 represented capitalized 
fees. Media breakdown: business 
papers 82%, radio 13%, newspa- 
pers 5%. It has two employes in a 
single office, and forecasts a 10% 


gain in volume in 1958. 


is a priceless ingredient of advertising 


agency service . . . time measured by 
deadlines. The finest photoengravings 
save agency time by reducing correc- 


tions and client complaints. Many 


leading agencies from coast to coast 


save time by having engravings and 


gravure positives made at C M & H 


COLLINS, MILLER & 
333 WEST LA 
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According to the Chairman of the 
Greens committee, grass is either bent or 
crab. To the typical home owner, it may 
be a point of pride, problem, weekend 
chore or just outdoor decor. But to the 
farmer, grass is big business, and still the 
nation’s Number One crop. 

And grass, incidentally, is no longer 
green stuff grown for grazing, or leached- 
out hay that barely keeps cows alive 
through the winter. ‘Today grass types are 
graded for nutrient values, and selected 
for soil type, climate and rainfall rate. 

On some Midwest farms, as many as 
eight species are planted simultaneously, 
to yield a season-long grass crop with a 
high protein content, and rich in vitamins. 
Carefully clipped every two weeks and 
stored as silage, it encourages cows to put 
out high butter fat milk all year long. 

Grass is also symbolic of the fantastic, 
continuous change in farming. Between 
1940 and 1954, farms declined in number 
by almost one-quarter, but averaged 39% 
larger in size. With 3 million fewer workers, 
man hours were down one-third—but man 
output hourly almost doubled. Investment 
per worker increased nearly five times. And 
cash farm income tripled! 

On fewer but larger farms, better farmers 
are producing more, earning more, and 
becoming better customers and making 
SuccEssFUL FARMING a more influential 
medium, better marketplace. 

SuccéssFUL FARMING with 1,300,000 
circulation, includes 
farmers responsible 
for about half the total 
corn, and nearly , 


two-thirds of the hogs and pigs sold. Their 
average holding is 366 acres, 50% better 
than the national average. SF circulation 
is concentrated in the 44% minority that 
gets 91 % of the national cash farm income. 

SF farm subscribers for more than a 
decade have had average cash incomes 
from farming in excess of $10,000 per year 
—represent a $12 billion market, equal to 
a new national suburbia. 

And because SuccessFUL FarMinc for 
more than fifty years has helped farm 
families live better— planned their homes 
and kitchens, saved work, improved their 


Motive & means— make markets! 


living standards, this magazine has the 
respect and confidence of its readers— 
assures a reception and response for your 
advertising unmatched by any medium! 
To find better prospects, and to balance 
wes. national advertising in a segment 
L - of the national market 
q least affected by general 
media, you need 
‘ t/\? SUCCESSFUL FARMING. 
Any SF office can tell you more. 
Meredith of Des Moines... America’s 

biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


Each 1,000 Successful Farming families 


SF families are choice customers! 


Kids eat, wear, use, and want more— 


SF farmers have more means, too... 
average farm cash income above $10,000! 


Balance national schedules with SF... 


Successful Farming. ..Des Moines, New York, Chicago, Detroit, 


Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 


include 739 teen agers, 
plus 820 kids under ten... 
1,559 good reasons why 


motivate plus purchases. 


for unmatched influence, 
and a rising sales curve. 


Ask any SF office for details. 
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MacLaughlin Advertising Agen- 
cy, Buffalo, billed $87,850 in 1957, 
of which $44,852 represented cap- 
italized fees. In 1956, comparable 
figures were $87,071 and $44,961. 
It did not lose or gain any ac- 
counts, Its media breakdown was 
farm publications 68%, radio 10%, 
television 8%, mewspapers 6%, 
magazines 5%, and outdoor 3%. It 
has one office, and sees 1958 about 
the same as 1957. 


Margaret Macy Advertising Co., 
New York, billed $262,821.10 in 
1957, of which $37,352 was in cap- 
italized fees. In 1956, comparable 
figures were $209,680.47 and $41,- 
000. Heberlein Patent Corp. was 
added in January. Magazines got 
715% of the billings, newspapers 
16%, business papers 8% and radio 
1%. There are four employes in one 
office and 1958 volume is expected 
to rise. 


Manchester & Kreer, Chicago, 
billed $500,000 in 1957. In 1956 
$750,000 was billed. It reported no 
gains or losses in accounts. Its me- 
dia breakdown is newspapers 30%, 
radio-tv 60%, and business papers 
10%. It has four employes in its 
office and sees 1958 about the same 
as 1957. 


Marshall & Coch, New York, 
billed $325,000 in 1957, its first year 


jof operation. The agency expects 
1958 billing to reach $700,000. It 
employs five persons in one office. 


Nicholas Masso, Cleveland, 
billed $10,300 in 1957, of which $4,- 
300 represented capitalized fees. 
\In 1956, comparable figures were 
| $9,800 and $4,200. During the year 
the agency added and lost no ac- 
counts. Its billings are 100% in 
magazines. It has one employe, 
and expects 1958 business to be 
about the same as 1957. 


losses. 


over 1957. 


Jack Mathis Advertising, Chi- 
cago, billed $200,000 in 1957, of 
which $150,000 represented capi- 
talized fees. In 1956, comparable 
figures were $125,000 and $100,000. 
It did not gain or lose any accounts. 
| Its media breakdown was business 
papers 50% and bulletins 50%. It 
has two employes and anticipates 
_a 1958 volume up 50%. 


1958 volume to be up 10%. 


McCaffrey Advertising, Minne- 
apolis, billed $306,048 in 1957. The 
comparable figure in 1956 was 


|important accounts. 


magazines 5%, radio 12%, tv 13%, 
|farm publications 5%, and transit 


| in 1958 up 20% over 1957. 


R. J. McFarlin & Co., Cleveland, 
billed $150,000 in 1957. In 1956 bill- 
ings were $60,000. It added Trico 
Machine Products; it reported no 
Its media breakdown is 
business papers 95% and “other” 
5%. It has two employes in its of- 
fice and sees 1958 volume up 20% 


MeNeill & McCleery, Los An- 
geles, billed $446,000 in 1957, of 
which $127,000 represented capi- 
talized fees. In 1956, comparable 
figures were $638,000 and $160,000. 
During the year, the agency added 
Ideal Systems Co.; it reports it lost 
none. Its media breakdown was 
newspapers 40%, magazines 5%, 
supplements 10%, radio 15%, tv 
10%, outdoor 5%, business papers 
3%, transit advertising 10%, and 
point of sale 2%. It has ten em- 
ployes in two offices, and expects 


Charles Meissner & Associates, 
Milwaukee, billed $505,001 in 1957, 
of which $102,844 represented cap- 
| $253,400, It neither added nor lost | italized fees and $173,462 inter- 
Its media) national billing. In 1956, compara- 
breakdown was newspapers 60%,|ble figures were $445,665, $87,564 

bw $162,126. It reported no ac- 
/count gains or losses. Its media 
advertising 5%. It has two em-|breakdown was business papers 
ployes in its office and sees volume | 74%, magazines 15%, farm publi- 
|cations 10% and newspapers 1%. 


From the House of Ideas 


3-D...OUTDOOR...PLASTIC 


Inexpensive vacuum molded 
plastic pump topper. Easy to 
erect—stays firmly in place. 
Weather resistant. Lights up. 
Sells hard. Contact Chicago 
Show Printing Company for the 
ideas and the facilities it takes 
to create effective display at the 
Point of Sale. Write or phone. 
2635 N. Kildare « Chicago 39, 
Illinois * SPaulding 2-1600 


It has six employes in one office, 
and sees 1958 about the same as 
1957. 


Milici Advertising Agency, Hon- 
olulu, opened its doors Jan. 1, 1957, 
and reports billings of $400,239.50, 
of which $71,984.72 was in capital- 
ized fees. It added the foreign dis- 
tributors division of General Mo- 
tors Corp., Carter Products and 
Simoniz, reports no accounts lost. 
Newspapers got 33.7% of the bill- 
ings, television 41%, radio 17.2%, 
fractional amounts to magazines 
and business papers and “other” 
7.42%. The agency has five employ- 
es in one office, expects a 15% hike 
in 1958 volume. 


Mohawk Advertising Co., Mason 
City, Ia., billed $37,000 in 1957, of 
which $28,000 was in capitalized 
fees. The agency added Iowa Hard- 
ware Mutual Insurance Co., Lake- 
aire Marine Inc. and United Home 
Bank & Trust Co.; it lost Rolfe 
Products Co. Direct mail and other 
local advertising material got 68% 
of the billings, newspapers, televi- 
sion and point of sale 8% each, ra- 
dio 5%, magazines 2%, and busi- 


employes in one office and the 
agency expects to double its 1957 
volume. 


John S. Monsos Advertising, Los 
Angeles, billed $166,595 in 1957, of 
which $46,956 represented capital- 
ized fees. The agency neither 
gained nor lost accounts during the 
year. Media breakdown: maga- 
zines 50%, newspapers 1%, busi- 
ness papers 49%. The agency has 
one employe, estimates 1958 vol- 
ume will be 10% higher than 1957. 


Moore & Co., Stamford, billed 
$285,284 in 1957 of which $125,729 
|represented capitalized fees. In 
|1956, comparable figures were 
| $312,120 and $197,765. Its media 
breakdown was newspapers 5%, 


land business papers 60%. It has 
18 employes in one office, and sees 
| 1958 about the same as ’57. 

| Morgan Advertising Co., Mans- 
| field, O., reports 1957 billings of 
| $558,630. The agency added Web- 
ster Mfg. Co. Billings were divided 
between newspapers, business pa- 
pers and point of sale. It has nine 
employes in one office, expects a 
10% rise in 1958 volume. 


Morrison-Greene-Seymour, Mil- 


ness papers 1%. There are three) 


Advertising Age, February 24, 1958 


waukee, in 1957 billed $621,000, of 
which $61,000 represented capital- 
ized fees. In 1956, comparable fig- 
ures were $792,000 and $4,000. 
During the year the agency added 
Manitowe equipment and Hein- 
Werner, and lost none. Its media 
breakdown was newspapers 10%, 
magazines 30%, radio 2%, televi- 
sion 1%, outdoor 5%, business pa- 
pers 30%, farm publications 10%, 
transit advertising 1%, and point 
of sale 10%. It has eight employes, 
and expects its 1958 volume to be 
down about 10%. 


Mullican Co., Louisville, billed 
$960,416 in 1957, of which $207,081 
represented capitalized fees. In 
1956, comparable figures were 
$817,083 and $128,572. It added 
four Sheraton hotels in September 
(Sheraton-Seelbach, Sheraton- 
Watterson, Sheraton French Lick 
and Sheraton Lincoln), Golden Ear 
Inc., Burdorf Furniture Co., and 
Atlas Plaster and Supply; it lost 
none. Media breakdown: newspa- 
pers 30.3%, magazines 1%, radio 
16.1%, television 16.6%, outdoor 
5.5%, business papers 7.1%, farm 
publications. 4%, transit 3%, 
“other” 20%. It has 14 employes 
in a single office, and sees ’58 
| about like ’57. 


S. Gunnar Myrbeck & Co., Quin- 
cy, Mass., billed $770,000 in 1957 of 
which $675,000 is in capitalized 
fees. Accounts added were Baird- 
Atomic and Simplex Wire & Cable 
Co. Magazines got 40% of the bill- 
ings. The agency has two offices 


and expects 1958 volume to go up 
35%. 


Natall & Maloney Ltd., Calgary, 
Alta., billed $75,267 in 1957, on 
which $27,190 represented capital- 
ized fees. Comparable figures for 
1956 were $62,130 and $22,472. It 
neither added nor lost important 
accounts during the year. Its me- 
dia breakdown is daily newspa- 


48%, tv 5%, outdoor 12%, business 
papers 2%, farm publications 3%, 
point of sale 1%, and weekly news- 
papers 9%. It has 10 employes in 
two offices and sees 1958 about the 
same as 1957. 


| Neale Advertising Associates, 
| West Los Angeles, Cal., billed in 
1957 $742,454, none of which was 
in capitalized fees. In 1956 it billed 
$664,172. During the year it added 
Electronic Control Systems Inc., 
| Flex-Straw Co., Smoot-Holman 


DAYS 


liner press will soon 
full color will be a 


color schedule. 


Help You Sell 


Fort W 


ayne, Ind. 


* Billion Dollar Market Area 


Coming Soon! 


FULL COLOR 7 


A spacious new plant with a 10 unit Goss Head- 
than ever before. Within the next few months ROP 


Fort Wayne. Plan now to include it on your 1958 


Another Service to 


¢ 15 Rich Counties 
© 587,400 People 


A WEEK 


enable us to serve you better 


vailable for the first time in 


FORT WAYNE 


Represented by Allen-Kiapp Co—New- York—Chicago—Detroit—Sen Francisco 
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“Can you 


the decoys 


CAN YOU recognize a real market when you see 
one ... do you know the markings of a real 
customer, one with real money to spend? 


The millions of outdoorsmen who hunt and fish 
spend over 3 BILLION DOLLARS a year just on their 
rod and gun activities. This 3 BILLION DOLLAR 
annual expenditure is greater than the total 
retail sales of hardware stores, or liquor stores, or 
stores selling men’s and boys’ wear! 


Now consider the typical OUTDOOR LIFE reader, 
earning on the average of $7,448 per year, an 
impressive figure even in today’s economy .. . 
more than 50% higher than the national average 
family income. 


He not only enjoys the conveniences of life, but 


the luxuries, too . . . because his enthusiasm for 
living carries over into everything he does—his 
outdoor pursuits, his expanding household and 
his rewarding job. 


In short, he’s a virile family man (average age 
36.4 years) with the solid means to provide the 
goods and services his energetic approach to life 
demands! He travels 18,800 automobile miles 
yearly and one out of every three OUTDOOR LIFE 
readers owns and maintains two or more cars. 


That’s why, again in 1957, more advertisers 
invested more advertising dollars in OUTDOOR 
LIFE than in any other outdoor magazine in his- 
tory. Put OUTDOOR LIFE to work for your products 
now—while 1958 is still young! 


- ne ", Wt tae at 

* 1 pg! Nie Aan Oh NEE Bie or in eae Te AR | 

5 see a a er! ee i eo en b Sila & Se a es ‘ Boe Be SS ee — a Uae oe rig: ae” Sd ta me 

Gee: ie ee ee per ha gece ce aha eee ie Moe ee er eee me BR AS os ee ee ee 
Cee he Sa ae eee Slee ‘ + Py st ka) bak Eee. ae Giri i a a aes cP eS Hei SMS eR? Bee ot Dice 
ee SE. irae id aan ai Recinemedh pBceee a. , piss Br ee yee Cyt orn Be Be eee ee ee! ss ae ie mi eS tas elie 4 ge COM eee emer ee ng Sa 

a a oi Wes Pepe saree & Sao ge an as aha Re. nn cir nes eee era: ee an eae ae pre oe, : bee sabe oh Jat cee ep ee oe 

3 ic a bi hag et, ga, agent ead Bi eine a Or sa oR es 2 ade ta ‘one Sie eee Pie.” ie ee I ale alae : a ae Bilt oe tiie a ae bia 

— ae Sac ba | Bia tse | oy Pa wea 7 ee ee em se Gan ea a Ser. eee coe ee CS ie Grenier ay = es ae, PRS e recom 
~ a YY == : 2 cea tenia pg ae anne (ee se a 2 aes ee Soe gee al ae Mie Ges 4 } be eam 
; ; . a > co Speiii dng oe oa ate dias aca pS ne easy 
: - eae ee ke eS 
&. - , ~ i eee a 
i : ad me | 
|» é. * 4 i. : j - i | eggs Rial se 
» s : . a s ey 
wa : | ' y oo po ie 
» * . - eee 
’ iS ao we ' a ’ ; * ; a 
F . , ; = * = “— —~> 4 a a 
‘ P ¢ - ™ ; ’ J . ' 7a 
4g + - ¢ x. ‘ oa i. 4 4 7 a 
a ¥ +7 ~we if 
ast » * ° > s : 5 * a 
, - , , . i, 7 ; - s ae, 
- ~¥/ & \ Oita : > oil 
q 4 é s , . * a » : ia : — 
. ’ 6 “ _ « s ae cy \ | crass 
tt @ | gna - ‘. | M aed — « @ Eee 
3? ‘¢ a. Tee a a; OX “hs. Goa , + % oe 
: ee * ._ ‘ a - F . heer. 
at Tee 4 he de Zea ta S fa . + — - \* Oia 4 , Tee Sr 
o , ey i, | i, a) al? ans Fo ie " 7 tae 
Je ; ee et. ee 2. ae tk | . . ~*~ eK: 
-_—. e > oe ae sy a ll Fa aes ‘es oe We on Ce it a - 7 ‘ ag - : 
‘ ae a: pee : , , Sige AS alee ee eal ' * ‘7 ae 
? tad —_— é ; a mae oe . ge a : a" . 8 
ic 4 Fi 5 . . “« et oe | : age a he 294 a 
~F  ¢ a : 2 i lee . : ie ~~ an oe { . > x 
° * x aoe = , ‘ P* ; $ Re Gey a : és ee soe a * d * od . ‘ i! 
~*~ ee - f A ae = an Me! oe ade ‘ . ae 
ae ok  @ oS fe. _—s SE oe ese /?< bag = = 
; 4 SAF «, pia” 4 “ieee” Ae - eh er a4 £8 a eee ; : | ; aad Pek re Bol ae 4 , = ™ , ears 
Be ey ag ms as! Sg Bee J soe at a! [ . ; ee i a * . ’ a 
yy Ae |) 2 Ai... “Seer, Be ee . —_ 7) @ ) fF Seve wl a 
ae ; 43 ‘ oa 4 ae eg , are ‘ pee eas : f a. ; iis ae ee a i; os ae ; “ aaa 

rae 4 # = ke i “=a : J A ee eee +" 4 nn se 4 eae ee “? Te —_ A > a 

ch oe fee Sa «eo a a Pee foe ae moe 

f be ~ ee ae ee iP eS ea eee a. % re . . : eS a: See ea! 3 . ae . i eee 

‘ as : Fs s ane Md i ae oe >) a 3 2 on ‘ oe mae as oe i. és er ae f ; 42 ae 
(hoo £ ae eee | PAs Sf. oe a a, Fh bis My a iy ie 

ie - < ee F a ¢ re Maen, or eee i : ba ‘ 4 : ; er ae ~~) ae , 5 yh eo ie BE Rl ode cE . > jie: 
| fhe’ ae 75 has. aa ae om. a ee om & cia... : - Sn eee sola ene RS ae cs. a eS ee. a 9 Ge a. “qe oF: a! 4 

Eye. OF) gd fe cs tla ates mn hia tinea vations. UM gee? Pe TP GEER EE. 

at f wa « gee “a tae Cale” 7 td < FE . Ja ae as se. sg i ae . = ‘ we é bugis eae % oe Su ag ae Ae pe eed of Pent ae 
‘hy a ore Sar os é c- La Pe Re : So Re ee Gee | = see a ioe . ee = ‘aa pee, te ete ee 

: q 7 o. i Pe ew Tt |r eer } ¢ ney* a * AF Uae Mies es 5 ae foe ¥y wy om: £) Bi OP eae ee 
eT Sn RS eo a See fei <6. “ais | Fee OF gets oS ee Sti ee ere 2 i. (oat etl Ge ser il 
4 * _——ee. S f é Rees | ee i, ne ta a 2 ap ae. i ai me opie re Pee ae - aan er at 7 oe to er” + S iad 1 ae ae 
‘ei ner 3 Ta ee sg ee Be iol iG “ate”. 2? ee eee ee oe i ie se ae a GRE: re, SP oe Sa a Pa” ; i kate ws 
& A ” (re ee ee name Beets a a ee ee ae Ss eS oT oe eee, fee ee Oe Bl 1" 1 Se 

; # ‘i ~ Le wea) ete Ge ee eee F gt ae?" o« Sa r Peewee uiby 7 \btdute t | Mea Phe ee cir a ae es OF eae cl a A ee RS i oe 
oa we, = vie ee 3 # wilt S i ae. te) ene Tee Le ee ae spn a ee Dee oe igh a er - CS, .. cae n.! ate Ps oor 2 i ta 
ae. ae eh Fie oe meee Bane 2 ‘Ss, 5 ls ae OLS, lier ie ign oa eae a ypc ee ae ee se poe et Saeki > *” © eee aa . oh pu iiesked 
; 3 ! 7 | a Ct TS eel eae A. + ¢ ae: eo Pass le : f RS ee ae : i oe See ee , all jo wee 

ie : 4 . ae _— ae oh . aa oa Baa ois. 9 ae LY araeey see Se rene, geese ep ee a 3 ~ ie ae ae” Re et oe ay 9 a fe oS i el 
TL Re 2 eo fs —— en epee sa i o ceaiele ae. te ore a eae 
é. A * “7 - ee ie oe “a al ant 4 it Tia ret = ; Tae re i i a“ eit a ” Ps | Wie . ee ar re Mace el, ie vas e me an ed ya iE PS a uP es g i + 
ee eae : i Pe a3 *: as a i =. os a ae eee a eaary ? ps ee nee bai eniierg! ae ki: Saale an ec eS ea Pd he 3 E Boge uy 
ho: & ee it. Seed ; Re be ie Ris oe tae et ee ee iP Rie oe oe. a Fi ae 
5. Te eee ee OS (Me! Fs) Oe” Sr 1 ee PT ny Re hg OR to pn hee ok Se ey 3a 
ERE & IG FR PEE ee Oe ee") oe co Bre ee 
ee 4 os 4 % 4 . ee 74 .: ott - eo = i: eae Wis Anite a: eft eS ae ees * co ng Usha ot ee ie me ss me Ses SS eee c eee? 
eas * Ac ot he ae Se ; ve ee ee eee ct eee” | Cee me Be cae 
i “Se ‘e} 4 , PD bt. ia) a ae. | a ee ee _ —"" Pe a st oe Me Boe ae Me ae ; 
aetio — : é Oe! SE rn 4 et eee: Sie % = : Peas Se ee ee 
3 AR 7! | aie ae pee | el tact a ? 
} -} 4 a nS ee ae , Rt ee 
at ff * , aaa age A | 4 Me? So? 
» /\ cs pea — a. Bere Serie ae ‘ y + e he be 
£- » ‘ La fo 4 gee ae a, tl I a aes iC i : 7 ; i at 4 * ; oe 
Sy  e ’ ‘ Bt TAL Pm g Fs gsi — ier ia i i ali + ee se ee 
f —-. : Bi Fs —~ 2 ‘oe er ers ‘? 4 we me 8 eee ee Do ee ane eR 4 , ieee fe 
i Soe : a x : : Pda co (ie ie Pe de i. ine ae he 2. ae ae ae ‘ o ae aS 

. «4 e<  @F Paget * ees ys ae a i ae & a )~ "Ss ae ey rey ee . ag ses ee bs : ae . cg ee ts, 2 eo 

ae F r Pt Fe 4 a is *Fq Pia ‘. S Oe ae ‘s Cr =. ‘Pas o ae ini : 3 aie sie et ate ee : . _— ae fe - ) eee a 4 

r ae . , SPS aS a eg ie Oo cle. oe ie: a » i Sime , foes 

2 | ee Pi Me SNE Ae ome ae 5 ne): ee rs. aegedk. aah ae i Eee 

4 ik TN SI ii Pr 2 eee me : Psi a a. ne ra ee + me . a : aie a ei TE ee ce 

ll re ke i ce fis ee SM ei?) . 2 2 ee gy eS =< ee = ae "7 ~ a r. ee 4° i) pale 
ee ee ee. Fash Big MR ati a te PO Ss. eee hes « he i” ——s + a > 720i. ROL SH: 
eg ne ee © a ie = ae wee: aS * eae ee © oa i a t : rk Ei Tee 5 ag . i's + a mt = ee et iF ER 

: Loe . é . 7 —— Pree Se <<! dre ra ite he ee “ —; * = ’ F j sh ha, Babs at) 
ee Peon, ic ee Reed 
@ 4 tae rs r + gb Pn tn Bi 4 jhe 2 3 iS ja ) ade a i 
CR Bie bE oo 32 ris 3 ee re 
* 3 ae a > Pi emer -— z : , ) a es “ ee on, Re he ee ee) ¥ phe A in 
a te iy are. eee sink NE. Sol 7 + : a m a se Es a ! sh? Eee Lan 
Zz Sr? A . 7 oe a ; eS ab oe } ff aye ' - - Cais < eee 
ae = oS oe - !  Rlagigy is 2? | a Cl l—— ‘'- s eget ae a a 
: & 7 Las bs m pagent aes re vf a © aaa _ ——— re ja . A a 
vgep a "fn ae,” Pw een as ae) OS ee a - ees Ae Le aan. 
- Pe tm > ie a% ne ae es Tie ater 4 ee" nud ema rs ‘ae ee ey 4 ated, = e 5 kak 
aie ———— . "  - = eer 

ae ¢ - £ r — in Jia io tia hs . % a oe See = ae am Sa ey S- « *;< — + 

Gt” - — Arte ees (allie di " § 7 ~~ . sat : ke ait hkl rr bd 5 p - ~ Sits Saal 
, ete - 2s 4 ev - — ae ocala ere ¥ 5. > . é ‘ | es - ae . es , ears 

ae "* * Pd th Phe re —— iii Si al ae . Gas? es , ¥ ~~ he Sa Pl ne ne — ie Fee 
f . _— — - eG hey Oa Se OE eis al r Fhe) ule ee Seen eee al Neca: 

* en Bes” i ORO | sc iia — = ~ & acne: Se es ey ne ae 
_ ~ . “eae 7 Oe a Bo el a ea Ne aa ee - > wigs ee, Si . st 
. . : Ce a eer Lee We a po ag mo ae a ~ oT a 
- ." ct ee eT a eas bas 1. ae nl ry ik i . Dyan 
a ga ‘ ee ce Pernt ieee |. rm * , hy _ : “iy “§ 
£ - : ae ee ty x4 eile ees ae Aes. a” ty a : a” hy 5 io ae 
; ae Pee nme en : ——, . PRE ' : E. 
or" ( ee Pe Res SS ee Pe ead a cpa s ™ aes t = & " » aoe * “ oe 7 
a P " C 2 Prt ‘ es  # i. & wp wa “ieee pe aS = ee at Se 
P 4 ° peer ay ery cae Sige’ i . se ae ee ee, eee a “ Py ted 
a ae ae View * : : a ne * ee 
- i be ea me oe So ee ee aoe ear bey . ¥  : ———- aa... eae es _— “4 — J 
vr ae tm i * Sete = ee Wis ike eo A » = fie La —— orl r phe 
Me wai’ eG ae ne tte a ae ae oe iy il tak ah. . ' 
sities a I le ere a eget eee IS cg: ins . ae | load ie a ta, 

. at os ash F an *) i ae Sats TS Eris. ‘ a ae. a . . a. ae 4 7 2 , i " ea, _ tip es 
S a ‘ Be <a ae 2 leg cS Pere Oy oe ne mmnian eat s oe de “i ae a a > ey F ~ is om " | ke 
* ae iho — i zZ a tee oe : : aie it eg a. Se : a4 Poa ets , re 

ee Riis ee ll: — IE Sa 2 ng OE = leg eet 
? ee aS ‘ - ie ie, csi all * Woes , ae : , ee 4 ag ie 
| ~— : vs i, 5s Se i ing 5} ie ‘a P s : ae nid y . « ay a —- eo: ae ae 
oo F ec! er ‘ a a i te Al Bice OX is eae Pai atin . S * ld a 4 
ip eonenningg G ac Oe a a: ae ee a 
ight i ‘ai, te a ree so ee ae Po ie , palin tr lame ati iy “4 aida aan Pea ag 
* wee a " rc eo — be eer oie TE, 2 alec steel ee: i igre oe oe ae. Oe 2. 4 eee gh et 
— a ee ee ee lage wer 
P =a : in aS Beas ae Of a ae rage a0 . res et es a " of a ia oes 
t ogo an 4 ’ Sh Se ee a hi, — eo P — - s= re A i oi seat e ” on eg i neo $ : oe ar 
t = Ld ' 5 ting Me te : oi = ah ee aot - eee * i eh ti 7 ' y, al : 7 - ‘ iyi ‘ mae + a 4 s ‘ re 
, Barts A ee P 4 a Se a, oe andl AR * d Sl eS =e 
i # F : a r , ae a , a tes Sas 
‘ ae ee SSeS , ; = age as <a — e De a 
i f 1 oe” ; ae . best OO 9? Sj a ee 
i i. =a ti s a — aes ee can oe a ee 
: a 7 est - + Sages * FN EN ars er po Sd am i = . ROE ae ee 
lp’. eo ee as : oe : a <> Pe ae ate oat . ee ; eat eae Eien aah ne ee eee. Reis 
, ee 6 : ix ; - , i 2 Be Et oes ae oad Bw 2 ee tere a ¥ ~ — ‘ itil aa 7” a ig eS. 
Pe a rege al se er: , re Le Sine! 2 ne es, dulce poe ee 
Se: , : , ra et ll ae a C0 Eee ene ee a Peds ical ‘aca ee es 
Bs “Ss a ee a, ti ee a “A ia Pe ees ede. ” wnOny ee ie gt oe AR 
~ Figs ie ore Bi piri. Sse iia a a * Sage ers ees mu ici wate A 4 i ae oy er | 
i 2a : 7 eta th ae Tot t GROIE .4 ee oe Bas, Sea En tito Roe . en, a tee oy ee ee ee cs 4G 
’ a ye ; 2 lie, 3 j e nf ee a td tee ae . aa ieee nore - woe Me i ago, ee Bes ae - el atic he ee 
5 Pe: Prats " " sate a i et i i Bia li ti ae 4 — . ee . a ae "ea ae ea” that, a ae 
aay r : a ra 7 ee eae gate. pies is.) “ ; ‘ oT agaetinse: <g> Lo a eg RM es! Pare. 
De aa - a ead St a i s ee Ber es are : ye cai | ga 4 “ark i a a Oe a eae 2 
ae " alae ie ea . 4 ves Es Poe a ‘ Ay a ; Ra ie Se oie ee Ms on a ee i supers ie shi ‘= BS a aM r, g aM 
. i ae re ee “ea , ae das oe ee Peay og eet poe eee ae her eG 2 oc. Be, 
sei iia i a ee Ceti Mba oe ee vie j = : eee ‘iad : aaa ea ee oe Fe i rele ie 
“ z ener ‘ ke Lee “Gea oe. eee a = ' we 9 ue 
, : : ae ee i i Ba ial . - ae aes 
_ 
o 
4 : 
' _—-= 
Outdoor =" 
<<. : 
—~. } 
— MK . « 
s* ad | > 
> oe : My 
4 _ Magee ’ - 
, —\ ee “ 
oo, re ‘ 
a Wea : 
5 BR ie rte 
— oe eg le A 
Mie 
aaa eg 4 Ve Gamer a 
a ‘ Re ang = e tt » ; a Pe 
cab . = nies Mie ei iy Sol : ‘ : 

‘ Lge 2 if et Peat sa : oe bai Sai iy, * i =, ay : Ss 
ay a See Renate a. : a i ee ee ees Ste 8 oe eee all ate he “3 '. 
fone bas ia’ aaa Eyes snag Bg aan: Bare: : ge t Pee ee ee : ‘ fy 

eee ar . ae eahiie ee ee Py aean re OR FA . iis mgt big le sy ome cri ete ee an . : = 

a 4 ce a ice Oo Cee Migs Se ea ae _ - Roo Sm Wee : TE. ‘ = t end bene j pices PO niet es Bianchi oe Get hers nila, cia ss 

Pe dae pe trd eae Cie de A RE oe ee we Se PERT eS e es 
be: eee re) ee ee oie ys, ar ae oy ee Ore SS aa 

fie <li a> ria am TO eID aE. er SP ode ge 6 ie ow see pine ogee ere a r ° ae > 

eee gence. ae SMe ig ge ae Ce coe ae : is, ma = 
a oe ete eg ea Nee Ge Te Oe . 


136 


Co., and Servo-Mechanisms Inc., 
magnetics division, and lost the 
John Bean division of Food Ma- 
chinery & Chemical Corp. Its bill- 
ings breakdown was newspapers 
20%, magazines 25%, radio 8%, 
papers 20%, farm publications 
television 2%, outdoor 5%, business 
15%, point of sale 5%. It has 12 
employes and expects a 20% in- 
crease in volume in 1958. 


Carl Nelson & Associates, Mil- 
waukee, billed $950,000 in 1957, of 
which $200,000 represented capi- 
talized fees. During the year, the 
agency added Casings Inc.; it 
dropped none. Its media break- 
down was newspapers and busi- 
ness papers 60%, and radio-tv 
40%. It has 11 employes and two 
consultants. It expects 1958 vol- 
ume to be up 20%. 


Newman, Stern & Mandell, Mi- 
ami Beach, billed $773,000 in 1957, 
of which $13,000 represented cap- 
italized fees. In 1956, comparable 
figures were 
During the year the agency added 
Diplomat Hotel and Country Club, 
Hollywood, Fla., and the Lands- 
burgh Hotel Chain. Its billings 
breakdown was newspapers 80%, 
magazines 12%, supplements 1%, 
radio 2%, television 1%, outdoor 
3%, business papers 1%. It has 20 
employes, and anticipates 1958 


$622,000 and $12,000. | 


volume to be up 18%. 


| Michael Newmark Agency, New ; 


York, billed $600,000 in 1957, of 
which $100,000 represented capi- 
talized fees. In 1956, comparable 
figures were $468,000 and $68,000. 
| During the year, the agency added 
|Reeves Instrument Corp., Mc- 
Graw-Edison and Pitney-Bowes, it 
lost none. Its media breakdown 
was newspapers 70%; magazines 
10%; business papers 18% and 
| collateral material 2%. It had 12 
employes in one office, and expects 
1958 volume to be up 20%. 


Charles Palm & Co., Bloomfield, 
Conn., billed $543,845 in 1957, of 
which $218,775 represented capi- 
talized fees. Comparable figures in 
1956 were $423,515 and $125,556. 
It gained Robert E. Morris Co. in 
September and Leavitt Machine 
| Co. in November; it lost Mullrite 
| Refractories Co. in March. Its me- 
|dia breakdown is newspapers 6%, 
magazines 5%, business papers 
|88% and farm publications 1%. It 


| has seven employes in its office and 
| sees 1958 about the same as 1957. 


Patten Co., Birmingham, Mich., 
billed $410,011 in 1957, of which 
|$275,411 represented 
fees. The agency went into busi- 


ness in June, 1956. It added one | 


new account during the year— 


Dishmaster Corp. Television took | 


Advertising Age, February 24, 1958 


60% of billings, business papers, 1956.” It neither lost nor gained|sit ads 5%, point of sale 5% and 


5%, newspapers 10% and radio 
%. The agency has five employes 


important accounts. Its 


media | “other” 5%. It has 12 employes in 
breakdown is magazines 50% and/its office and sees 1958 volume 


and expects a 20% gain in busi-|“newspapers and business publi-|20% greater than 1957. 
cations most of the rest.” It has| 
two employes in its office and sees | 
Maurice Paulsen Advertising,|1958 volume “down a bit” from | Chicago, billed $100,000 in 1957, all 


ness in 1958. 


Sioux Falls, S. D., billed $187,454 
in 1957, of which $23,541 repre- 
sented capitalized fees. In 1956, 


comparable figures were $171,748) 
and $20,180. During the year the) 


agency added no new accounts and 
lost none. Its billings breakdown 
was newspapers 45%, magazines 
3%, radio 8%, tv 25%, outdoor 1%, 
business papers 10%, farm publi- 
cations 8%. It has five employes 
and anticipates a 10% increase in 
volume in 1958. 


Pfaus-Finkle Inc., Trenton, N.J., 
billed $604,543 in 1957, of which 
$499,568 represented capitalized 
fees. In 1956, the comparable fig- 
ures were $558,984 and $470,889. 
Protein Corp. of America was add- 


40% 
33%, radio 20%, farm publications 
4%, magazines 2% and “other” 1%. 
The agency has 10 employes in two 


|offices and predicts a 10% gain in 
capitalized | 


volume in 1958. 


A. D. Phillips Advertising, Chi- 
cago, billed $227,000 in 1957, 
“about 20%-25% better than 


Mystik Self-Stik Bottle Holder 
Plak features product on 
merchandising display: Pilfer- 
proof locking device holds bottle. 
Self-Stik Mystik base anchors 
Glenmore Wobbler to any 
surface. Slightest breeze gives 
motion to display. Contact 
Chicago Show Printing Company 
for displays that create action at 
the Point of Sale. Write or phone. 
2635 N. Kildare « Chicago 39, 
IMinois « SPaulding 2-1600. 


of the billings, newspapers | 


1957. 


| 


Roark & Colby Advertising Co., 


of which came from the purchase 
of commissionable space and time. 


Powell Advertising, Detroit, In 1956 it billed $2,000. It added 


$23,345 represented 
fees. In 1956, comparable figures 
were $396,954 and $23,345. During 
the year, the agency added Hazel 
Park Harness Raceway, Michigan 
Racing Assn. and WCAR Inc.; it 
lost the Detroit Free Press. Its me- 


|ume to be up 10%. 


| 
| 
| 


billed $410,471 in 1957, of which|Tricon Mfg. Co. and Winzen Re- 
capitalized |Search Co.; it lost none. Its media 


breakdown was magazines 90% 
and “other” 10%. It has five em- 
ployes in one office and sees a 
1958 volume up 200%. 


Marshall Robertson Advertising, 


15%, magazines 2%, radio 50%, tv| Which $202,875 represented capi- 
28%, outdoor 2%, and business pa-|talized fees. Comparable figures 
pers 1%. It has eight employes in | for 1956 were $818,872 and $198,- 
one office, and expects 1958 vol- 573. It added B & J Distributors in 


June; Denver Airplane Supply in 
July, and Lamalco Toys in Sep- 


| Public Relations Associates, |tember. It lost no important ac- 
| Binghamton, N.Y., billed $80,000 in|Counts. Its media breakdown is 
ed in June. Business papers got | 1957, of which $60,500 represented | "€Wspapers 26%, magazines 2%, 


as Kokis Advertising Agency, the 
agency changed hands during 1957. 
The media breakdown was: radio 
45%, television 35%, 


2%. The agency has four employes 
and expects a 10% gain in volume 
in 1958. 


Read Bros. Advertising, Chicago, 
billed $374,776 in 1957, of which 
$218,776 represented capitalized 
fees. Comparable figures in 1956 


Stylecast Furniture Stores in June; 


|it reported no gains. Its media 
breakdown is newspapers 70%, 
magazines 5%, business papers 


20% and “other” 5%. It has seven 
employes in its office and sees 1958 
volume up 10% over 1957. 


Ritter-Lieberman, Allentown, 
Pa., billed $867,000 in 1957, of 
which $227,000 represented capi- 
| talized fees. Comparable figures in 
| 1956 were $720,000 and $210,000. 
|It added Cement Gun Co. and 
Traylor Engineering & Mfg. Co., 
both in October, and Stuyvesant 
Insurance Co. in December. It lost 


none. Its media breakdown is 
|newspapers 25%, magazines 10%, 
supplements 2%, radio 10%, tv 


5%, outdoor 10%, business papers 
20%, farm publications 3%, tran- 


were $308,100 and $200,100. It lost| 


|eago, billed $43,290 in 1957, 


capitalized fees. Formerly known |SUPPlements 1%, radio 20%, tv 


38%, outdoor 5%, business papers 
1%, farm publications 1%, transit 
advertising 1%, and “other” 5%. 


magazines | It has 13 employes in its office and 
13%, outdoor 5% and newspapers |S€es 4 10% rise in volume during 


Root Advertising Agency, Chi- 
of 
which $2,902 represented capital- 
ized fees. In 1956, comparable fig- 
ures were $48,473 and $2,441. Dur- 
ing the year, the agency added 
Rolf Brauchii Co. and lost Magic- 
Flo Indicator Co. and McConno- 
hie-Wolverton Enterprises. Its 
media breakdown was newspa- 
pers 1%, magazines 4%, and busi- 
ness papers 95%. It has one em- 
ploye in one office, and sees 1958 
about the same as 1957. 


Irving J. Rosenbloom & Associ- 
ates, Chicago, billed $905,000 in 
1957, of which $185,000 represent- 
ed capitalized fees. In 1956 the 
comparable figures were $810,000 
and $185,000. It reported neither 
loss nor gain of important ac- 
counts. Its media breakdown is 
newspapers 15%, magazines 25%, 
tv .5%, outdoor .5%, business pa- 
pers 35%, point of sale 5% and 
“other” 19%. It has 12 employes in 
its office and sees volume up 25% 
in 1958 over 1957. 


ABC 
CITY ZONE 


advertiser. 


COMPARE— 


Racine 
JOURNAL-TIMES 


Chicago Tribune 
Milw. Sentinel 


Milw. Journal 


CSI Per Hsld 
Food Sales 


Fi 
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RACINE JOU 


(Coverage figured from latest 


RANK IN SALES: 


..31d Drug 
....31d Auto 


SOLIDLY 


101,901 


COVERAGE Only the Racine Journal- 


Times gives adequate coverage for the 


ciTy 


93.2% 
8.3% 


COUNTY 


85.6% 
6.9% 
11.1% 9.6% 
5.1% 12.0% 
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Publicis takes pleasure in announcing 
to American Advertisers 
and their Advertising Agencies 
that they have now moved 
to their new Building in Paris 
and that they have inaugurated 


their offices in New York 
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Rozene Advertising Agency, 
Bridgeport, Conn., billed $270,000 
in 1957, including $10,000 in capi- 
talized fees. The comparable fig- 
ures in 1956 were $310,000 and 
$10,000. The agency reported no} 
gains or losses in accounts and) 


listed media investing as follows:| fees. In 1956, comparable figures| represented capitalized fees. 
75% in newspapers, 8% in radio,| were $80,780 and $35,567. During | 1956, comparable figures were 


15% in business papers, and 2% in| 
transit advertising. Rozene em-| 
ployed 10 persons in two offices | 
and looks for 1958 billing to slide 
off by 25%. 


Ed St. Aubin Associates, Man- 
chester, N. H., billed $218,577 in 
1957, of which $115,994 represent- 
ed capitalized fees. In 1956, the 
comparable figures were $149,815 
and $69,634. Five accounts were 
added—Association Canado- 
Americaine, Hayward Farms, 
Manchester Narrow Fabrics, Pem- 
broke Boats and WMUR-TV; the 
Jamestown Amusement Corp. was 
lost. The media breakdown was 
radio 40%, newspapers 24%, tele- 


zines 7%, and other media 7%. The 
agency has six employes and looks 
for a 20% gain in volume in 1958. 


Saks & Grinnell, Minneapolis, 
billed $91,910 in 1957, of which 
$24,912 represented capitalized 


the year, the agency added Elm- 
quist Shoe Stores and Plymouth 
Launderers & Cleaners; it lost 
General Beverage Co. Its media 
breakdown was newspapers 3%, 


radio 55%, television 38%, farm) 


publications 1%, and other 3%. 
The agency is a one-man shop. 
1958 volume is expected to be 
about the same as 1957. 


M. L. Samson Co., Chicago, billed 
$344,695 in 1957, of which $230,497 
represented capitalized fees. In 
1956, it billed $342,719. It added 
Countrylane Home Builders; it lost 
no accounts. Its media breakdown 
was direct mail 67%, point of sale 
15%, newspapers 10%, business 


vision 14%, outdoor 8%, maga- 


papers 5%, magazines 2%, and ra- 


| dio 1%. It has four employes in 
}one office, and anticipates a 1958 
volume up 10-15%. 


G. R. Sauviat & Associates, 
Montreal, Que., Canada, billed 
$600,000 in 1957, of which $15,000 
In 


| $375,000 and $10,000. During the 
|year the agency added 17 new ac- 
counts and lost none. Its billings 
breakdown was newspapers 15%, 
magazines 12%, supplements 3%, 
radio 10%, tv 10%, outdoor 5%, 
business papers 12%, transit ad- 
vertising 6%, point of sale 5%, 
other 22%. It has nine employes 
and expects an increase of 50% 
in volume in 1958. 


Schnell & Associates, Chicago, 
| billed $350,000 in 1957 of which 
$150,000 represented capitalized 
|fees. In 1956, comparable figures 
were $325,000 and $150,000. It had 
jno account changes during the 
lyear. Its media breakdown was 
jbusiness papers 95% and farm 


CHECK THESE 5-YEAR GROWTH PERCENTAGES (1952-57) 
EE ROLLE LE EEL ELLE LTD TLE OOS EPID Ee 


LATEST SCORE 


Bank Debits $1,161,745,000 $2,049,833,887 476.4% 
Postal Receipts 1,517,004 2,274,144  +49.9 
Building Permits 6,720,127 | 18,942,143 4181.9 
Estimated Tourism 27,000,000 | 49,000,000 481.5 — 
Auto Registrations 71,156 ('56) 100,062 440.6 
Phone Connections 45,597 78,931 | +59.1 
Gas Connections —s 38,309 ; 56,388 +47 2. 
Electric Connections 48,083 65,690 436.6 | 
School Enrollment 27,639 50,026 | +81.0. 
Univ. of Ariz. Enroliment ('52-53) 10,214 (56-57) 16,112 | +4577 


TUCSON NEWSPAPERS CIRCULATION GAIN 


1952 1957 
Combined Daily 56,114 | 70,910* +26.3 
Sunday Combination | -Saaae 82,836** | +10.1 
*As of one day 12/16/57 * *As of 12/15-16/ 57 


Represented Nationally by Cresmer & Woodward, Inc. 


Advertising Age, February 24, 1958 


as 1957. 
Michael W. Schoen Co., New 


which $280,000 represented capi- | 
talized fees. In 1956, the compara- | 
ble figures were $310,000 and | 
$270,000. It reported neither loss | 
nor gain of important accounts. Its | 
media breakdown is newspapers 
10%, business papers 30%, point 
of sale 10%, and direct mail 50%. 
It has four employes in its office 
and sees a 10% rise in volume dur- 
ing 1958. 


Mark Schreiber Advertising, 
Denver, billed $559,000 in 1957, 
compared to $650,000 in 1956. The 
media breakdown was radio 33%, 
newspapers 30%, television 20%, 
magazines 4%, and other media 
10%. It has nine employes and 
sees 1958 about the same as 1957. 


Robert Seat Advertising Agency, 
St. Louis, billed $366,800 in 1957 
of which $266,800 represented 
capitalized fees. In 1956 a compar- 
able figure was $200,000 for cap- 
italized fees. During the year the 
agency added Valco Company; it 
lost none. Its media breakdown 
was 2%, magazines 4%, 
outdoor 15%, business papers 12%, 
transit advertising 2%, point of 
sale 4%. It has two employes in 
the office and sees a 10% business 
increase in 1958. 


J. B. Sebrell Advertising, Los 
Angeles, billed $550,000 in 1957, 
of which $275,000 represented cap- 
italized fees. Comparable figures 
in 1956 were $500,000 and $250,000. 
It reported no losses or gains of 
important accounts. Its media 
breakdown is newspapers 5%, 
business papers 50%, farm publi- 
cations 5%, and direct mail 40%. 
It has one office and sees 1958 vol- 
ume about the same as 1957. 


Ken Seitz & Associates, Mil- 
waukee, billed $697,144, of which 


radio 6%, | 


$3,804 represented capitalized 
fees. In 1956, comparable figures 
were $1,201,057 and $500,296. Dur- 


publications 5%. It has five em-|ing the year, the agency gained 
ployes in one office, and expects| Johnston Lawn Mower Corp. and 
1958 volume to be about the same | Tanef 
dropped Power Products Corp. Its 
media breakdown was newspapers 


Manufacturing Co.;_ it 


15%, magazines 60%, radio 23%, 


York, billed $325,000 in 1957, of| and other 2%. It has nine employ- 


es in one office, and expects 1958 
volume to be up. 


Simmons Advertising Agency, 
Grand Forks, N. D., reports 1957 
billings of $62,881, of which $9,722 
was eapitalized fees. In 1956 bill- 
ings were $64,719 and capitalized 
fees $10,342. It added Nodak 
R.E.A. in September, reports no 
accounts lost. Media breakdown 
was newspapers 40%, magazines 
2%, radio 5%, television 40%, 
business papers 2%, farm publica- 
tions 7%, and “other” 4%. It has 
two employes, expects 1958 vol- 
ume to be about the same as 1957. 


Smith & Neiswander (formerly 
Jerrol & Assoc.), St. Louis, billed 
$425,000 in 1957, of which $180,000 
represented capitalized fees. It 
added Howard Johnson Restau- 
rants of St. Louis, Home Hunters 
TV Guide and lost none. It has 14 
employes in one office and sees a 
10% increase in 1958. 


Spooner & Kriegel, New York, 
billed $680,000 in 1957, of which 
$500,000 represented capitalized 
fees. Comparable figures in 1956 
were $630,000 and $470,000. Its 
media breakdown was newspapers 
5%, magazines 5%, and business 
papers 90%. It has four employes 
in one office and expects 1958 vol- 
ume to be up 10%. 


Paul J. Steffen Co., Chicago, 
billed $279,683 in 1957, all of which 
came from commissionable space 
and time. In 1956, the comparable 
figure was $253,420. It did not lose 
or gain any accounts. The agency 
has one office. 


Stevenson & Associates, Minne- 
apolis, billed a total of $280,000 in 
1957, no capitalized fees. In 1956, 
comparable figures were $225,000. 
During the year the agency added 
Audio Development Co., with bill- 


|ing beginning in February; it lost 


oy 


for sheet-fed presses and too short 


of TV Gume Macazine. 


Big new web-fed offset press pro- 
vides the perfect answer for those 
“problem” jobs that are too long 


rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x 11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 
printing program sections of four editions 


New offset press cuts costs for 
many publishers and agencies 


Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
Stopping the press! A valu- 
able advantage for many 
advertisers. 

SSSSSe eee eee es 


for 


HENRY WURST, Inc. 


550 INDUSTRIAL BLVD. e KANSAS CITY 15. KANSAS 
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“How many cars did the Big 3 sell in Florida, 
New Mexico and Tennessee last year? 
— Check the Almanac!” 


“What was the seasonal trend of truck sales last 
Year? 
— Check the Almanac!” 


“Who's the man in charge of purchasing at Ford 
Division? 
— Check the Almanac!” 

People in the automotive industry, manufacturing 
executives as well as car and truck dealers, have to be 
well-informed—because they know their competition 
is! And when they ask a question, they want an 
authoritative answer. 


That's why they keep the AUTOMOTIVE NEWS 
Almanac close at hand to settle the questions that 
come up every day of the year. 


Day after day, throughout the year, they use it for 
production and registration figures, sales and service 
information, facts on industry employment, financial 
reports and hundreds of other unembeilished statis- 
tics. In addition, there is the Album of over 1,200 
auto executives and the buyer’s guide showing com- 
plete product and personnel information of over 2,000 
automotive concerns. 


It's a complete picture of the automotive industry, 
and it’s all contained in one source! 


This year, over 47,000 car and truck dealers and 
factory executives will refer to the Almanac over and 
over again. That's why it’s your biggest advertising 
bargain of 1958. In fact, you can’t afford not to put 
your product before this important audience. 


Contact your AUTOMOTIVE NEWS representa- 
tive today. He'll welcome the opportunity to tell you 
all about the Almanac. 


ISSUE DATE APRIL 28 
CLOSING DATE...........MARCH 17 (first forms) 


Circle these dates on your calendar—they could be 
two of the most important days of the year to your 
business! 


% ‘The Newspaper of the Industry yo y» 


NEW YORK: Edward Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303 
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no accounts. Its media breakdown 
we | was newspapers 1.3%, magazines 
) ) | 14.7%, tv 9.2%, business papers 
Ot's a Wan World ! |57.8%, farm publications 0.5%, 
That’s What Advertisers Reach in ¢ transit advertising 1.1%, and “oth- 


“ er” 15.4%. It has three employes in| 
The Sporting News its office and sees a 10% rise in 


National Baseball Weekly —St. Louis, Mo. ¢ | V!ume during 1958. 
wat so% Ga antes | Stewart Associates Advertising 

Fi he 4 Sale of Any Sports Weekly ,Agency, Detroit, billed $38,000 in 
p an 1 Weekly Since 1886—70 Continvous Yeors 1957, of which $18,000 represented 
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ble figures were $18,000, $8,000 down on capitalized fees, and no | & Furnace Co.; it lost no accounts. 
and $1,000. During the year the| major account changes in 1957. Its|Its media breakdown was collat- 
agency added Detroit Vital Foods! media breakdown was newspapers | eral material 59%, farm publica- 


Inc. and Interstate Business Serv-| 25%, and television 50%. It has/|tions 20%, point of sale 12%, busi- 


ice Inc., and lost no accounts. Its|five employes, and expects 1958 ness papers 6%, magazines 2% and 
billings breakdown was newspa-| volume to be about the same as|nmewspapers 1%. It has one em- 


pers 20%, magazines 40%, supple- | 1957. 
ments 10%, and other 30%. It has | 


wee in one office and looks for 


a 1958 volume up 30%. 


four employes, and anticipates a| Studio Advertising Workshop, 
40% increase in volume in 1958. Bloomington, Ill, billed $37,250 in| Sturges & Associates, San Car- 
1957, of which $28,750 represented Jos, Calif., billed $293,645 in 1957, 
Sid Stone Advertising, Milwau- capitalized fees. In 1956, compar- | of which $189,068 represented cap- 
LL ATL OR tte capitalized fees, and $4,000 inter-|kee, in 1957 billed $400,000. It re-| able figures were $15,500 and $13,-  jtalized fees. In 1956, comparable 
| national billing. In 1956, compara- | ports no figures for 1956, no break- | 000. It added American Foundry | figures were $250,369 and $149,728. 


The up-looking man is looking at the Giant 
Boeing-707, America’s largest commercial 
airliner. The reading man is looking at 
TRUE, world’s largest man’s magazine —the 
giant man-reacher. 


TRUE delivers 214 million primary readers—2'4 
guaranteed ABC net paid circulation of MEN on 
the move. Men who earn more, spend more, really 
go places: just name your game, golfing, boating, 
flying, hunting or fishing. Men building careers and 
families...readers right in the prime of their 
consuming life. 


They like TRUE’S man-to-man, all facts 
editing ... give close attention to everything in 
‘their’ magazine. And you get this big market 
without paying for waste circulation 
at the mixed mass weekly prices. You sell for less 
to your best brand prospects: men. 


Automobiles, beer, life insurance—product after 
product—the man makes the big brand decision. 
You'll find all the facts in True’s new reports made 
by Daniel Starch & Staff in consultation with the 
Advertising Research Foundation. 


They’re both looking at GIANTS 


Take advantage of the young giant 
in the mass magazine field. Enjoy the brand selling 
power of the leading man’s magazine. Spend fewer 
dollars and reach 214 million customers... men 
on the move. Buy TRUE, top choice in the big 
male market. 


MALE vs. FEMALE BUYING POWER 
Get the facts on who is really buying your prod- 
uct. Ask for the Starch report on your category. 
Automobiles Air Conditioners Beer Tires 
Business Shirts Air Travel Life insurance 
Liquor Shaving Cream Outboard Motors 

Television Sets Electric Shavers 


AMERICA’S LARGEST SELLING MAN’S MAGAZINE 
A FAWCETT PUBLICATION—Fawcett Bidg., New York City 


Its media breakdown was news- 
|papers 9.9%, magazines 18.6%, tv 
11.8%, outdoor 3.8%, business pa- 
pers 32.9%, mechanical production 
18.6%, and service fees 14.8%. The 
agency has ten employes in one 
office, and expects 1958 volume to 
be up 15%. 


G. F. Sweet & Co., Hartford, 
Conn., billed $844,080 in 1957, in- 
cluding $164,476 in capitalized 
fees. In 1956, the agency billed $1,- 
429,331, including $209,623 in fees. 
Sweet added Putnam & Co. and 
the New Britain Bank & Trust Co. 
while losing London & Lancashire. 
Its media spending: 44% in news- 
papers, 5% in magazines, 4% in 
radio, 2% in television, 1% in out- 
door, 37% in business papers, 1% 
in transit advertising and 3% in 
other media. It employs 13 per- 
sons in one office. Sweet looks for 
58 billings to be about the same as 
*657. 


Tom Tailey Advertising, Cincin- 
nati, billed $310,000 in 1957, of 
which $160,000 represented capi- 
talized fees. The comparable fig- 
ures for 1956 were $340,000 and 
$175,000. Buckeye Bait Corp., Mi- 
amisburg, O., and Nimrod Equip- 
ment Corp., Cincinnati, were added, 
while C. F. Streit Mfg. Co., Cin- 
cinnati, was resigned. The media 
breakdown was: business papers 
58%, newspapers 20%, television 
8%, farm publications 8%, radio 
4% and transit advertising 2%. The 
agency has seven employes and 
sees a 20% gain in volume in 1958. 


William G. Tannhaeuser Co., 
Milwaukee, billed $650,000 in 1957, 
of which $175,000 represented cap- 
italized fees. Comparable figures 
in 1956 were $800,000 and $88,000. 
It added National Pizza Assn., 
Milwaukee Assn. of Insurance 
| Agents, Maleo Inc., Road-Aid and 
|Collins Studios; it lost Heiser Ford 
and Hartung Nash. Its media 
breakdown is newspapers 25%, 
radio 30%, tv 10%, business pa- 
pers 30% and “other” 5%. It has 
eight employes in its office and 
jsees 1958 volume up 20% over 
| 1957. 


| Town Crier Agency, Council 
Bluffs, Ia., billed $445,730 in 1957, 
of which $80,838 represented cap- 
italized fees. In 1956, comparable 


a figures were $348,536 and $88,644. 


It added Hy-Gain Antenna Prod- 
jucts and WRL Electronics; it lost 
|no accounts. Its media breakdown 
was television 40%, newspapers 
33%, outdoor 9%, radio 9%, mag- 
jazines 7% and “other” 2%. It has 


ma | five employes in one office and sees 


| 1958 about the same as 1957. 


Tri-State Advertising Co., War- 
saw, Ind., billed $276,963 in 1957, 
of which $110,122 represented cap- 
italized fees. In 1956, comparable 
figures were $240,443 and $100,270. 
During the year, the agency added 
| Wells Chair Corp. Its media break- 
|\down was newspapers 1%, mag- 
|azines 2%, business papers 55%, 
|farm publications 2% and other 
40%. It has seven employes in one 
office, and expects 1958 volume to 
be up 15%. 
| Truppe, LaGrave & Reynolds, 
Des Moines, billed $540,000 in 1957, 
|of which $54,000 represented cap- 
italized fees. The agency, which is 
}an expansion of R. J. Truppe Ad- 
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12,000 women mailed the Herald Tribune 


which all adds up to $31,800.00... 


and proves that the Herald Tribune produces results! 


Get all the facts on the NEW Herald Tribune and how 
it delivers the top part of the New York quality market! 
Because ... quality buys quantity —at a profit! 


NEW YORK 


Herald Tribune 


TODAY'S VITAL NEWSPAPER 


| A European Edition of the Herald Tribune is published daily and Sunday in Paris 
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vertising Agency, started Feb. 1, 
1957. In addition to the accounts it 
opened with, the agency added 
Gus Glaser Meats, Plant of the 
Month Club, Garden Mart and 
Plumb’s Jewelry during the year. 
Its media breakdown was news- 


papers 27%, magazines 6%, radio | Minneapolis, which was formed in 
24%, television 25%, outdoor 2%, | July, 1956, billed $376,193 in 1957, 


business papers 5%, farm publi-| 
cations 1% and other 10%. It has 
five employes in one office, and 
expects 1958 volume to be up 10%. 


Waghorne & Associates, San 
Antonio, billed $436,725 in 1957, of 
which $126,375 was in capitalized 
fees. It added Seven-Up Bottling 
Corp. of San Antonio, Main Bank 
& Trust, Select Meat Co., Jorrie 
Furniture Co. and Esther Williams 
Swimming Pools of San Antonio, 
the last two effective in December. 
It lost no accounts. Its media 
breakdown was radio 38.2%, news- 
papers, 26.3%, direct mail 10.5%, 
television 8.6%, outdoor 8.4%, 
business papers 6.2% and point of 
sale 1.8%. It has seven employes 
in one office, and expects business 
to be up 50% in 1958. 


Wark Associates, Woodstock, 
Vt., billed $95,261 in 1957, of which 
$24,012 represented capitalized 
fees. The comparable figures for 
1956 were $86,403 and $21,600. 
Newspapers got 60% of the bill- 
ings, point of sale 20%, magazines 
10%, radio 5% and business papers 
5%. The agency has three employes 
and sees a 4% gain in ’58. 


Weintraub & Associates, St. 
Louis, billed $750,000 in 1957, of 
which $310,000 represented capi- 
talized fees. The comparable fig- 
ures for 1956 were $605,000 and 
$190,000. The agency added the 
Metropolitan Ford Dealers of 
Greater St. Louis in December. Its 
media breakdown was: television 
35%, radio 30%, point of sale 15%, 
newspapers 10% and outdoor 10%. 
The agency has seven employes; 
sees 1958 about the same as 1957. 


Wendt Advertising Agency, 
Great Falls, Mont., billed $405,297 
in 1957, of which $97,996 repre- 
sented capitalized fees. In 1956, 
comparable figures were $344,460 
and $84,685. It added the New 
American Life Insurance Co. in 
August and lost no accounts. Its 
media breakdown was newspapers 
59%, television 20%, radio 10%, 
outdocr 4%, farm publications 3%, 
transit 2%, magazines 1% and 
business papers 1%. It has six em- 
ployes in one office, and sees 1958 
up 5% over 1957. 


George E. Wern Advertising 
Agency, Canton, O., billed $58,000 
in 1957, of which $46,000 repre- 
sented capitalized fees. This was 
the first year of operation for the 
agency. It added The First Na- 
tional Bank of Canton and Forbes 
Chocolate Co., Cleveland; it lost no 
accounts. Its media breakdown 
was newspapers 40%, point of sale 
20%, radio 20%. business papers 
10%, outdoor 5% and farm pub- 


lications 5%. It uses free lance 
help in one office and anticipates | 
a 1958 volume up 30%. 


Bill West Advertising, Los An-| 
geles, billed $87,000 in 1957, of| 
which $69,000 represented capital- 
ized fees. During the year it added 
SprayKing Inc. and lost Gertsch 
Products. Its media breakdown 
was newspapers 5%, business pa- 
pers 15% and other 80%. It has) 
two employes in one office and ex- 
pects 1958 volume to be up 30%. 


Weston Associates, Manchester, 
N.H., billed $267,000 in 1957, of 
which $23,000 represented capital- 
ized fees. During the year, the | 
agency added Manchester Knitted 
Fashions, Manchester National 
Savings Bank and MKM Knitting 
Mills; it lost Keller Products. Its 


20%, magazines 10%, radio 15%, | 
tv 5%, outdoor 5%, business papers 
40%, and point of sale 5%. It has 
eight employes in one office, and 
expects 1958 volume to be up 25%. 


Herbert Willis & Associates, 


including $59,203 in capitalized 
fees. No accounts were gained or 
lost. Media spending: 14% in news- 
papers, 11% in radio, 13% in tele- 
vision, 4% in business papers, 25% 
in farm publications. The agency 
employs five people and expects 
1958 to be 20% better in billings. 


Thomas C. Wilson Advertising, 
Reno, billed $723,376 in 1957, of 
which $374,373 represented capi- 
talized fees. Comparable figures in 
1956 were $634,649 and $319,040. It. 
reported no important gains or loss- | 
es of accounts. Its media break- | 
down is newspapers 68.3%, maga- | 
zines 2.8%, radio and tv 13.4%, out- 
door 7.6%, business papers 4.6%, 
farm publications 0.1%, transit ads 
0.3% and “other” 2.9%. It has 10 
employes in its office and sees 1958 
volume up 10% over 1957. 


G. Wilfred Wright, Elizabeth, 
N. J., billed less than $25,000 in 
1957. Media breakdown was news- 
papers 50%, business papers 25%, 
and transit advertising 25%. The 
agency has one employe, and sees 
1958 about the same as 1957. 


Wyckoff & Associates, San 
Francisco, billed $335,780 in 1957, 
of which $226,780 represented cap- 
italized fees. In 1956, comparable 
figures were $337,460 and $238,540. 
It added eight new accounts, in- 
cluding Merrill Reed Lithograph- 
ers, City Savings & Loan Assn., 
Maycee Enterprises, Manuly-Mat- 
thews, and Western Book; it lost 
five, including Gospel Light Press, 
Rucker Co., and Poehlmann Hatch- 
ery. Media breakdown: news- 
papers 2.5%, magazines 10%, radio 
and television 9% each, outdoor 
2.5%, business and farm publica- 
tions combined 4%, transit 1%, 
point of sale 6%, “other” 56%. It 
has five employes in one office, 
and estimates ’58 billing up 20%. 


Wyman Advertising, San Fran- 
cisco, billed $625,576 last year, a 
figure that included $541,939 in 
capitalized fees. In 1956, the com- 
parable figures were $466,711 and 
$405,232. The agency reported 
gaining Sassy cat food, Pacific Na- 
tional Insurance Group, Gordon 
MacBeath Hardwoods and Bonnie 
dog food. It reported no lost ac- 
counts. Media investments: 25% 
in newspapers, 10% in radio, 5% 
in television, 30% in business pa- 
pers, and 30% in direct mail and 
point of sale. The agency employs 
11 people in two offices and looks 
for a 15% increase in ’58 billings. 


John Marshall Ziv Co., Chicago, 
billed $547,279 in 1957, of which 
$245,936 represented capitalized 
fees. In 1956, this agency was 
not reported. It added ANPA 
Research Institute, Founders Mu- 
tual Casualty Co. and Printing In- 
dustry of Illinois; it lost none. Its 
media breakdown was magazines 
66%, newspapers 15%, business 
papers 12%, point of sale 2%, ra- 
dio 1% and “other” 4%. It has six 
employes in one office, and expects 
a 1958 volume up 14%. 


media breakdown was newspapers 


Hold On to It! 


Every year the demand 
for ADVERTISING AGE’s annual 
agency billings issue in- 
creases. Because of its value 
as a permanent reference, 
AA suggests that each reader 
file his copy where it can’t 
be lifted. We will gladly fill 
all the requests we can for 
additional copies but even- 
tually the supply runs out. 
So...please hold on to it! 


Merger Madness... 


Advertising Age, February 24, 1958 


100 New Agencies Emerge and 50 Go 


Under in Wheelin’, 


Erwin Wasey, Ruthrauff 
Top List of Mergers, 
Reorganizations, Sales 


New York, Feb. 21—Merger 
Madness highlighted advertising 
agency operations in the 12 
months of 1957. In both numbers 
and size, records were set by 
agencies which joined forces 
through one legal means or an- 
other. 

The columns of ADVERTISING 
AcE recorded the names of more 
than 100 agencies which in 1957 


|were parties to mergers, affilia- 


tions, reorganizations and out- 
right purchases. About 50 agen- 
cies used the word “merger” to 
describe their new status; the re- 
mainder were variations on the 
theme. In addition, more than 100 
brand new agencies announced 
their debut in these columns. 


= Unhappily, more than 50 ad- 
vertising agencies failed during 
1957, although none appeared to 
be a failure by a major organiza- 
tion. 

Biggest merger news of last 
year—or any other year—was 
that of Ruthrauff & Ryan and Er- 
win, Wasey & Co. to form Erwin 
Wasey, Ruthrauff & Ryan, an out- 
fit which at the outset was the 
llth largest in the business, with 
some $73,000,000 in billings. Along 
with such magnitude came sever- 
al king-size headaches for EWR&R, 
including both client and in- 
ternal conflicts, which the agen- 
cy was still trying to soothe as it 
moved into 1958. 


s The more than 50 mergers re- 
ported last year were in contrast 
to 38 mergers reported the year 
before and about 50 reported in 
1955. Bankruptcies, as well, were 
the highest in several years. 

Dun & Bradstreet recorded 55 
agency failures in 1957 with total 
liabilities of $2,081,000—on the 
average, $38,000 per agency. This 
is a rise from the previous two 
years when exactly 31 failures 
were recorded for each year. To- 
tal liabilities in 1956 were $1,119,- 
000 and in 1955, $815,000. Last Oc- 
tober was the heaviest month of 
the year for bankruptcies: seven 
agencies folded with total liabili- 
ties of $364,000. 


= It was an active year for agen- 
cies and advertisers on the legal 
front, and the number of agencies 
which felt compelled to sue former 
clients was on the increase. 

Two shaver manufacturers, 
their agencies and advertisers, at- 
tracted some of the widest atten- 
tion. In the fall, Warwick & Leg- 
ler sued its former client, Schick 
Inc., charging that a “cotton test” 
idea which it had suggested to 
Schick, belonged to W&L and was 
now being used illegally by 
Schick. W&L said it was hoping 
to sell the “cotton test” idea to 
Remington Rand but could not do 
so under the circumstances. W&L 
won the opening rounds, obtain- 
ing an injunction prohibiting use 
of the idea, though not quickly 
enough to stop a television com- 
mercial and a magazine ad, which 
conceivably destroyed the idea’s 
value. Ultimately, the suit may 
set a precedent on the ownership 
of ideas. 


® In the meantime, Schick filed a 
$1,000,000 counterclaim against 
W&L, charging the agency with a 
“breach of fiduciary relationship.” 

Earlier last year, in May, Schick 
slapped a $5,000,000 suit against 


Dealin’ 1957 


Remington charging that the Lady 
Schick was being maligned in tv 
commercials. Eight days after fil- 
ing, the suit was withdrawn as 
Remington agreed to drop the 
commercials. 


® The Illinois Appellate court 
upheld Ruthrauff & Ryan’s re- 
versal over former account execu- 
tive P. P. (Pete) Willis, who has 
sued for $1,000,000 allegedly due 
him through R&R’s handling of 
the American Airlines account. 
Mr. Willis said he was appealing 
further. 

A $1,950,000 conspiracy suit by 
International Gift of the Month 
Club, charging its former agency, 
Maxwell Sackheim & Co., with 
pirating International’s business 
scheme for use by another agency 
client, Around-the-World Shop- 
pers Club, was dismissed in feder- 
al district court in Newark. 


s James Serwer, 
Gore-Serwer, filed a $100,000 
breach of contract complaint 
against the agency and its presi- 
dent, Chester Gore. 

William P. Miller, president of 
William P. Miller Advertising, 
Hartford, pleaded guilty to 13 
counts of fraudulently soliciting 
advertising by mail and at this 
writing was awaiting sentence. 

Grant Advertising, New York, 
filed an involuntary petition in 
bankruptcy against its former cli- 
ent, Seaboard Drug Co., maker of 
Merecin. 


former vp of 


= Dowd, Redfield & Johnstone 
sued former client Guardian 
Chemical Co. to recover $25,043 in 
advertising and production costs. 
Alberto P. Gavasci, president of 
A. P. G. Associates, sued former 


client Pollio Dairy Products Corp. 
for $500,000, the value he placed 
on his concept of a “polly” as a 
device to remove an association 
with poliomyelitis from consum- 
ers’ minds. 


= C&C Super Corp. sued Irving 
R. Rill, its former vp in charge of 
sales, merchandising and adver- 
tising, charging him with getting 
kickbacks from agencies. Mr. Rill 
filed a countersuit. A few weeks 
later, all suits were dropped and 
Mr. Rill became an advertising 
consultant for C&C Super. 

The Reader’s Digest won a $2,- 
500,000 libel suit brought by Dol- 
cin Corp. over a 1951 article titled 
“Those Million-Dollar Aspirins,” 
in which it was reported that “the 
only wonderful thing” about Dol- 
cin and similar products “is the 
price.” 


s The Pennsylvania Motor Truck 
Assn. won its suit against the 
Eastern Conference of Railroad 
Presidents, in which Carl Byoir 
& Associates was a co-defendant 
and contributed to the fine. This 
decision in a lower court is being 
appealed. 

Among the broadcast media, 
NBC was sued for $2,500,000 by 
Barr Farnol, ty and radio director 
of Dubin, Feldman & Kahn, who 
said the network stole his idea for 
“What's It For.” 


s Samuel Lawrence of Santa 
Monica filed a $1,000,000 suit 
against CBS and other defend- 
ants charging “The Big Idea” 
with infringement on his copy- 
righted tv format. 

The 1l-year-old monopoly and 
patent infringement attack 
mounted by Zenith Radio Corp. 
against Radio Corp. of America 
and others, was settled out of 
court, with Zenith reported get- 
ting between $9,000,000 and $11,- 
000,000. 

Details concerning agency 
openings, closing and other activi- 
ties may be found in the story in 
the adjoining columns. # 


Agency Openings, Closings, Mergers 
and Other Reorganizations During 1957 


JANUARY 
The year began with a bang— 
mergers, liquidations, purchases 


and other agency activities in the 
U. S., Canada, Europe, even Hong 
Kong. Charles L. Rumrill & Co., 
Rochester, N. Y., bought Baldwin, 
Bowers & Strachan in Buffalo, the 
first of two agency purchases it 
made during the year ... Two 
weeks after getting Servel Inc.’s re- 
frigerator division, Walker B. 
Sheriff Inc., Chicago, was liqui- 
dated, with Mr. Sheriff, most of his 
principal staff and five accounts, 
including Servel, joining Roche, 
Williams & Cleary . .. Cathay Ltd., 
Hong Kong, became one of the 
largest agencies in the Far East as 
a result of its acquisition of Mil- 
lington Ltd. in Singapore .. 
Aikin Ltd., Toronto, merged with 
Spitzer & Mills ... Heintz & Co. 
and Scholtz Advertising Service, 
Los Angeles, merged ... ditto Ad- 
vertising Enterprises into James S. 
Beattie Advertising, Washington 
... F. Nat Sinclair resigned as a 
partner in Ley & Sinclair, San 
Francisco, and formed Sinclair Ad- 
vertising . .. Alvin R. Porte closed 
his agency, Graphic Point Inc., and 
joined Lester Harrison Inc., New 
York ... Important news in Euro- 
pean advertising: representatives 
of 11 agencies met in London and 
organized an international com- 
bine te operate an agency in New 
York called Continental Advertis- 
ing & Marketing Agencies ... In 
Chicago, Benson-Brooks Advertis- 
ing opened to serve the Negro mar- 
ket . . Among the other new 
agencies, Baldwin Advertising, 
Syracuse; Allen Advertising, Dan- 


. Earl} 


ville, Ill. and two in Texas, Al 
Quinn Advertising in Waco and 
Carroll Advertising in San Anto- 
nio. 


FEBRUARY 


Miller Advertising, New York, in 
its second expansion move in less 
than a month, acquired by merger 
the key personnel and all billings 
of Flint Advertising Associates ... 
M. Belmont Ver Standig Inc., 
Washington, acquired control of 
Milloy Advertising . . . Publicidad 
Quintero merged into Publicidad 
Jennings, Havana... Beam & Mi- 
lici, Honolulu, dissolved, with two 
new agencies, Milici Advertising 
and Paul Beam & Associates 
formed . . . New shops opened 
across the country. Campbell, Em- 
ery & Lutkins, Boston .. . Darrell 
Prutzman Associates, Providence 
... Jill Jessee Inc., New York... 
Advertising Services, Richmond, 
Ind. . . Joe LaCava, Des Meines... 
Ryan-Norris in Los Angeles and 
northern California’s “first agency 
to specialize in the Negro market,” 
Scott & Nash Advertising, Oakland. 


MARCH 


Ruthrauff & Ryan acquired M. 
B. Scott Inc., Los Angeles, in what 
turned out to be a very short ac- 
quisition (see “June”)... Weill & 
Eby, Buffalo, formed by merger 
three years before, was dissolved 
and its executives organized new 
agencies ... Van Auken, Ragland & 
Stevens, Chicago, was dissolved 
and out of it came Hanson & Ste- 
vens and Caldwell Advertising... 
Edward 8. Kellogg Co. and Lans- 
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Advertising 
Revenue 
Up 


20 years in a row! 


$22,875,800 in 1957. Proof that 
advertisers have respect for 
NEWSWEEK’s outstanding 
news service . . . and its 
ability to deliver an affluent 
and responsive audience. 


Obviously it pays to 
advertise in NEWSWEEK. 


asi, 


week 


Fe ee ae 


™ News 
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NEWSWEEK... 


the magazine for 
communicative 


people 
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KANSAS FARMER COVERS INTENSIVELY 
THE STATE’S 78,601 TOP COMMERCIAL FARMS 
90.3% of all KANSAS FARMER subscribers LIVE ON FARMS.* 

KANSAS FARMER subscribers OWN 416,525 Auto- 
motive Units (tractors, trucks, cars). Due for early 
replacement are 178,237 of these units.* 

In Kansas, the REAL farm market is the 


KANSAS FARMER SUBSCRIBER MARKET. 
*Petroleum & Automotive Markets (1957). 


Use KANSAS. FARMER 


STATE FARM PAPER FOR KANSAS 


ito Hazel 


dale Co., Los Angeles, merged un- 


|der the Kellogg name... Raymond 
|Spector, who earlier said he was 


going to sell Raymond Spector Co. 
Bishop Inc., both of 
which he heads, changed his mind 
and decided to liquidate and form 
a new agency with the same name. 
Among other reasons, the switch 
had to do with taxes, he explained 
...A new Toronto agency called 
Bradley, Venning & Hilton Ltd., 
opened. An outgrowth of John 
Bradley & Co., it’s an affiliate of 
Hilton & Riggio, New York ... Paul 
A. Lago Co., Tampa, was opened 
by the former president of Lago- 
Whitehead Advertising, Wichita... 
Ostrander Advertising opened in 
Billings, Mont. 


APRIL 


Lots of West Coast activity: In 
San Francisco, Alan Cameron Co. 
merged with Merchandising Fac- 


ext 


254,602 227,662 
(M&E Combined) Sunday 


ABC Audit Report — March 31, 1957 


EXTRA INFLUENCE 


Not only is the Star-Telegram a metropolitan newspaper 
but spreads its influence to the far corners of West Texas. 
100 counties fall under this influence. 


EXTRA COVERAGE 


Coverage clearly establishes the Fort Worth Star-Telegram 
Texas’ greatest metropolitan newspaper. Not only does the 
Star-Telegram cover virtually everyone in the metropolitan 
area, but achieves better than 20% family coverage in 44 
counties—combined daily; 52 on Sunday ... a far greater 
number than any other Texas newspaper. 


EXTRA GROWTH 


Since 1947, Metropolitan Fort Worth has grown more than 
two-and-one-half times as fast as Texas . . . a 78.9% in- 
crease in population, or enough people to make up another 
city the size of El Paso. In the same period, Fort Worth 
retail sales have more than doubled. 


EXTRA BIG DOLLARS TO SPEND 


The “extra-big” 100-county Star-Telegram market accounts 
for 24.6% of Texas population ... but . . . these 2 million 
account for more than their share—26.5% of the state’s in- 
come—and 26.1% of total retail sales. 


Source of information: SRDS Consumer Markets 


FORT WORTH STAR-TELEGE 


AMON G. CARTER, Jr., President and National Advertising Di 


#: 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


THE FORT WORTH STAR-TELEGRAM 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


Advertising Age, February 24, 1958 


tors Inc. and Harvey H. Strobusch 
Advertising merged with Stan 
Stanislaus Advertising, under the 
latter’s name ... Alvin Plotkin Ad- 
vertising merged with Barnes Ad- 
vertising, Milwaukee . . . Caples 
Co., Chicago, added the key per- 
sonnel and clients of the Martin 
Co., including president Mark Mar- 
tin ... New agencies included Ray- 
mond E. Wallace Advertising, Pa- 
los Verdes...J. W. Watson, Los 
Angeles... Hollywood Advertising, 
Seattle ... Kent Dixon Advertising, 
Minneapolis .. . Zeuthen-Thomas- 
Hulbert, Minneapolis... Richard 
Lane & Co., Kansas City, Mo... 
Mills Advertising, Tulsa... Ogden 
& Strouse, Towson, Md...and in 
New York the general manager of 
Shappe-Wilkes Inc. left to form 
Sam Groden Inc. and Kenneth Rad- 
er left Wexton Co. to reopen his 
own shop after a four-year lapse. 


MAY 


Beaumont & Hohman, suffering 
from severe account losses includ- 
ing the $5,000,000 Greyhound Corp. 
which it had for 30 years, merged 
its Chicago operations into the lo- 
cal office of Cunningham & Walsh 
.. . French & Preston, New York, 
an affiliate of Selvage & Lee pub- 
lic relations, dropped all product 
advertising accounts to confine it- 
self to public relations-institution- 
al and financial advertising, mostly 
for Selvage & Lee clients. . . Wii- 
liam & Sanford merged with Cher- 
now Advertising .. . Russell W. 
Lake consolidated his Fresno agen- 
cy with Hunter Scott Advertising 
. . » New shingles were hung for 
Sandefur Advertising, Nashville 
. .. Richard B. Shea Advertising, 
Detroit . . . Brohard & Associates, 
Dallas . . . Gibson-Erlander, Min- 
neapolis . . . Nelson/Baker Inc., 
San Francisco... and in New York, 
M. L. Grant Inc., Flax Advertising 
and Sol Dickstein Co. 


JUNE 


A-heavy merger month, though 
there was one disenchantment: 
M. B. Scott reacquired his stock in 
the Scott division of Ruthrauff & 
Ryan and decided to reopen M. B. 
Scott Inc. in Los Angeles. After a 
three-month connection Mr. Scott 
said he was “disappointed in the 
wide variance and concept of policy 
between the two organizations.” . . 
Cappels & Associates merged with 
Robert Barton & Associates in San 
Jose. . .N. A. Winter Advertising, 
Des Moines, with Biddle Co. . . 
Gerald Ray Advertising with James 
R. Lunke & Associates in Oakland 
... Holst & Cummings & Myers 
and W. H. Male Ltd., Honolulu to 
form Holst & Male ... Stanley 
Fischer and Martin B. Brucker to 
form Fischer & Brucker, New York 

. . also in New York, the local of- 
fice of Mumm, Mullay & Nichols, 
Columbus, O, agency, was closed 
and a new agency, Frances, Morris 
& Evans was formed to take over 
the accounts. . . Russell Kolburne 
resigned as vp of Grant & Wads- 
worth, took with him some 30 
accounts and opened Russell Kol- 
burne Inc. . . . In Chicago Mer- 
ritt R. C. Schoenfeld left C. L. Mil- 
ler Co. to form RAMMS Inc., “an 
integrated research, advertising, 
marketing and merchandising serv- 
ice” ... John D. Morgan opened in 
Chicago .. . Charlotte Smith Ad- 
vertising in Seattle ... and Bar- 
tholomew Advertising Ltd. in New 
York. 


JULY 


Summertime doldrums may have 
been around but not in the adver- 
tising business. Rumrill Co., Roch- 
ester, N.Y., made its second 
agency acquisition of the year with 
purchase of Moser & Cotins, Utica, 
and said hopefully that it was now 
a $10,000,000 agency. But it fell just 
short (see billings report). . . Rob- 
ert W. Orr & Associates, which for 
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F.R.P. is many things... F.R.P. is music. . . 


F.R.P. music has sweep and scope . . . as changing and 


varied as the millions of people who love it... 


The pulsating barefoot rhythms of rock and roll . . . the 
gentler, warmer mood of a Tchaikovsky symphony . . . 
the bright freshness of today’s hit and the mellow richness 


of a song that was new twenty years ago. . . 


Perry Andrews weaving whimsey between the records as he 
brings Baltimore to its feet each morning .. . Jim West 
and his thousands of “girl friends’”’-—housewives all— 


enjoying their music quietly together . . . 


Jay Grayson putting melodic sparkle into the late afternoon, 


Bill Bolling keeping a night-long musical vigil until dawn... . 


The “live” sounds of Gene Frauklin’s Pier 5 Jazz Band 
with Baltimore two-beat ... America’s great orchestras on 


“Bandstand”... the great Americana of Red Foley. 


This is F.R.P. music... 


And music is only one part of F.R.P. 


.R.P. IS MUSIC 


WBAL RADIO 


BALTIMORE, MARYLAND x 50,000 WATTS 


NBC Affiliate—Nationally Represented by oe 
THE HENRY I. CHRISTAL CO., INC. pm 
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several weeks strove valiantly to|ter joined Pharmaceuticals Inc.,| gan Co., became Harrington, Rich- 
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_. . Russell Clarke Inc., St. Peters- | South Bend, Ind... . and in Kansas 


j 
ees 


stay in business after losing the 
$4,000,000 Jergens account, threw 
in the towel and became a division 
of Fuller & Smith & Ross, New 


York ... Beckman, Hamilton & As- . 


sociates and Edwards Agency, Los 
Angeles, combined forces to form 
Beckman, Koblitz Inc... . E. M. 
Halvorson Co., Denver, integrat- 
ed its services with Ted Levy, 
Richard Lane & Co... . C. J. La- 
Roche & Co. merged Brooks Ad- 
vertising with its Hollywood opera- 
tions ... Howe Advertising merged 
with Stedman & Byrne, Cleveland 
... Martin & Tuttle, Seattle, and 
G. W. Gardner, Tacoma, merged 
and became Marton, Gardner & 
Tuttle, with offices in both cities 
. . . Controlling interest of Jimm 
Daugherty Inc., St. Louis, was ac- 
quired by J. J. Horan and the agen- 
cy’s name was changed to Horan- 
Daugherty. . . Lawrence Kane Inc. 
and Artley Advertising, New York, 
merged to form Lawrence Kane & 
Artley Inc. .. . Edward Kletter As- 
sociates changed its name to Park- 
son Advertising and Edward Klet- 


the agency’s main client, which had 
just acquired J. B. Williams Co. 
... Among the new agencies this 
month, Kopp & Cao, Mexico City 
. . Nemer Advertising, Minneap- 
olis ... Arthur J. Harger Adver- 
tising, Lansing . . . Halstead Asso- 
ciates, Kansas City, Mo... . Spell- 
man Associates, Boston ... and 
Wenger-Michael Advertising, San 
Francisco. 


AUGUST 


Ruthrauff & Ryan made merger 
news once again, first with a false 
alarm at the beginning of the 
month when merger talks between 
R&R and Chambers & Wiswell, 


ards & Morgan, a wholly owned 
division of the Richards agency... 
Martin J. Simmons Advertising 
and Stern, Walters & Jaster, Chi- 
cago, merged and became Stern, 
Walters & Simmons ...E. B. Fisher 
Associates and Bernard B. Schnit- 
zer Inc., San Francisco, merged 
under the latter name... The 
Ralph Yambert Organization com- 
bined operations with the Los An-| 
geles office of MacManus, John & | 
| Adams...Carter Advertising, 24-| 
| year-old Kansas City, Mo., agen- 
cy, announced it would gradually 
drop its agency functions and move 
toward diversification, in areas not 
yet formulated...Maid Marion) 
|Montgomery, founder (in 1939) | 


burg, a combination of the Lynn B. 
Clarke and George P. Russell agen- 
cies. . . Saul Wernick Advertising, 
Minneapolis .. . Wines & DeWitt, 
Detroit...Adam Reinemund, 
Omaha, after selling out his inter-| 
ests in Buchanan-Thomas Adver-| 
tising... Balsam Advertising, Pas-| 
adena. 


SEPTEMBER 


City Carter Advertising withdrew 
from the business and former prin- 
cipals founded Reel, Holloway & 
McDonald Advertising. 


OCTOBER 


Chambers & Wiswell finally did 
merge, with another Boston agen- 
cy, now known as Chambers, Wis- 
well, Shattuck, Clifford & McMil- 


| lan... Ownership of Erwin, Wa- 


Familiar names—big and small 
—disappeared from the business or 
ran into financial problems as the 
fourth quarter began. Argus Asso- 
ciates, New Haven, reported liabil- 
ities of $49,731, assets of $1,407 and 
filed a reorganization petition of- 


Boston, were confirmed. The wed-| and head of Stubbs & Montgom- fering creditors 10¢ on the dollar 
ding never materialized, but a few| ery, Chicago, closed shop and took)... in New York, an involuntary 
weeks later the biggest merger in| herself, staff and clients to Henri,| petition in bankruptcy was filed 
the history of the advertising busi- | Hurst & McDonald. ..Bachenheim- | against Gunn-Mears, and Clemons, 
ness did, and Erwin Wasey, Ruth-| er-Lewis Inc. split its eight year|Esau & Gericke reported it had lia- 


rauff & Ryan Inc. was in business 
.. . Aeross the country, Harring- 
ton-Richards, West Coast division 
of Fletcher D. Richards Inc., 


|old agency, and partners Marshall 
Bachenheimer and Irving Lewis 
each formed their own agencies. .. 
Among the other new agencies was 


| bilities of $142,811 and assets of 
$7.99 .. . Hoffman-Manning Inc. 
filed an arrangement petition giv- 
ing liabilities of $172,000 and as-| 


| merged with the Raymond R. Mor-| Point of Promotion Inc., New York sets of $50,000... Arthur B. Kap- 


television 


SJs 


WINSTON-SALEM 


IN 75 PIEDMONT 


REACHING MORE THAN 


600,000 
TV SETS 


NORTH CAROLINA AND 
VIRGINIA COUNTIES 


lan closed the 15-year-old agency 


) |bearing his name and joined Le- 


ber & Katz...Irving Berk closed 
his shop and joined Lewin, Wil- 
liams & Saylor. ..In Cincinnati, an 
|agency with one of the longest han- 
|dles around, Guenther, Brown, 
Berne, Calkin & Withenberg, said 
|it was going out of business despite 
its “best ever” year because agency 
|members had received “good of- 
fers” to associate with others... 
| DeGarmo Inc., New York, merged 
with its British affiliate, forming | 
Stowe, Bowden, deGarmo Inc. . 
Gore-Serwer and Martin L. Smith | 
Co. merged to form Gore, Smith & 
Greenland . . 
Advertising and Associated Ad- 


vertising Counsellors, Oakland and | 


San Francisco, merged, retaining 
| offices in both cities. ..A team that 
Freeman Keyes, board chairman of 


Russel M. Seeds Co., had been try- |. 


ing to put together for five years, 
became a reality and succeeded 
that agency under the name Keyes, 
Madden & Jones...Donald M. 
Murphy. formed his own agency in 
San Leandro, Cal... Serivener & 
Rice bowed in Rochester N. Y.... 
G. T. Stanley Co. in New York... 
Tenny Associates in New Paltz, 
N. Y. ... Matulef & Reilly, Des 
Moines ... Heady Advertising, Mi- 
ami...Harold Glickman Adver- 
tising, and Advertising & Merchan- 
dising Associates, both Boston... 
Moore, Ruck & Co., Chicago 
... Taylor-Chalmers Advertising, 


sey’s Minneapolis office was gained 
by three former officers who 
changed the name to White, Her- 
zog & Nee...The accounts and 
personnel of Rittenhouse & Co., 
Houston, were acquired by Mar- 
steller, Rickard, Gebhardt & Reed 
...and a West Coast office was 
acquired by Burke Dowling Adams 
through a “reciprocal working 
agreement” with Roy S. Durstine 
Inc., Los Angeles ...on the inter- 
national scene Alfred R. Poyntz 
Advertising Ltd., Toronto agency 
billing more than $500,000, filed a 
voluntary petition in bankruptcy 
. . . Publicidad Jennings, Havana, 
merged its second agency of the 
year, this time Publicidad Sur... 
Waldie & Briggs, Chicago, ac- 
quired the Robert Christopher 
agency by merger and Burlingame- 
Grossman Advertising acquired 
Ron Terry Productions .. . Dis- 
solved were Lacey & Patterson, 
Tampa, with Phyllis Lacey open- 
ing up under her own name, and 
Frickelton & Gadsby, San Francis- 


|co, with Charles C. Gadsby and 


Jean Scott Frickelton continuing as 
separate agencies .. . Among the 


.. new agencies was Smith & Dorian, 


New York, accepting only clients 
who will pay an hourly fee and are 


. Jewell-McDonald | interested in public relations-pub- 


licity ... Other New Yorkers, Stan- 
ley A. Lomas Co... . Ted Graven- 
son Inc. .. . upstate, Gibson Adver- 
tising, Rochester . . . elsewhere, 
Stephan & Brady, Madison, Wis. 
.. Raymond G. Dubin Advertising, 
Philadelphia ... John S. Coman & 
Associates, Durham, N.C... . and 
in San Francisco, by the addition 
of partner John D. Hymes, Gor- 
don-Hymes & Staff. 


NOVEMBER 


The merger madness continued as 
strong as ever, but one agency de- 
cided to unmerge. Gaynor & Co., 
which merged with Colman, Pren- 
tis & Varley Ltd., London, two 
years ago to form Gaynor Colman 
Prentis & Varley, became Gaynor 


|& Ducas, adding that the recipro- 


Not merely appreciators of art but 
practitioners of art—those are the crea- 
tive people who look forward to the prac- 
tical, workshop features in AMERICAN 
ARTIST Magazine. 

For 21 years AMERICAN ARTIST 


has catered to the special needs of 
cial audience—the people who pai 


ARTIST is jammed full of the k 
color reproductions and black and 


24 West 40th Street, New York 18, N. Y. 


pictures, design packages, create the lay- 
outs, mold the sculpture of America. 

No impoverished dreamer, the Ameri- 
ean Artist reader (average yearly in- 
come: $7600) is on the lookout for any- 
thing that will help him in his calling. 

That’s why each issue of AMERICAN 


illustrations that win awards and have 


established it as the class magazine in ‘ a 
its field. enters 
Write for the eye-opening surveys that + Printmakers 
show the buying habits of artists. You'll + Sculptors 
be amazed. « Art Depts. 
Si < « Commercial 
Ist in paid circulation! ites Studios 
Ww Ist in readership! g . « Galleries 
r. Le Ist in advertising linage! *.S A « Libraries 
Cy Ellison, Advertising Director é « Museums 
AMERICAN ARTIST > Colleges 
s + Private Schools 


CH 4.2878 


ae 


| American ~~~ 
'. ARTIST 


active | SOP cat 

How Many of these 
Working Artists— 
Amateur or Profes- 
sional—are Prospects 
for What YOU Sell? 

« Architects 

« Art Directors 

« Art Students 

« Art Supervisors 

« Art Teachers 


a spe- 
nt the 


¢ Ceramists 

+ Craftsmen 

¢ Designers 
ind of * Graphic Artists 
white 


« Illustrators 
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Hop in a car with your local GOA branch 


manager—in just a short time, you'll see 
what’s new in outdoor advertising. 


He’ll show you that as urban and suburban 
patterns change, GOA poster panels shift 
accordingly. He'll show you how and why 
GOA removes panels from some areas, 
erects new ones in others, moves panels 
within certain areas and rebuilds panels 
to better harmonize with the community. 


| LOCATIONS!} | PANELS! 


NEW 


NEW 


, LIGHTING! 


invites you to see the NEW LOO 


You'll notice greater individuality of panels, 
a new look in appearance and a brighter 
look resulting from the new triple-power 
hi-fluorescent lighting. 


In the past three years, GOA has invested 
over $10-million in modernization to give 
you the most for your advertising dollar. 
For a private showing of this dynamic 
NEW LOOK, call your local GOA office. 
It’s well worth the time! 


General Outdoor Advertisin g Co. 


515 South Loomis Street, Chicago 7, Illinois 
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First 
in 
Canada 


The Montreal Star led ALL Canadian Daily 
Newspapers in volume of general display adver- 
tising during 1957. 


Media Records 


Che Montreal Star 


Represented Nationally 
by 
O'Mara & Ormsbee Inc. 


cal representation of the two agen- 
cies would be continued without 
the use of the names... among the 
mergers there were two in Chica- 
go. C. Wendel Muench & Co. was 
completing plans to hitch up with 
Henri, Hurst & McDonald within 
two months...Lester L. Jacobs 


William H. Teawell and Lisle F. 
Shoemaker merged their San Die- 
go agencies to form Teawell & 
Shoemaker . . . in San Francisco, 
Frank J. Schlessinger, remaining 
principal of Robert B. Selby & As- 
sociates, merged his accounts into 
D’Evelyun-Guggenheim...in Los 
Angeles, Alfred A. Atherton and 
Norton W. Mogge formed Ather- 
ton-Mogge-Privett through a merg- 
er of their operations... L. A.’s 
Darwin H. Clark Co. announced 
‘the formation of Darwin H. Clark 
Co. of Texas, organized to buy 


Brennan, McGary, Robinsin Inc. of 


Inc. and E. H. Brown Advertising | . 
merged under the Brown name...}. 


Houston...in New York, Regal 
Advertising opened to specialize in 
tv film barter deals...also new 
here was Vos & Co... . and Janus 
Advertising ... entries into Chica- 
go were Lawrence U. Nelson Ad- 
vertising .. . Richard Crabb Asso- 
ciates . . . in Denver, Mile-Hi Inc. 
. . Indianapolis, Kiley & Nicholas 
. . St. Joseph, Mo., Fletcher, Wes- 
sel & Enright Advertising. 


DECEMBER 


There was nothing like a Christ- 
mas lull, and for several it was a 
far from merry month. As business 
continued to slip away following 
the loss of Capital Airlines, the 30- 
year saga of the Lewis Edwin Ry- 
an agency, Washington, drew to a 
close with Mr. Ryan announcing 
that ill health had forged him to 
resign the agency’s remaining ac- 
counts...and in the same city, 
Cohen & Miller president I. T. Mil- 


& 


YOUR HANDY 


HELPFUL 
HARDWARE MAN 


magazine. 


hardware stores served by HARpwaRE retailer. If you 


product is sold through hardware stores your advertising 
. the industry’s “best 
selling” medium. A factual Media Date File and Reader- 
ship Study are available, write for your copies today. 


belongs in HARDWARE retailer . . 


the no. 1 industry magazine 


Published by the NATIONAL RETAIL HARDWARE ASSOCIATION 
Indianapolis 4, Indiana 


964 North Pennsylvania Street 


Your day-after-day, month-after-month “best seller” in 
the three billion dollar hardware market is HARDWARE 
retailer. You'll make more than 39,000 calls in every issue. 
And, these will be productive calls for you because HARD- 
WARE retailer is the hardware trade publication that two 
out of three retailers have selected as their most valuable, 
read most thoroughly, find is their most helpful trade 


HARDWARE retailer covers the prime hardware market 
—85°% of the retail hardware dollar volume is done in the 


Your “best seller” in the hardware market 


is its No. 1 magazine... Hardware retailer 


Here are the results: 


do you read? 


r 


Peat, Marwick, Mitchell & Co. conducted 
an independent survey among 20,000 hard- 
ware retailers. 5,175 replies were tabulated. 


Q. Which Hardware Trade Publication 


The answer; Hardware retailer .. . 
Publication No.2... 
Publication No.3... 


Q. Which of the 2 leading Hardware Trade 
Publications is most valuable to you ? 


The answer: Hardware retailer .. . 
Publication No.2... 


68.6% 
31.4% 


LW 


Advertising Age, February 24, 1958 


ler said he would have to curtail 
his agency activities to speed his 
recovery from a heart attack. In 
1953, when the agency’s biggest cli- 
ent failed, Mr. Miller chose the 
hard way out by volunteering to 
repay all creditors, with an ulti- 
mate loss to him of approximately 
$30,000 ...in New York, five-year 
old Mahoney & Howard was as- 
signed for benefit of creditors, 
whose bills were estimated be- 
tween $40,000 and $50,000... Mc- 
Carty Co. had a busy month. It 
merged Devine & Brassard in Spo- 
kane and Ryder & Ohleyer, San 
Francisco ...Compton Advertising 
acquired the $1,000,000 Western 
Advertising agency ...and another 
major move, this one in Chicago, 
saw two 30-year old agencies, 
Roche, Williams & Cleary and U.S. 
Advertising, merge to form Roche, 
Rickerd & Cleary, an $8,000,000 
enterprise...Jaqua Co., Grand 
Rapids, established a Detroit 
branch with the acquisition of Zar- 
ker Advertising ... Lester Loeb Ad- 
vertising, New York, merged with 
Byrde, Richard & Pound Adver- 
tising ... R. H. Buss & Associates 
and Don Otis Inc., Los Angeles, 
merged under the Buss name... 
new names in the agency business 
were Page Advertising, Milwaukee 
... Whitson, Murry & Associates, 
Savannah ... Douglas Powell, Port- 
land, Ore... . Jack Pettersen & As- 
sociates, Chicago .. . Van Brunt 
& Co., New York... Radlauer 
& Caire Advertising, New Or- 
leans ... Advertising Inc., Birming- 
ham...Dan Tobias Advertising, 
Dallas... Procter & Sparling Ad- 
vertising ... and on to 1958. # 


Who Profits? ... 


Adman Reaction 
to “Marketing 
Agency Varies 


Ranges from Enthusiastic 
to Reserved to Dubious; 
But No Debunkers 


New York, Feb. 19—The phrase 
“marketing agency” has won a lot 
of currency in the past year. But 
precisely what marketing is, what 
kind of marketing agency is re- 
quired, what constitutes marketing 
which some present agencies have 
not already done routinely for dec- 
ades. where the demarcation line 
between client and agency will be, 
and who pays the piper continues 
to be debated. 

On the question of the marketing 
agency, one might say there are 
three fairly well-defined view- 
points: the enthusiastic, the re- 
served and the dubious. There is, 
significantly, no position of antag- 
onism: no agency says, for in- 
stance, that the problem consists 
not of adding functions but of do- 
ing better those it now has. No 
agency says that the concept is 
faulty, or even that tne eventual 
drift of the agency business lies in 
a different directirm. 


® The enthusiastic view is that 
of Marion Harper, president of 
McCann-Erickson: “In the modern 
marketing concept, creativity and 
innovatiew are virtually a way .of 
life. Th+ modern marketing man 
feels 24 almost compulsive desire 
to fine new ways to attack market- 
ing problems... Much of what we 
call marketing is actually commu- 
nication to the consumer. The 
product talks. The package talks. 
The price talks. The retail chan- 
nels talk. The many media of pub- 
licity, promotion and advertising 
talk.” 

The advertising agency exists to 
serve its clients’ needs, and only by 

understanding management con- 


a 


ae ee ee tna ME ae ae Ne Mae nee Oe mee ee Re A RE eee a eae ee er A er ek Mee eee eee ye eee a re ee ee 
i ea ae a ee ele te eas ; gh rele a 3 eee. oe ce = ee a med al m) a res Gar  c tae treo ena . - ei ee a ae arisen Per ease ORG iy ee ot Rhee 
HM Bg, BEE Rhy ee 3 ¥ ares ne fk av : # ne wee’ ME epee es ew age = et ee to ee a sage nia beta aes et ee Aegon Meee te) aaah 
ee ie! gee ae a aes tea er, ee ae ‘ ae ee igs ae a ee : 3 wae: Pr OE ae oe eran A Pie ee & ope a ee Ree ee 
Sai eae. “ wa = - ; ae en “es ne os se Lae i ee ae ee See Be at ae a= eee, bs cA Sane # Sefer Nae al, 3 En pees aR = eS fata ae pee. ak a Ree, pera 
— * : ae ge ee ee ee ae 7 eT ee ee” Pn Seg e e L & Ge cin cee ae oe se A ee RMR eM MMS ee ee NR ge 
EA = , 
oe 
- 
- 148 ee 
a 7 ‘ 
F } 
iy. 
a | 
| 
| Pe 
i 
* | 
ae e 
; | 
fee 
& 
as | 
on 
oe 
ere 
es 
a 
a ’ 
Es 
a, | am ess 
is > 2 Se Be wit 
rif : — . 
Fe Oe re e ra 
v fe: 4 - 
F * 
é A fees 
; Aa = Pd i € 
of Gae 5 a a, oe 
eh a r 
a 4 = 7 
i é tte a ? 
en — - leteeee aie 
mss SF - ’ 
7 a” ee 
im ea saz-\ 
a ee ee 
al Rls ¥ Sym Ss 
i aah a \ 
ter , : 
eet y COPYRIGHT 1954—MATIONAL RETAIL MAGDWARE ASSOCIATION w r 7 
fee: ta t 
3 Be , es | 
3 ‘m ma | | 
wT s 
ders! f 
Ey: ; 
a ‘ ] e rea 
ce j ; / 
sb ata 
os _ 
es (a A 
Sy 4? 
af fr 
: 4 fo ; hj sal 
om ie A. 
‘F 7. Me istic 
; eh oe tA Bi 
, me ar ey er Ps 
' or JL = ey 
j iw Ba Ba 
Coke: 
f = - eal 
FAO, neal : 
ai iia ant wus halal 
hae eg © fe . 7 oT ee 3 
eae Ss sae ahs er Poel . = meacamr rns eis 
ee a3 ? an a 
a 
a 
se # 
=a 
Rag —_——— ee 
fe te 
ay 
a? 
: a 
TTS 
> 
‘ae 
2 eS 
j t) 
78.3% 
—— on 9% 
a ie 
" ee Re 
| 
33 a 
#5 as | 
Bi: Independent 
apy soot ones 
. “on | 
: P 
7 a 
bad 
¢ ad 
‘ - + - oot 
i Et ice i 
| 
As 
ee 
ie: . ‘ 
eee ae <% =a te : - As : oe . wide “ = iad , j : aS : 2 - : fs : a : “ See : . Fs n : : : 2 
Ati es Mi, SAME a cath art Stet cee RR INN. tee eh Ae a a + | Re Ae oe See eee pce eee ee Rea. 
aioe’ +; psthal Fem SOE er ne mG iin ale he en UY a bee | Z : RT CNR Tae ay Oe Oe Se wns ; sg eg nae a Bee ae ge ea ae 
a8 Re cie ely Nar, Sate PY CARE — a Sn i a Sa BV a ee a A th ag Reilehe actrees nae Sem sR tn eee te, a, hl, a : tas, sy eS sare vf 


To sell more where more is sold 
eee it’s FIRST 3 FIRST! 


_ * ami 
Emphasis on Scenery ‘ if “ nal 
= — — 


A solitary walk along a snow-covered road in a sparsely settled area may 
perhaps lead to a small country general store. In contrast with such 
a marginal business with few customers, is the huge metropolitan market, 
bulging with giant self-service supermarkets with amply supplied shelves 
displaying the colorful packaging that stimulates the mass buying of the 


out. In these 3 top markets there is no substitute for FIRST 3 MARKETS’ 
dominant 62%, coverage of all families. 

Further, in 264 Industrial North and East counties—where 27% of total 
U. S. families account for over 29% of the nation’s grocery product pur- 
chases—FIRST 3 MARKETS GROUP delivers an audience of 51% of 


big city’s multi-millions. 

The 3 outstanding city and suburban areas of New York, Chicago and 
Philadelphia consume nearly 1/5 of all U. S. Food and Grocery products. 
In these concentrated, most profitable markets, the family coverage of 


all the families. 
To make your advertising sell more where more is sold ... it’s FIRST 3 
FIRST! 


Circulation in excess of six million. 


General Magazines, Syndicated Sunday Supplements, Radio and TV thins 


The group with the Sunday Punch 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “‘Today’’ Magazine 


Rotogravure e¢ Colorgravure 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460.Wilshire Boulevard, DUnkirk 5-3557 
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cepts of American business can its; who then communicates back to 
role be determined. The newer | the consumer (products, packages, 
marketing concept, he says, is one |advertising, merchandising, etc.). 
where “the manufacturer sees his | The growing importance of the 
essential problem as consumer | consumer and of communication in 
problems that he wants to solve.|management’s concept of modern 
The whole process starts with a|marketing has had and will con- 
great deal of communication from | tinue to have a profound impact on 
the consumer to the manufacturer, the advertising agency business.” 


There’s a powerful lot of growing going on in 


LUBBOCK™ 


Projected population growth, 1950-1960: UP 88x 


Projected income growth, 1950-1960: WIP W47x — 

_ SM, Nov. 10, 1957 

Only the Lubbock AVALANCHE-JOURNAL 
Sells the Lubbock market! CIRCULATION OVER 63,000 


SEE 


es 
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“Since marketing is a creative 
function, it’s ironic, therefore, that 


the advertising agency business 
has been debating a mythical 
choice between the ‘creative 


agency’ and the ‘marketing agency.’ 

“In view of the client’s needs for 
ideas, one wonders whether the 
real question should ever be over 
| whether agencies should be crea- 
tive or not creative. Agencies must 
| be creative.” 


|@ Another enthusiast, Norman B. 
Norman of Norman, Craig & Kum- 
mel, says “the marketing agency is 
the agency of the future. If there is 
any single factor to which we have 
owed our success, it is this one. 
Our agency was founded on the 
basis of over-all marketing coun- 
seling . . . We have found it im- 
possible to separate the marketing 
function from the advertising 
function. To do so invites error and 


invites one-sidedness, which would 


spell defeat in the market place 
and an imbalance which would 
hamper the success of the adver- 
tising itself. 

“Marketing, to our way of think- 
ing, involves strategic planning for 
at least three to five years in ad- 
vance, including the design and in- 
troduction of new product improv- 
ments and new products them- 
selves; merchandising techniques 


|to force, maintain and improve dis- 


tribution; packaging and design; 
and the over-all broad base from 
which all of these stem, the mar- 
keting brand image of the product 
and the company.” 


® Similarly, William Esty Co. 
notes: “We have been a ‘marketing 
agency’ for many years.” Fuller & 
Smith & Ross says: “ ‘Marketing’ 
as an agency service concept will 
become increasingly more impor- 
tant.” Leo Burnett Co. reports: 
“Marketing has always been an in- 
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tegral part of our concept of the to- 
tal advertising agency service.” 

A somewhat more reserved view 
comes from Young & Rubicam: 
“Young & Rubicam was started 
over 30 years ago to offer our cli- 
ents complete advertising and 
marketing advice and counsel. It 
has been our goal not only to keep 
pace with but to keep ahead of our 
clients’ needs. Thus ‘marketing’ is 
part of the past and present of the 
agency. It is to be expected it will 
be part of the future, too.” 


= “In our opinion,” says Walter 
Weir, exec vp of Donahue & Coe, 
“any good agency has been a ‘mar- 
keting agency’ for years now. You 
simply hear the word ‘marketing’ 
bandied about more than you used 
to. After all, advertising is a busi- 
ness of catchwords and phrases and 
slogans. However, over the years 


How Hutzler’s of Baltimore 
Gets Two-Color Printing 


at One-Color Cost 


Reproduced in reduced size above (the actual 
size is 44% x 6) is the front page of a 4-page 
pamphlet, one of a series used by Hutzler’s 
Department Store in Baltimore in a direct-mail 
campaign to charge accounts. 


When the printing of this piece was ordered 
it might have been quite natural to specify 
black ink on white paper. However, someone 
used imagination and specified green ink on 
rose-colored paper. 


The added cost was trivial, since colored inks cost only a little more than black ink and colored papers 
cost only a little more than white papers of equal quality. 


There’s an idea here which, applied to any long run, can result in tremendous economy, actually giving 
a two-color effect with one-color printing. We would be pleased, at your request, to submit swatches of 
colored papers in six of the grades in the Beckett line. Just write for them on your business letterhead. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 


Makers also of the world’s whitest papers— Beckett Hi-White and Beckett Brilliant Opaque 


we have tried to keep as close to 
clients’ business as possible . . 
acting more as management engi- 
neers than as traditional advertis- 
ing agents ... We believe—insofar 
as our agency is concerned and in- 
deed insofar as any hardworking 
agency is concerned—that this 
type of service represents not only 
the future but the past. 

“Increasingly we try to employ 
people with broad marketing or 
|management experience or both, 
so that they can talk to business 
men as business men. Ours is cer- 
tainly not a static profession. It 
therefore will hardly be tomorrow 
what it is today but will constantly 
perform any and all services re- 
quired to keep its clients in the 
healthiest of all possible sales 
conditions. . .” 


® And sounding two notes of qual- 
ification, if not caution, Sherwood 
Dodge, exec vp of Fletcher D. Rich- 
ards Inc.: “We think that creative 
advertising goes hand-in-hand 
with creative marketing. There is 
no limit to the agency’s marketing 
function where these functions are 
(a) economically feasible, and (b) 
fall short of usurping the client’s 
responsibility for making final de- 
cisions.” 

“Marketing agencies have yet to 
be clearly defined,” says one 
agency president of long experi- 
ence, “Marketing services in vary- 
ing degrees have always been sup- 
plied by major agencies. Not nec- 
essarily by staff members but, to 
some extent, by correlating spe- 
cialized independent services into 
a workable plan. 

“Some agencies have embraced 
all of the specialized functions 
which contribute to agency serv- 
ice. Unless substantial and hard- 
to-get special fees are obtained for 
‘these special services, agency prof- 
| its can and will contract to the 
| vanishing point.” 


|@ “Marketing counsel and assist- 
|ance is of major and growing im- 
portance,” Will Grant of Grant 
| Advertising concedes, adding “but 
|does not wholly represent the fu- 
| ture of the advertising agency bus- 
iness. Marketing is a part of the 
total selling concept, and will con- 
tinue to play an increasingly im- 
portant role in the agency’s his- 
toric and unchanging function—to 
increase sales of its clients’ prod- 
ucts or services.” 

On the question of usurping the 
client’s responsibilities, the agency 
men are considerably more chary 
than on questions of cost. “I was 
appalled at X Company,” a major 
agency president confessed in con- 
versation, “to discover how much 
of their marketing operation they 
now leave to their agencies. If I 
were X’s president, I’d be curious 
about what my marketing and ad- 
vertising departments were doing, 
and that much dependence makes 
me uneasy.” 


s “I sometimes wonder, when I 
hear all the marketing talk by its 
disciples, what we intend leaving 
to the client organization,” said an- 
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“GOOD PUTTING 

STANCE, DR.GRAHAM... 
BUT TELL. ME ABOUT 
THE REVIVAL MEETINGS 
[\ YOURE PLANNING 


When evangelist Billy Graham and 
Minneapolis Star reporter Bill Thor- 
kelson get together, the talk is likely 
to range from a spirited analysis of the 
dog-leg thirteenth hole at Minikahda 
to a spiritual discussion of religion’s 
role in the modern world. World- 
traveling Dr. Graham is an athlete 
of note. Religion writer Thorkelson 
is an ex-sports editor. 

In church circles, Bill Thorkelson 
is one of the best-known newspaper 
reporters around. He has attended 


both conventions of the World Council 
of Churches—at Amsterdam, The 
Netherlands and Evanston, Illinois. 
He has covered all four assemblies of 
the National Council of Churches, 
scoring a news beat three times by 
correctly forecasting the selection of 
the President-elect. Dubbed “‘Rever- 
end” by his colleagues, Thorkelson 
lists enough. bishops and various 
other clergy among his personal ac- 
quaintances to fill a good-sized church. 

Church-minded Minneapolis Star 
readers have come to count on Bill 
Thorkelson not only as a thorough- 
going reporter of religious news but 
as a religion expert in his own right. 
An avid reader of 30 to 40 religious 
publications a week, he capsules his 
research in a fascinating Saturday 
column “The Week in Religion,” 
wherein he summarizes a staggering 
assortment of church doings the world 
over. Thorkelson is currently a direc- 
tor of the Greater Minneapolis Council 
of Churches and once took leave of 


a newspaper great? 


absence to serve on the World Council 
of Churches staff in Geneva. 


Bill Thorkelson’s specialized writ- 


ing, which has won him two national 


awards for outstanding religious re- 
porting, is another reflection of the 
Minneapolis Star and Tribune’s be- 
lief in serving all interests of all 
readers with the most accurate, com- 
plete news coverage possible. This 
continuing extra effort in reporting 
and in public-spirited leadership has 
made these two newspapers the best- 
read, best-liked, most respected in the 
great 344 state region they serve. 

Copr., 1958, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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other agency executive wryly. 


To return to Mr. Harper, his an- | hard to stop. 


swer is succinct: “The question 


should perhaps be, about what!® “Considering the market’s enor- 


problems should the agency be 


creative? 
“The marketing concept encour- 
ages creative and competitive 


points of difference at every step 
of the marketing plan. In fact, if 


of difference at each step, he’d be|agency should be prepared to be 


an authority, perhaps the author- 
es 

“Advertising,” Mr. Harper con- 
mous appetite for marketing ideas, | tinues, “is designed to differenti- 
we might well ask: ‘Where are they |ate products in the consumer’s 
going to come from?’ Should the mind after the products have been 
advertising agence supply all of| produced. We might ask then: ‘Why 
|these ideas? Of . surse not. But|not engineer this differentiation 
| with the total need that exists, the| into the product in the first place?’ 


the average manufacturer could | advertising agency is at least one 
have just one effective selling point | group that should be encouraged 


|to make an important contribution 
Photographic 
and f 


to this broad creative need... 
“The creation of brand differ- 
Reporting 
Assignments... 


ences through distinctive advertis- 
| ing will continue to be the primary 

Covered from Coast-to-Coast! 
Helping advertisers and editors to 


|use of the agency’s source of cre- 
communicate with words and pictures 


|ative talent. However, the modern 
marketing concept also calls for 

since 1938. Full information on request. 

SICKLES 


applying those creative resources 
considerably beyond the printed or 

Phols-Reporting SERVICE 

193 Maplewood Avenue * Maplewood, N. J. 


spoken word.” 


s Since modern marketing begins 
with the consumer, understanding 
him “becomes first order of busi- 
ness. It is in knowing the consum- 
er intimately that the advertising 


For the past few years, we have 
been experimenting with the no- 
tion that knowing the consumer 
(the fact-producing ability of an 
agency), tied in with the idea pro- 
ducing ability of an agency, is 


readily transferrable to product} 


planning ideas. Already some ma- 
jor product or packaging innova- 
tions have come out of partnership 
between client and agency. Inno- 
vations can come only from a cre- 
ative partnership of advertiser and 
agency...” 


® This view of the reach of the 
agency in marketing is limited in 
some areas by disquiet about its 
probable cost, and some concern 


Advertising Age, February 24, 1958 


about what functions ought to 
be incorporated into the present 
agency pagoda. 

Enthusiast Norman again: “We 
have been engaged in the produc- | 
tion of these indispensable sales | 
tools for many years, and find that 
while it has increased payroll and 
therefore overhead, it inevitably | 
builds sales and therefore adver- | 
tising budgets with remarkable | 
speed, thus bringing back the in-| 
vestment many fold, not only for | 
the agency but for the client. We 
are, therefore, well pleased with 
the system and intend ... to ex- 
pand it.” 

Mr. Weir: “An increasing num- | 
ber of agency services must be 
charged for—they cannot be cov- 
ered by the 15% commission. So 
long as they are needed, however, 
they will be provided; and so long 
as they are useful, advertisers will 
not object to a legitimate charge 
for them.” 


s Young & Rubicam: “This agen- 
cy has never gone out of its way to 


eo 
Interview: 


Leo Burnett Media Supervisor, Douglas Burch, telis why he 


selects WLW Radio and TV Stations for PURE OL 


Cr ae 


(Hall your WLW Siatons Represeria‘ive 


Hatwwt Affitiations: PBC, AGC: MBS + Kalee Offices: New Fork, Circanat OScago Clevelend ¢ Sales Representatives: NEC Spat Sate’ Let Angeles 
_. Crostey Brondoasting Corporation, & dretrivs Aveo 


See Fienciecs, Oetr at, Bomar Lewes & Associetes, ine - Ailenta, (aéies 
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} 


ig 


add services that our clients did 
not need or would not use. Not all 
clients use all of our services but 
each service is useful to some cli- 
ent and therefore desirable be- 
cause it is essential to complete 
agency service. This seems to be 
a logical basis from which to con- 
sider the addition of agency func- 
tions.” 

“I’m prepared to pay for the 
marketing talent we need,” said an 
agency president, “but I’m some- 
times concerned when I think of 
the creative people that same mon- 
ey would have bought. I honestly 
wonder if it wouldn’t have been 
better invested for the client in 
that area, and let him solve his 
marketing problems internally 
with the extremely capable people 
he already has.” 


s “We are always glad,” said an- 
other president, “to get as far into 
the client’s problems as he will let 
us—and this means we're pre- 
pared to go as far into marketing 
he will permit.” 

“And how we collect for all this 
has yet to be determined,” fin- 
ished his colleague. 

“You reach a point where it’s 
|certainly uneconomic,” a _ small 
agency partner admitted ruefully; 
“you'd be glad to do the job, but 
you cannot afford the time. And 
we can’t get paid for it. Not in our 
league.” 


. And once more from Mr. Har- 
|per: “The need for objective evalu- 
|ation. The modern agency’s con- 
|tribution in this particular area is 
| two-fold. First, its research facili- 
|ties which a few but not too many 
| manufacturers can (or should) du- 
plicate. Second, its outside view- 
point ... At the core of the market- 
ing concept is a sense of unity of 
purpose, of parallel movement of 
goods and communication. The ad- 
vertising agency, communications- 
minded by its very nature, makes 
an important contribution to this 
need for integration...” 

What’s more, he argues that 
|“advertising is about to burst its 
seams. This does not mean to sug- 
| gest that the development of effec- 
tive advertising is not still the 


|agency’s primary role and interest. 


But it has been our experience 
that as the agency applies its tal- 
ents to other phases of marketing, 
it dramatically improves upon the 
advertising it produces. For we be- 


lieve that advertising does its best 


job when it is conceived in part- 
nership with the product and other 
communication that flows  be- 


|tween manufacturer and consum- 
|er. Only then does the entire flow 


of marketing pressure focus with 
one image upon the consumer’s 
motivations.” # 


BofA Names Four VPs 


The Bureau of Advertising of the 
American Newspaper Publishers 
Assn. has named four vps. They 
are Edward H. Burgeson, director 
of sales development, retail vp; Ed- 
ward A. Falasca, promotion direc- 
tor, creative vp; Robert L. Moore, 
sales and marketing director, vp 
and general sales manager, and Ed- 
ward C. Raymond, formerly busi- 
ness manager, administrative vp. 
A research vp will be named later. 


GOA Reports Profits Up 


General Outdoor Advertising Co., 
Chicago, has reported that its sales 
for 1957 were $38,483,717, com- 
pared with $33,426,896 for 1956. Net 
profits from operations for 1957 
amounted to $2,832,264, or $4.75 per 
common share. This compares with 
$2,503,936, or $4.28 per share 
earned in 1956. 


Chet Pet Names Potter Co. 

Chef Pet Foods Inc., Brookfield, 
Ill, has named Robertson Potter 
Co., Chicago, to handle advertising 
and public relations for a new line 
of pet foods. Newspapers, radio, 
television, trade publications and 


direct mail will be used. 
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The Big Boston Stores 
that get the Big Bulk 


of the Business 


use the Newspaper 


that gets them 


the Big Bulk of Boston's 
Spending Power 


JORDAN MARSH 
Herald-Traveler led 
2nd paper by 1,132,577 lines 


FRANKLIN SIMON 
Herald-Traveler led 
2nd paper by 98,914 lines 


PECK & PECK 
Herald-Traveler led 


2nd paper by 26,804 lines 


FILENE'S 
Herald-Traveler led 
2nd paper by 92,216 lines 


BONWIT TELLER 
Herald-Traveler led 
2nd paper by 165,141 lines 


BOND CLOTHES 
Herald-Traveler led 
2nd paper by 70,328 lines 


Here are the stores that do the big bulk 
of the retail business in Boston. See how 
they spend the big bulk of their advertising 
money — in the Boston Herald-Traveler. 
It’s first in retail newspaper linage —- first 
of all media in retail ad revenue from the 


big stores. It’s so simple. It’s all because the 
Boston Herald-Traveler delivers the Big 


’ Bulk of the tot@l spending power in the big 


Boston market. It’s also trye of the big- 
gest shopping centers of Greater Boston. 
It’s been true for years. 


te Dy eae 


TOTAL DISPLAY LINAGE IN BOSTON * 1957 


HERALD-TRAVELER 27,129,048 44.5% 
GLOBE 22,443,855 36.8% 
RECORD-ADVERTISER 11,356,333 18.7% 


*Larger daily plus Sunday 


IT’S A WHALE OF A MARKET- and the Herald-Traveler 


is Boston’s Basic Buy 
One Contract Delivers the “Big Bulk” in Boston 


The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC. New York + Chicago + Philadelphia + Detroit + Los Angeles 


Special travel and resort representative HAL WINTERS COMPANY, 7! 36 Abbott Avenue, Miami Beach, Florida 
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1000 IDEAS of Employes; BBDO, Grant Follow 


; . frem successful companies 


ony $10. 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION 
experiences sent you each month for a 
year...just as they happened...show 
ing the results produced. .as reported 
in the nation’s leading business and 
trade publications. Adapt them to your 
own profitable use. Worth much much 
more than the $10.00 check you send. 


BRIEFED 
400 Madison Ave., (Dept. A), N. Y. 17 


New York, Feb. 19—How many | dous international business, 5,050 | 


international field as well as the|establishment but less 


how many branch offices it main-|stine & Osborn, with many U. S 


handles. | office, 2,230. 
Among the biggest agencies, the 


JWT McCann Y&R L d in N mber the same number of employes— 
1,500 for Grant, 1,450 for EWRR. 
: 7 ea u Then comes a substantial drop Cunningham & Walsh, whos: 
to the next group: N. W. Ayer &| mergers have led to its being called 
Son, with domestic branches bu | the General Dynamics of Madison 
|no foreign operation, 1,100; Benton 
& Bowles, few branch offices an: 


, . hla Canadian service office, 1,000 
people are employed by an adver-| McCann-Erickson, with the same | Foote, Cone & Belding, with a ma- 


tising agency depends largely on| general description, 3,924; Young |jor international office and US. 
(1) whether the agency is in the| & Rubicam, with a large domestic | pranches, 870; Kenyon & Eckhardt, 
| € interna- which built a branch operation and 

domestic field, (2) what kind of | tional billing and fewer foreign of-| pushed out into the international 
accounts the agency hendles, (3) | fices, 2,550; Batten, Barton, Dur-| field two years ago, 841; Ted Bates 
-|& Co., sticking as close to single 

tains, (4) how many accounts it|branches and a single Canadian | office operation as possible, 750; 
Leo Burnett Co., with branch of- 

fices held to a minimum, 711; 

‘number of people employed goes|s Grant Ajivertising and Erwin| Campbell-Ewald Co., with branch 
in about the following progression: |Wasey, Ruthrauff & Ryan, both| offices set up to service Chevrolet 
J. Walter Thompson Co., with! with large segments of total billing | zones, 746; and Compton Advertis- 
;many branch offices and a tremen-' in international offices, have about|ing, which lined up an extensive 


” 


..-LIKE CALIFORNIA (//77/0UT 
THE BILLION-DOLLAR { 
VALLEY OF THE BEES 


’ Actually, total effective buying income of more than $2.7 billion 


/ More effective buying income than Maine, Vermont 


and New Hampshire put together e THE SACRAMENTO BEE 


© THE MODESTO BEE 
* » THE FRESNO BEE 


Vv Not covered by San Francisco and Los Angeles newspapers 


Don’t let things slip away from you in the West. There’s a swarm- 


ing market in California’s inland valley — and you simply can’t Bp 
cover it with oceanfront newspapers. It takes the Bees to get € e 
home to Valley people. % Zs 


Data source: Sales Management’s 1957 Copyrighted Survey 


McCLATCHY NEWSPAPERS ze. _ 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE Ze” 


oul > 


ie the newspaper field, only McClatchy gives national advertisers three types of discounts -- bull, frequency and 2 combined bulh-frequency. Check O'Mara & Ormsbee for dcta’'s. 


Advertising Age, February 24, 1958 


West Coast operation, 703. 
The next group is comprised of 


Ave., 550; Grey Advertising, bas- 
ically a one-office operation, 525; 
Fuller & Smith & Ross, with do- 
mestic branches, 503; D’Arcy Ad- 
vertising, with multiple offices 
plus a Canadian and Mexican op- 
eration, 494; Lennen & Newell 
largely one office, 453; Campbell- 
Mithun, now branching out, 447; 
Cockfield, Brown & Co., with a 
network of Canadian offices, and 
a long account list, 479. 

MacLaren Advertising, with Ca- 
nadian offices plus a British oper- 
jation 2,390; MacManus, John & 
| Adams, 381; Kudner Agency, 375; 
Needham, Louis & Brorby, 329: 
Donahue & Coe, 329; William Esty 
Co. 325; Sullivan, Stauffer, Col- 
well & Bayles, 310; Maxon Inc. has 
300; Norman, Craig & Kummel, 
with Chicago office opened to 
service Pabst, 248; and D. P. Broth- 
er & Co., 200. 


|@ These figures are impressive 
but they also illustrate the axiom 
that, even among the titans, the 
agency business is a_ small- 
business business. For instance, 
Chase Manhattan bank has 12,000 
_ employes in the U. S., 2,000 in Eu- 
|rope; Merrill Lynch, Pierce, Fen- 
ner & Smith has 5,700 employes, 
| including about 400 on part-time 
| work; Price Waterhouse & Co. has 
|some 500 employes in New York 
| alone. 

In other parts of the advertising 
business, employe rolls are likely 
to be higher; Time Inc. has 3,000 
| people in its publishing operations 
}and a total of 5,000 with its sub- 
| sidiaries; the New York Times has 
“more than 5,000” employes; CBS 
|/has 15,000 employes, 5,000 of them 
engaged in broadcasting opera- 
tions. + 


Grand Union Replies 
to FTC Discrimination Case 

Grand Union Corp. has stated 
that it long ago discontinued pro- 
motional arrangements which have 
been challenged by the Federal 
Trade Commission. In replying to 
the complaint issued last December 
(AA, Dec. 30) that Grand Union 
received illegal promotion allow- 
ances by renting space on a Times 
Square spectacular sign, the chain 
admitted it received about $11,000 
for its share of rentals from 15 par- 
ticipating advertisers. 

Grand Union also admitted two 
instances of exclusive arrange- 
ments, but insisted they were made 
to “concentrate Grand Union’s 
merchandising efforts on certain of 
two suppliers’ lines.” 


British List of Publishing 
Personnel, Data Is Published 

World’s Press News Publishing 
Co., London, has released its an- 
nual “Directory of Newspaper and 
Magazine Personnel and Data” 
published in January with quar- 
terly corrections. 

Information given includes edi- 
tors, ad and circulation managers, 
page sizes, deadlines and the like. 
Sections include lists of news and 
photo agencies, radio and television 
news services, embassy press at- 
taches and special correspondents. 
Commonwealth and other overseas 
press information is included, as is 
a list of American press represen- 
tatives in London. Copies are one 
guinea from the publishing compa- 
ny at 9-10 Bailey, London, E. C. 4. 


Select Magazines Volume Up 
Select Magazines Inc. New 
York, cooperative sales organiza- 
tion, has reported gross commis- 
sions of $7,454,948 for 1957, 42.6% 
above 1956. This includes sales 
from Pocket Books Inc., which the 
company began distributing in 
| September, 1957. Select Magazines 
said 1958 gross commissions are 
expected to be about $9,700,000. 
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By purchasing in quantity, and in quality, 
our young reader-wife keeps family- favorite 
foods flowing from her freezer—ready on de- 
mand at any time. And just as her freezer 
keeps foods fresh for the future... all her ap- 
pliances keep her fresh for family fun. 
There’s a lot of wisdom in her manage- 
ment of time and money. And for the new- 
est and best ways to do this she turns to 
Good Housekeeping... the magazine that 
gives more than twice as many pages on 


home furnishings, appliances, and home- 
making equipment as its nearest competitor. 

This is the magazine that checks every 
appliance in its pages—editorial and advertis- 
ing—in its famous Institute and laboratories. 
And the proof of every promise is wrapped 
up in the Good Housekeeping Guaranty 
Seal. 

No wonder Good Housekeeping is the 
magazine she learns by, lives by—buys by 
...1n a mood of confidence! 


104.3% MORE PAGES ON HOME FURNISHINGS, HOMEMAKING 
AND APPLIANCES -EQUIPMENT in Good Housekeeping than in its 


nearest competitor, twelve months of 1957 (Lloyd H. Hall Co.) 


The buying guide of 
$1,000,000 women (Crossley) 


a a mo 
+ Guaranteed by 


Good Housekeeping 
< 


*. 
4S apveanist Wl 


Good Magazine Magazine 
Housekeeping B Cc 


A Hearst Magazine 


SHE'S SO SURE WHEN GOOD HOUSEKEEPING SAYS SO 
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Brookes Named Cryovac A.M. 


Warren T. Brookes has been 
named advertising and sales pro- 
motion manager of the Cryovac 
Co., division of W. R. Grace & Co., 
Cambridge, Mass. Mr. Brookes, 
Cryovac sales promotion head for 
the past year, now has added ad- 
vertising duties. 


begs 
ae 


Ted Bates Moves Office 


Ted Bates & Co. has moved its 
office to 666 Fifth Ave., New York. 


"CENTS A LINE” 
67,000-+ ABC Circulation 


= in the best of 


311 &. Lancaster Ave., Ardmore, Pa 


Motive-Cued Ads jj 


Promote Joining 


Four Roses Club 


New York, Feb. 18—Pursuing a 
finding of motivation studies that 
|a whisky ad should appeal to a 
| prospective user’s yearning to be 
\set apart from the crowd, Four 
— Distillers Co. is breaking an 
ad campaign in the March 3 Life 
based on the formation of the Four 
Roses Society (AA, Feb. 17). 

“Our Four Roses Society ads,” 
| Says Bradley Houghton, Four Roses 
jad manager, “are about enviable 
|but not remote people who enjoy 
| life and enjoy Four Roses. Their 
| actions have a sparkle to them, and 
they are shown in a wide variety 
ot situations into which the reader 
can project himself.” 

A variety of point of sale ma- 
terials, Mr. Houghton said, will be 


Advertising Age, February 24, 1958 


made available to stores and tav- 
| erns. The company’s personne] will | 
|help to enroll members of the 
‘Four Roses Society, which will 
lelect officers and conduct social 
lactivities. The company will pro- 
vide membership insignia, cards, 
and other accoutrements to mem- 
|bers, wherever local liquor regu- 
[lations allow. 


° 


_ 
' 


/\m Another House of Seagram divi- | 
|sion, Calvert Distillers Co., is| 
| breaking a Calvert Reserve cam- | 
|paign featuring a giant hand in a| 
|'white gauntlet and offering a) 
|toast. The drive is built around 
the slogan, “Clear Heads Agree 

Calvert Is Better.” 

Walter C. Houghton, advertising 
| manager of the brand (and brother 

RECRUITMENT—This is the first ad in|of the advertising manager of | 
Four Roses Distillers Co.’s new Four Roses), said that extensive 

campaign for Four Roses blended | copy testing was behind Calvert's 
whisky. The initial ad breaks in| agg *- —— = anne ae 

Life March 3; the drive continues, | Feet ag nether a = 

using Look, 150 newspapers and Explaining the use of the hand, | 

outdoor panels. Young & Rubicam | yr. Houghton said, “We were look- | 


is the agency. ing for something which would be | 


Proclamation! 
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Metropolitan San Jose 


Population Gain, Fiscal 1957 - 10.6% * 


(*Source: Bay Area Counci! ) 


TAXABLE RETAIL SALES** 


(In 000’s) 
viz. January,-September 30, 1957 
January,-September 30, 1956 
Increase $30,647,000 


**(Source: State Board .of Equalization) 


Remember, You COVER San Jose ONLY With The 


Member of the Metro Sunday Comics Network 
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| PSYCHOLOGY OF GESTURE—T his sculp- 
tured hand’ offering a toast will 
| highlight the new campaign for 
| Calvert Reserve which breaks Feb. 
20 in 500 newspapers. Color pages 
will also be used in magazines and 
on posters in 100 markets. Grey 

Advertising handles the account. 


So 


WNYnere 


visually dramatic and at the same 
jtime embody all the feelings of 
quality, tradition and masculinity 
which our customers feel toward 
|Calvert Reserve. The new Calvert 
hand combines the expressiveness 
jand attention value of the human 
|hand with the suggestion of virility 
\in the gauntlet, plus the friendly 
gesture of the toast. And by using a 
statue in the illustration, rather 
|than the photograph of a hand, we 
hope we have given it connotations 
|of universality and permanence.” # 


“The 


Growing’s 


Photographic Book Bows 

Photo Methods for Industry 
(PMI), a new monthly that covers 
the industrial photographic mar- 
kets, has begun publication. First 
issue was mailed to a 200,000 con- 
trolled circulation. Publisher, with 
offices at 33 W. 60th St., New York, 
also publishes Modern Photogra- 
phy, Photo Dealer and other publi- 
cations. Page rate is $700 for one 
insertion. Milton T. Astroff has 
been named advertising manager. 
Sales representatives are Irving 
Yoffe, Chicago; Robert Ahrensdorf, 
Los Angeles, and Donald Kerwin, 
San Francisco. 


Sood ! 


Gorenflo Joins McCormick 

Oscar C. Gorenflo has been 
named national accounts executive 
of institutional division, McCor- 
mick & Co., Baltimore spice and 
extract manufacturer. Formerly 
director of institutional operations 
of the Tea Council of the U. S., Mr. 
Gorenflo has been affiliated with 
the tea industry 20 years. 


7 2ernree. 


Amana Opens Sales Contest 

Amana Refrigeration Inc., 
Amana, Ia., is conducting a contest 
for Amana distributor salesmen. 
Prizes are an all-expense trip to 
Paris for two and 25 cash prizes. 
Awards will be made on the basis 
jot tape recordings made by the 
salesmen of an Amana product 
| presentation. 


‘American Artist’ Names Rep 
| American Artist, New York, has 


: appointed Jack Provol, Chicago, its 
Ask Your Ridder-Johns Representative! | advertising sales representative in 
the midwestern area, 


eRe ER ee rad aE igh ake ; a ee ee aE CES cy Re 2 iA eh eee SE Teer Mg Cana te Are es. 4 : 2, enn deere eS et Re Oe a ee Besse 
o co ee eat ee 5 ee ; : vy Re eer Me po be ae 7 lero a . Wefet a ee ay eet oa oo Sy aoe 
f c St gia et, sete aig a ye i ye , Ae Spee aaa ‘ A wana ag De aad: wae on te wi, Satie ans 
q a Cee tc ee ete Se . Dt ce ay Mets st) i oy ‘ j = = eran ig 3 28 Ga : re Pe ey ee ee a Ue 22 ee 
_ 2 ace ia ope. Bi os ee Wr oe ee “ee ee he Lo a tee ae 
ree! : iirerae We gee ee ie eee. ee ae ee ee er, ea ee * ee a a ae cea 
; Wee — < ; 5 ¥ ccicabaih 1 etic a EP es Me 5 Sis 
vay ‘ : ‘ , : , ee 
es ‘ 
Bg 
ae 
a : i ee. <a 2S Se aati 
a. , ee a 1 ‘es ome 
apa oh See ae * 
| ¥ CLEAR HEADS AGREE 
H ie i y toi ‘4 
‘ oe ees 
a - : oe OO 
ia eed alk - 
' % — < 4 * 
=. Eat 7 
os ee a yee 
os aS : ae 
4 cae Begs k obi 
cet Po 3 “a 
; nw 
ae er et 4 
= ; af a, _ = J at Al A * 
ek ati! ie : ca Oe a ee a 
ce) es ka 7 ee ie, 
; a Beck i cl : 
sta , F “ ae 
ie —s 
~~ le , 
a |: = —. 
Ps by J ihr hs De a 
Ss 4 a ote eee. Oe ; 
pe ‘For Market Data write to — eae | ¥ r 
2 Philadelphia —— 
he : ee ‘ ns | , Ml 
- C—O a 
i Newspapers, oie f a) tie ee ; 
pie | Sap ade en - 
D< ce z ae # 
2 : EEE a _ x ~ 
. i ee 
| ae 
a aa | bs aa | 
ae srg. 
Pa i sat atte: 
a Las ¥ re | aye) a 
a x Vx SRS 
ih oe 1 2B 
: oa . VY wm te 
; a * a b, 
‘a qi Shi: oe or 
= _ ’ a ee 
ors & Me . % a) 
“gs 3 ; > ae \ 
4 é 7 MANS: SP ae 
x _ | Baas SR Sexy 
fi, ee ee 
3 fs «RE Sa ee 
= oo Riis! oem SS 
ae roe wrod ¥ i es 
at “Lata | Re 
a pisses Se y 
es tea 
a ah ¢ 
ae 
poe i 
. * 
et . 
Ae vt FS ye 5 if 
ae “ye 73" a ut ; i] : 
ere we baths. + ye Ned 
% Nieeg; He ga My 
re "hes, ofl: Sie 
, 
% 
= aa 
ude 
AR 
pet 
oes 
Eat 
ve 
fe 
es 
are 
ee 
- ee | 
ite | 
; | 
» Ns lead i. 
Ze . $348,602,000,., ° ? 
: J reee 6 tas ’ ’ 4 a 
} lhe 
$317,955,000 
. oo .. Up 9.6% d | 
ag 
a 
ee 
up 
b. aA | 
3 ercu and News 
" 
ped 
im ee 
a 
(ce a 
Yh ie r ey ie pei : pre ae Ree or : ae : ‘ gages ae ee ven : aie i 
, ‘: se Nak te Be 25 7 br Ry $2 ure fs ‘ ere ee eaten ae alae ee ae 253 eu ph AR es ete es oan Fe nee, SE a a ae ey ets a Se 
7 i caine daaea " i ard ao ee ode eee ht A ante ee eg: "is SS Se cer aieee: ye uctceege a!  cogee ee |e te te Sim els gt | Oe ey PO ee a ee ae oe Pa ee ean ee we E 


ow OS CF 


Sl tl 


Meet an Ottawa, Ontario 


GOVERNMENT 


OTTAWA Citizen 
MEDICINE HAT News CALGARY Herald 


MERILYN WALKER is a graduate X-ray technician who’s working as a 
research technician in the thermo calibration division of the National 
Research Council. Merilyn represents more than 65,000 government 
workers in Canada’s booming capital. 


Look at the facts: 


e A $2 million shopping centre is now under construction to serve 1,650 
new homes in South-east Ottawa. 


e An outlay of $10 million by the Federal District Commission will be the 
initial cost of re-locating Ottawa’s downtown railroad system. 


e A new $60 million housing, commercial and industrial development has 
been announced for Ottawa’s West-end. 


e A new $10 million span across the Ottawa River into Hull has been 
approved and is now in the final planning stages. 


HAMILTON Spectator NORTH BAY Nugget WINNIPEG Tribune 


EDMONTON Journal VANCOUVER Province* 


*Published for Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL —The Southam Newspapers, 1070 Bieury St., J.C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


All in all, industrial, commercial and government expansion planned for 
Ottawa over the next few years is nothing short of staggering. 

These tremendous expansion plans are just a few of the many good reasons 
why the City of Ottawa proper, plus neighbouring Hull, Quebec, with 
combined populations of 271,372 can now boast a retail sales figure of 
$28 1,273,000. * 


To sell this wealthy market you must use the Ottawa Citizen . . . the 
paper the people know and trust. The Citizen now boasts a hard-selling 
circulation of over 60,000. 


FREE MARKET INFORMATION 


Ask your Southam representative for a free booklet, featuring complete, 
up-to-date market information. 


*Sales Management, 1957. 


THE SOUTHAM NEWSPAPERS 
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Plan International 
Is Formed by I1 | 


European Agencies | 


Paris, Feb. 18—Advertising 
agencies and market research com- 
panies from 11 countries have or- 
ganized a new network to offer ad- 
vertisers an over-all European 
service. 

Called Plan International, the | 
network has been formed “to ex-| 
ploit the enormous potential mar- | 
ket in the European Common 
Market.” The organization was for- 
mally set up at a meeting here last 
month. 

Richard Lonsdale-Hands, chair- 
man of Plan International, de- 
scribed the new association as “a 
kind of miniature United Nations 
of advertising, but a United Na- 
tions with executive business pow- 
er.” He said the network brings to- 
gether companies employing a to- 
tal of 1,000 persons. 

Mr. Lonsdale-Hands said: “I 
would say to business men all over 
the world that if you intend to ex- 
tend your activities to Europe, then 
Plan International is the only 
completely integrated and organ- 
ized body of international compa- 
nies with the experience and 
knowledge to act for Europe as a 
single unified territory.” 


s The British advertising execu- 
tive—he is a principal of Green- 
lys Ltd., London—added: 

“We are aware that American ad- 
vertising agencies are starting up| 
branches in many Western Euro- 
pean capitals. Ours is not that kind 
of venture. We are not branch of- 


fices or outposts of an empire. We 
are leading and established adver-| 
tising and marketing organizations | 
in the areas where we shall be ac- | 
tive.” 
Plan International announced | 
that it is equipped “to prepare a 
master plan for clients, which 
would be implemented by the ap- 
propriate agency in each country, 
thus combining the advantages of 
over-all coordination of a central 
command with the specialized local | 
knowledge which only agencies op- 
erating in a country possess.” 


s Greenlys Ltd. will be the Plan 
agency for Britain. In France, it 
will be Agence Dupuy, Paris. The 
other members are Warbeliebald, 
Dusseldorf; Publi-Synthese-R. L. 
Dupuy, Brussels; Bergenholz G. Ar- 
nesen, Copenhagen; Publicruz, Bar- 
celona; Nijgh & Van Ditmar, Rot- 
terdam; Studio Stile, Milan; Trygve 
Dalseg & Co., Oslo; Seller’s Reklam, 
Stockholm; and Wild Agency, Zu- 
rich. 

Plan will have a European man- 
ager, John Roe, who will be based 
in Paris. It will be represented in 
the U. S. by Charles Emde of Fact 
Finders, New York. # 


Fisher Heads Atkins Saw 
Frank G. Fisher has been named 
president and general manager of 
the Atkins saw division of Borg- 
Warner Corp., Indianapolis. He 
formerly was vp and general man- 
ager of Rheem Automotive Co., 
Fullerton, Cal. Mr. Fisher replaces 
S. J. Roush, group vp of Borg-| 
Warner, who relinquished the) 
presidency of thé saw division. 


Ma ynard | 
does 


er” 
See page 190 


Advertising Age, February 24, 1958 


SAG Cancels Contract with Under a clause in its collective) will be direct mail and agricultural, TCF Appoints Moonan Ad Head 
Republic after Film Release bargaining contracts, the Guild| publications. Promotion theme will Phillip E. Moonan, at one time 

The Screen Actors Guild has|™@y withhold the services of its| emphasize that Hardy is “the origi-| s-count executive with the old 
served 60-days notice, effective | member s from any producer who nal trace mineral salt.” The agency | Ceci) g Presbrey agency and most 
March 24, of cancelation of its con-| Puts post-Aug. 1, 1948 theatrical | also has been named to handle ad-| recently marketing director for a 
tract with Republic Pictures and| films into television without first vertising for the new Lundia divi-|New York packager, has been 
its subsidiary, Studio City Televi- | negotiating such an agreement. sion of Swain & Myers, Decatur, | named advertising and sales pro- 
sion Products Inc., Hollywood. The | Ill., custom store fixture manu-| motion manager of TCF of Canada 
cancelation follows Republic’s ac- | Batz-Hodgson Adds Two facturer. Lundia is a line of pre- Ltd., Montreal, maker of transpar- 
tion in leasing about 140 post-Aug.| Batz-Hodgson-Neuwoehner Ad-| fabricated adjustable wood shelv-| ent cellulose film. He succeeds Oli- 
1, 1948, pictures for televising on | vertising Agency, St. Louis, has|ing and storage equipment featur-| yer L. Niehouse, who has joined 
NBC stations, w:thout negotiating been appointed to handle advertis- ing a Swedish design. Seelig &| Yardley of London (Canada) Ltd., 
with the Guild for additional pay- | ing and sales promotion for Hardy | Co. is the previous agency of record | Toronto, as executive assistant to 
ments to actors in the films. Salt Co., St. Louis. Principal media! for Hardy Salt. the directors. 


The power of a few words in print ‘ 


How one idea 


created jobs for thousands 


Fg cctcmey he died at 23, Eddie Axlrod’s life really 
began the day he heard his death sentence. He 
was 13—and sufficiently mature, his doctor believed, 
to know the truth about his hopelessly damaged 
heart. Ten years later, his life was over, for he 
couldn’t conquer his disease. But he did live long 
enough to develop an idea which brought new inde- 
pendence to disabled people throughout the world. ™& 


With money he earned while still 
in his teens, he established a factory 
for training handicapped workers. And 
before his time ran out, he helped to 
found a unique and spectacularly suc- 
cessful civic group: the Committee on 
Handicapped Placement of the Miami 
Chamber of Commerce, now headed 
by his father, Leo. 

In June, 1953, five years after 
Eddie’s death, Reader’s Digest pub- 
lished an article about him. 

“Who could imagine that this maga- 
zine would reach so many people in a 
position to help?” Leo Axlrod asks. 


‘*Upwards of 200 U. S. senior 
chambers of commerce launched 
handicap placement programs after 
the Digest told them about ours. 
Latin American communities fol- 
lowed suit. Then 4,000 interna- 
tional junior chambers became 
interested. So did associations and 
employers in every state.’’ 

No wonder Eddie’s story inspired 
so much action. When illness robbed 
him of a boy’s normal activities, he 
discovered compensating gifts: a lively 
sense of design, a flair for the mechan- 
ical, a talent for getting things done. He 
began by making little novelties which his 
father sold to dime stores, and this small 
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California National Divides 
Sales into Two Units 

California National Productions, 
New York, NBC’s tv film subsid- 
iary, has divided its sales activities 
into two separate categories. The 
distribution of new—that is first- 
run—series will continue to be 
handled through the CNP division, 
NBC Television Films. 

The sale of syndication re-runs 
series and former network pro- 
grams as they become available 
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by a new, still unnamed unit, to 
be headed by Jacques Liebenguth. 
Mr. Liebenguth has been with 
NBC Films for five years. He is 
in the process of setting up a sales 
staff. 


London Fire Halts 
$280,000 Drive for Fruit 

A two-day fire which roared 
through Cape Town docks in Lon- 
don and almost destroyed the larg- 
est pre-cooling sheds in the world 


($280,000) ad campaign in Britain. , 


The ad campaign was run by 
Mather & Crowther Ltd. for the 
South African Deciduous Fruit 
Board to promote sales of South 
African fruit. 

Mather & Crowther said that 
advertising plans would be re- 
sumed when shipments of fruit 
to Britain are revived. 


Mutual Reports Profit 


Paul Roberts, president of Mu- 


for syndication will be handled|has caused a halt in a £100,000'tual Broadcasting System, New 


York, has reported that his net-| 
work has been operating on a 
profit basis since September, 1957 
having cleared $24,000. 

He said the network’s losses for 
the first seven months of 1957— 
under the former RKO Teleradio 
ownership—totaled $680,000. 


‘Motor Cargo’ Names Railton 

Southern Motor Cargo, Memphis, 
Tenn., has named Richard Railton 
Co., San Francisco, its western 
sales representative. 


business became the family’s chief source of income. 

Although his physicians had told him to remain at 
home, in a wheel chair, Eddie had no time for such con- 
finement. He entered Miami’s Technical High School— 
and conducted a small furniture repair business on the 
side. This netted him enough to marry, to open his 
factory, and to put his plan into operation. 

He designed machinery and developed special tech- 
niques for his handicapped employees. And as soon as a 
worker gained a skill, Eddie found a job for him elsewhere 
—because he believed that wherever one handicapped per- 
son works, opportunities are soon given to others. 

Eddie’s theory proved itself repeatedly and widely 
after people read his story in the Digest. 

‘*With the help of your article,’’ Leo Axlrod 
said, ‘‘my late son started a miraculous chain reac- 
tion among employers throughout the world, which 
created thousands—perhaps millions—of jobs.’’ 


What caused so many employers to act? 


Like many another, this miracle was compounded of 
hope and compassion. What the Digest accomplished 
was to set these human forces into motion—on a large 
scale—as the printed word so often does. 

Words enjoy an unparalleled opportunity to do 
their job in Reader’s Digest—because this maga- 
zine is read by more people, picked up and read 
more often, than any other. 

A recent study has shown that the average Digest 
reader doesn’t just skim through his copy and pass it 


along. He reads it on at least five different days. Multi- 


plied by the Digest’s 32 million readers, this gives every 
page—and every advertising message-168 million oppor- 
tunities to be seen, to be read, and to be remembered. 

Why do so many people read this one publication, and 
turn to it so often? Because people have faith in Reader's 
Digest—the kind of faith that leads to action. 

That is why so many businessmen have discovered that 
the Digest is an ideal vehicle for advertising, too. 


’ 


What ‘‘repeated exposures’ 
mean to advertisers 


A coupon is a tough test—not only for an advertise- 
ment, but for the magazine that carries it. Last Febru- 
ary, the “Live Better—Electrically” program offered an 
idea book to Digest readers—a book which had already 
been widely distributed throughout the country. 

Nevertheless, in just five weeks, the coupon produced 
more than 65 thousand returns. And at the end of three 
months, they still flooded 
in at the rate of a thousand 
a week. 

«But that is only part of 
the story: New trade inter- 
est was stimulated as well, 
leading to the distribution 
of thousands of additional 
copies of the book. 

Mr. R. E. Boian, manager 
of the “Live Better—Elec- 
trically” program says this: 

‘*‘We believe this re- 
turn helps to substantiate 
your point that repeated 
exposures to an issue of 
the Digest produce addi- 
tional important values 
for the advertiser. 

“The faith with which 
people read the Digest must 
have significance for all 
advertisers.” 


WHY ADVERTISERS INVESTED 
52.2% MORE IN THE DIGEST IN 1957 


@ Over 11,500,000 copies are next two top magazines.* 
bought every month in the @ Compared with other lead- 
U. S. The Digest’s circula- ing magazines, the Digest 
tion is larger than that of gives twice as much circu- 
the next two magazines— lation for every advertising 
combined. dollar you spend 

@ A single issue reaches over *Readership data from: “A Seudy 
32 million Americans—and of Seven Publications” by Alfred 
nearly 17 million of them are porrenpleng wearvig—ebeky fm | 


. write to: Reader's Digest, 230 Park 
not reached by either of the Avenue, New York 17, N. Y. 


People have faith in 


eader’s Di gest 


Largest magazine circulation in the U. S. 
Over 11,500,000 copies bought monthly 
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Gordon & Hempstead 
Formed in Merger 


Cuicaco, Feb. 18—Marvin Gor- 
don & Associates and the Henry M. 
Hempstead Co. have combined 
forces through a corporate merger. 
The name of the new agency is 
Gordon & Hempstead Inc., with 
headquarters at 810 N. Michigan 
Ave. 

Mr. Hempstead is president and 
Mr. Gordon exec vp and creative 
head of the agency. Other key per- 
sonnel are Earl L. Collings, vp and 
account executive; Chester L. 
Mills, secretary and office manag- 
er; Robert Miles, art director; Neal 
Waldman, copy chief; Sid Flom, 
production manager, and Lurline 
Bennell, media director. 

All personnel and present ac- 
counts of the two agencies will be 
retained. The new agency is ex- 
pected to bill about $2,000,000 this 
year. 

Mr. Hempstead has operated his 
own agency since 1948. Prior to 
then, he was a vp of Benton & 
Bowles in charge of B&B’s Detroit 
office and supervisor of the Stude- 
baker-Packard account. Before 
that, he was a vp of the old Geyer, 
Newell & Ganger agency. Mr. Gor- 
don has headed his own agency for 
12 years. + 


Outdoor Groups Pick PR Aide 


Two key organizations of the 
standardized outdoor advertising 
medium have appointed public re- 
lations counsel. Outdoor Advertis- 
ing Assn. of America, Chicago, 
which recently opened an office in. 
Washington, has moved its public 
relations account from Hill & 
Knowlton, New York, to Sessions 
& Caminita, Washington. Outdoor 
Advertising Inc., New York, the 
medium’s national sales and pro- 
motion organization, has retained 
Hill & Knowlton as counsel for its 
consumer relations program. Both 
of the counseling services will op- 
erate respectively under the direc- 
tion of the public relations depart- 
ments of OAAA and OAI. 


Lily-Tulip Boosts Oliver 


Lily-Tulip Cup Corp. has named 
Matthew A. Oliver Pacific region 
manager, with headquarters in 
San Francisco. With the company 
since 1939, Mr. Oliver was former- 
ly staff assistant to the vp of mar- 
keting in the New York office. 


Orlando 
Orlando 


Jrlando 
THE BIG, GOLDEN...° 


Orlando Sentinel-Star 
has more than § times the 
combined circulation of 
Tampa, Miami and Jack- 
sonville papers in the Cen- 
tral Florida 5-County area. 


Orlando 


; THE BRANHAM CO 
Orlando 
Orlando 


Orlando 
THE BIG, GOLDEN...* 


Orland o Sentinel-Star 
has more than 5 times the 
combined circulation of 
Tampa, Miami and Jack- 
sonville papers in the Cen- 
tral Florida 5-County area. 
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‘Cheer,’ New Harrad 
Magazine, Set for May Bow 

Harrad Publications Inc., New 
York, will introduce Cheer maga- 
zine this spring, probably in May. 
Initial circulation guarantee for the 
publication, said to “reflect the 
trends and tastes of modern young | 
Americans,” will be 100,000. Tenta- | 
tive b&w page rate for Cheer is 
$675. 


The most 


LOOKED AT 


tv station 
in 


Dallas! 


DALLAS — CHANNEL 
Represented Nationally By 
THE BRANHAM COMPANY 


DATE BAIT—Mil- 
print Inc., Mil- 
waukee, designed 
and printed (on 
| gold foil) this 
Calavo Growers’ 
Golden Hallowi 
dates package. 
“D-A-T-E-S” is 
printed alternate- 
ly in blue and red 
on white oblongs 
' bordered in yel- 
low. 


Brown Joins Compton 


| executive. 


R. Wells Brown, formerly a sen- 
ior account executive with Batten, | operating assets of Texas Car Rent- 


| Hertz Buys Texas Licensee 


Barton, Durstine & Osborn, Sanjals Inc. of Midland and Odessa, 
| Francisco, has joined Compton Ad-|Tex., formerly a Hertz licensee. 
\, | vertising, New York, as an account | Hertz acquired 100 vehicles in the 


transaction. 


Hertz Corp. has acquired the 
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Mountain West 


in the 


All New! 
Improvement Era 


203%* greater than Better Homes & Gardens 


i. - 


139%* greater than Life Ba 


| | 


465%* greater than Time 


ADVERTISING OFFICES AND REPRESENTATIVES 
Verl F. Scott, 50 North Main Street, Salt Lake City, Utah, 


Advertising Director 
Edward S. Townsend Co., 


110 Sutter St., San Francisco, Cal 


Edward $. Townsend Co.,.159 So. Vermont Ave., 


Los Angeles, California 


Davis and Sons, 30 North LaSalle St., Chicago 

Sadler & Sangston Associates, 342 Madison Ave., New York 

M. B. Bock and Associates, Baker Bldg., Minneapolis, Minn. 
*Based on circulation figures for the Stete of Utah. 


High, wide, and rewarding... 


Big Brewers Get Bigger Share of Market; 
Total Volume Dips 1%, Research Corp. Finds 
New York, Feb. 18—Research |Liebmann (4) 2,900 3000 — 3.3 | 
Co. of Ameyica has released fig-| Stroh 2,585 2,709 — 46 
ures on 1957 sales of the 25 leading | Miller 2,340 2,246 + 44 
U. S. brewers. Total industry vol- | Lucky Lager 2050 1,960 + 46 
ume in 1957 was 84,900,000 bbls., | Schmidt-Phila. (2) 1,925 1,850 + 4.1 
down approximately 1.2% from | Jacob Ruppert 1,502 1,539 — 2.4 
1956. The 25 leading brewers are | Piel Bros. (2) 1435 1,350 + 63 
estimated to have sold 70% of the | Drewrys Ltd. (3) 1,371 1432 — 44 
industry’s total volume in ’57, com- | National (3) 1,301 1,295 + 0.5 
pared with 67.5% in °56. The top |Blatz 1,247 949 +31.3 
ten brewers accounted for about | Coors 1,147 1,090 + 5.2 
45% of the nation’s beer sales in | Jackson 1,107 1,051 + 53 
57, up 1% over ’56. Olympia 1,102 1016 + 86 
In 1,000s of bbls. the 1957 sales | Duquesne 1060 1,046 + 15 
lineup is as follows: Burgermeister 974 1,033 — 57 
Pearl 943 905 + 43 
% | Pfeiffer (3) 910 1,031 —11,7 
Brewer 1957 1956 Change! Note: Figures in parentheses indicate 
Anheuser-Busch (3) 6,120 5,864 + 4.3) number of plants operated by each brewer. 
Jos. Schlitz (4) 6,024 5,941 + 1.4 } 
Falstaff (9) 4,250 3,870 + 9.8|Peanut Butter Sold in Tubes 
Ballantine 3,982 3,967 + 04) H. V. DeVinney Co., New Beth- 
Theo. Hamm (2) = 3,376 3,325 + 1.6/ljehem, Pa., has begun distribution 
Carling (4) 3,151 2,997 + 5.1/ of its Kitchen King brand peanut 
Schaefer (2) 2,850 2,720 + 48) butter in a collapsible metal tube 
Pabst (4) 2,900 3,115 — 69|in the Johnstown, Pa., area. A six- | 
ADVERTISEMENT ounce tube retails for 39¢. The 


Mountain West Becomes America’s 
Newest 51,800,000,000 Market 


Population Gains 67% 
Higher Than National 
Average 

Satt Lake City, Feb. 24—Living 
the good life in the high, fertile 
valleys of the Mountain West are 


over a million “Mormons,” consti- 
tuting one of the nation’s most 
stable, prosperous, and  homo- 
geneous “communities.” They have 
larger families than people of other 
regions — 11% above the national 
average — with consumer “wants” 


proportionately high. The popula- 
tion gain of this area is 67% higher 
than national average. Additional 
thousands of well-to-do Mormon 
families live in the fertile valleys 
and urban centers of California, 
Arizona, and the Pacific Northwest. 


Higher Home Ownership 
Leaders In Education 

Home ownership is 24% above 
national average. More than 70% 
of the Mountain West citizens own 
their own homes. The people of 
this area also lead the nation in 
literacy, college training, and per 
cent of income devoted to educa- 
tion. 


Economic Growth And 
Future Outlook 


Total retail sales in this area have 
grown to over a billion and a half 
annually and will continue to grow 
because of new developments and 
increased income brought in by 
Upper Colorado River projects. These 
mammoth projects will provide this 
fast-growing area with greater power 
and water sources to fully develop 
already-rich petroleum and mineral 
resources. 


Improvement Era... 
Most Influential 
Magazine “Voice” 


Sact Lake City, Feb. 24—Through- 
out this compact “Mormon Country” 
market, the 60-year-old Improve- 
ment Era has far greater influence 
than any other general publication. 
The circulation of this magazine has 
risen 500% in the past twenty-one 
years. In Utah alone, circulation is 
139% greater than Life Magazine, 
203% greater than Better Homes 
and Gardens, and 465% greater than 
Time Magazine. 


Many National 
Advertisers 


A host of nationally known ad- 
vertisers, ranging from steamship 
lines to furniture-makers, and from 
food-canners to insurance companies, 
consider the Improvement Era a 
must to reach this important re- 
gional market. 


Magazine's “‘New Look”’ 


The Improvement Era began its 
60th year with new cover design, 
new typography, and a new format 
throughout. New departments re- 
cently developed give added empha- 
sis to family and youth activities. 
The magazine readership enjoys top- 
flight fiction and general interest 
features, along with monthly edi- 
torials by David O. McKay, presi- 
dent of the LDS (Mormon) Church 
and sermonettes by Richard L. 
Evans, commentator for Salt Lake 
Tabernacle Choir broadcasts. 


company says it plans national dis- 
tribution in the near future. 


Wilson Forms Consultant 

Kenneth O. Wilson, formerly as- 
sistant midwestern advertising 
manager of Ebony, Tan, Jet and 
Hue, has formed his own sales and 
merchandising consulting com- 
pany at 222 S. Morgan St., Chicago. 
The company will offer services in 
the Negro market. 


McKinney Adds Fifth Branch 

A fifth branch of J. P. McKinney 
& Son has been opened in the Pen- 
obscot Bldg., Detroit. McKinney is 
the advertising representative of 
the 22 Gannett newspapers. Car- 
lisle Hicks, formerly with McKin- 
ney in New York, heads the new 
office. 


Schwartz Named ‘Tide’ ME 

Kenneth Schwartz has been 
named managing editor of Tide 
to succeed Alvin W. Outcalt, who 
will become managing editor of 
Sponsor March 1. Mr. Schwartz 
previously was assistant managing 
editor. 


Cohan Named Ad Manager 
James S. Cohan, formerly an ac- 
count exec with D’Arcy Advertis- 
ing Co., has been named to the 
new position of advertising and 
sales promotion manager of the 
Grand-Way Saving Centers, Grand 
Union Co., East Paterson, N.J. 


“Neither trade papers nor direct 
mailings were of much help to us 
in building worth-while nationcl 
retail distribution. 


“Now, through our consumer acs 
in The RIFLEMAN we are lining up 
| many fine new dealers.” 


(Name on Reques ) 
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LOOK’s exciting story of people has built one of the largest, most 
responsive audiences in magazine history. This reader impact — coupled with LOOK’s 
unmatched efficiency in delivering readers — explains why, in 1957, 


LOOK gained more advertising revenue than any other magazine in America. 


Issue for issue, LOOK is read by more women... 
and more women per advertising dollar... 
than the largest women’s magazine 


Issue for issue, LOOK is read by more men... 
and more men per advertising dollar... 
than the largest news magazine 


Issue for issue, LOOK is read by more people... 
and more people per advertising dollar... 
than the largest newspaper supplement 


In fact, LOOK is read by more people 
per advertising dollar 
than any other major national publication 


Statements are based on latest-announced black-and-white page rates and latest 
average-issue audience figures. An average issue of LOOK is read by 24,800,000 people — 1,079 per dollar; 
by 13,150,000 females — 572 per dollar; by 11,650,000 males — 507 per dollar. 
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Manufacturers who advertise in 


Oonnie Hubbarda Kupboard 


(ABC circulation over one million — reaching 
two out of three homes, see Standard Rate 
and Data). 


get realistic and effective store- 


level support from these retail 


food stores—the largest indepen- 


dent organization in northern 


California. 


only *350 °° per participation 


*THE ONLY MEDIUM THAT CAN MAKE THIS STATEMENT 


FOR MORE INFORMATION .. 


. CONTACT 


O3onnie Hubbarda KUPBOARD 


685 — 6th STREET - 


SAN FRANCISCO 


Chicago Car Dealers 
Start Pricing New 
Models in Promotion 


Cuicaco, Feb. 18—A number of 
Chicago area car dealers are heed- 
ing public resentment and confu- 
sion over nebulous new-car pric- 
ing. 

Courtesy Ford, advertised as the 
world’s largest Ford dealer, an- 
nounced through ads in the four 
Chicago dailies last week that it 
would tag all its new cars with 
factory-suggested list prices. 

The customer can still haggle 
over price via the “Courtesy Certi- 
fied Discount Price,” however. But 
Jim Moran, head of Courtesy Ford, 
said tagging the cars will help 
prevent other dealers from “pack- 
ing” list prices and then offering 
huge discounts. 


s Albert E. Norman Jr. of Norman 
Motors in suburban Evanston re- 
vealed that a number of Chicago- 
area Oldsmobile dealers have been 
distributing brochures listing the 
price and equipment on all Olds- 
mobile models. These prices are 
also factory-suggested, Mr. Nor- 
man said. 

“It may take time,”’ Mr. Norman 
admitted, “but before the year is 


out, every single dealer in every 


ow Pant goree yon meee oy tor es meer, 


YOUR NEIGHBORHOOD AUTHORIZED FORD DEALER 
‘O% A DETTER BUY GH A WEED CAR O& TRUCE, Se SURE TO Set OUR GD OF OTHER seuECTIONS 


IS ANYONE CONFUSED?—These two ads ran in the same 
issue of the same newspaper. One says Chevrolet is 
lowest priced of the low-priced three “ 
most people buy.” The other says suggested deliv- 


i 


itreedl 
(nin 
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Newer and finer in every way. Yet— 


CHEVROLET IS LOWEST PRICED 
OF THE LOW-PRICED THREE 
IN THE MODELS MOST PEOPLE BUY! 


Chevrolet is by far the newest, nicest car in its fleld—the only one 
that’s new from ride to roof, And in the models most people prefer, 
Chevy costs you less than the other two low-priced cars.” 


Me ty ae sl st am Sy 


See your local authorized Chevrolet deater for quick appraisal-prom pt delivery! QE 


in the models models.” 


|line group will have to justify his 


ered prices for the low-priced three “show unmis- 
takably that Ford is lowest priced in 17 out of 19 
And neither one even hints at how much 
a car—any model—actually sells for. 


On the manufacturing front, the 


falsified pricing policy to the buy- two smaller American car produc- 


ing public.” 
Mr. Moran said he is tagging his 


prospective customers 
they were offered huge discounts 
at other dealers, but that the origi- 
nal price quoted was much higher 
than suggested list. 

He said that since the announce- 
ment ran he has received several 
“vicious” calls from other dealers 


complaining that the policy would | 


“ruin” the local car business. But 
he said Ford officials were “very 
happy” with his move. 


@ Chicago-area Mercury dealers 
have begun a local campaign to 
sell their price leader by announc- 
ing the price in small-space news- 
paper ads. The four-week test, if 
successful, may be repeated in 
other districts, Don Hawkins, ac- 
count executive for Mercury at 
Kenyon & Eckhardt, said. 

About 40 Mercury dealers are 
involved in the promotion, which 
advertises the four-door Model 
58C for $2,588 plus taxes. 

Buick dealers in the Chicago area 
have also begun distribution of a 


Prices.” 


also are shown. 


| 
} 


| 


| 


|Coles & Co., both of Chicago. 


|ers—American Motors and Stude- 
| baker-Packard Corp.—have begun 


new cars with list prices because | 


price advertising for their low- 


told him | price models. 


s American began price advertis- 
ing on its Rambler American when 
it was introduced several weeks 
ago. The company will use major 
market newspapers, Sunday news- 
paper sections and magazines, plus 
spots on NBC’s “Monitor” week- 
end radio show. 

Studebaker-Packard has been 
quoting the suggested list price of 
its price-leading Scotsman since it 
was introduced last summer. 

Studebaker said its dealers were 
happy to see ads pricing the Scots- 
man and Silver Hawk, and it is 
considering pricing other models 
in future ads. # 


MacDonald Boosts Gilfillen 


George C. Gilfillen Jr., senior 
account executive in the Detroit 
office of E. F. MacDonald Co., na- 
tional sales incentive organization 
with headquarters in Dayton, has 
been appointed a Detroit regional 
manager and has been elected a vp 


| price leaflet, “No Mystery in Buick |of the company. E. F. MacDonald 
All models are listed with | was recently formed from the mer- 
factory suggested list prices, and|ger of Cappel, 
the prices of optional equipment 


MacDonald & Co. 
with Belnap & Thompson and Ross 


RETAIL SALES are UP i 
...@ Market That Grows BIGGER and BIGGER 


The State-Times and Morning Advocate SELL thig fabulous mgeket (in the centedie 
newest industrial empire, Payrols are up. More aadustry 15 on the way An 
jumped $42,000,000* #6 @Fecord $252,000,000%m the city alone 
throug the year Yes PBaton Rouge and the big” oy a 

with ‘— two y _—" F; 


ae 


STATE - TIMES 


Represented by the John Budd Company 


“Based on sales tax collections 


<n wy 


BATON ROUGE, LA. 


et 
MORNING ADVOCATE 
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P in BATON ROUGE 


in 1957 sales 
t stayed up all 


SELL it 
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Coming 
Conventions 


Feb. 23-25. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

March 3-4. New England Newspaper Ad- 
vertising Executives Assn., winter meet- 
ing, University Club, Boston. 

March 9-16. Assn. of Railroad Advertis- 
ing Managers, Mayflower Hotel, Wash- 
ington, D. C. 

March 11-12. Packaging Assn. of Canada, 
National Packaging Conference, first Can- 
adian package research forum, King Ed- 
ward Hotel, Toronto. 

March 27. Associated Business Publica- 
tions, annual eastern conference, Hotel 
Roosevelt, New York. 


April 14. Ohio Valley Industrial Aadver- | 


tising Conference, Cincinnati. 

April 16-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 


April 17. University of Michigan, 5th | 


annual advertising conference, sponsored 
by the departments of journalism and art 


and the school of business administra- | 


tion, in Ann Arbor. 
April 18-19. Advertising Federation of 


if 


| Lumber Facts’ Issued 


A new edition of “Lumber in- New Industries Add To Waukegan’s Might During 1958 


dustry Facts,” statistical handbook 
Says WALDO ... 


}tracing 350 years of growth and 
The Wizard of Waukegan 


|progress in the American lumber | 
Industrial building plans for the Woukegon orea on- 


|industry, has been published by the | 
|National Lumber Manufacturers ee eee Oe cae 
Woukegan economy during 1958. 


| Assn. The 48-page booklet contains 
Industries which include Pioneer Saw Division of Out- 


|more than 10,000 facts and figures 
board Marine Corporation, the Toni Compony, Kroft 


\on forest resources, lumber produc- | 
Manufacturing Company and the 7-Up Bottling Company 


| tion, consumption, stocks and ship- | 
hee =r a eee oe nm | will add one thousand new jobs and produce payrolls of 
more than $2,816,000 annually. 


‘ment and wood exports-imports. | 
The new industries add further proof of the growing 


Copies, in limited supply, are avail- | 
importance of the great independent Waukegon morket. 


fable free from the association, 
11319 18th St., N.W., Washington 6. 


Woukegan’s industry produces a Woukegon-centered 
people dependent on their locol newspaper—The Woau- 
kegan News-Sun. Only the Waukegon News-Sun with its 
focal circulation of 30,000 daily can offer Waukegan 
readers their prime interest—local news. Thirteen and a 
quarter million lines of advertising testify to this vital 
reader interest 


Weiss Columns Reprinted 

A compilation of 25 of the E. B | 
| Weiss articles on merchandising | 
|has been published under the ti- | 
tle, “25 Analyses of Current Mer-_ 
chandising Opportunities.” The ar- 
ticles originally appeared in Ap- 
VERTISING AGE. The reprint is avail- 
able on request from the Los An- 
geles or New York office of Doyle 


America, 9th District, Advertising & Sales 
Club, Kansas City, Mo. 


lishers Assn., annual meeting, Waldorf- | 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 


Tampa. 
April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 


Greenbrier, White Sulphur Springs, W. 
Va. 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 
mont Hotel, San Francisco. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Shera- 
ton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Adver- 
tisers, annual meeting, Royal York Hotel, 
Toronto. 

May 8. Agricultural Press Assn. of Can- 
ada, Royal York Hotel, Toronto. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 13-14. Chicago Tribune Forum on 
Disiribution and Advertising, ninth an- 
nual, WGN Studio, Chicago. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (formerly 
National Retail Dry Goods Assn.), annual 
convention, Palmer House, Chicago. | 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum. 

June 3-6. National Industrial Advertisers 
Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- | 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chica- 


‘o. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Eige- 
water Beach Hotel, Chicago. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4list annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 14-16. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, Néw York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers | 
Assn., annual meeting, Chicago Athletic | 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov 3-4. National Business Publications, 
Chicago regional conference, Drake Hotel. 


Dane Bernbach Inc., where Mr. 
April 22-24. American Newspaper Pub-| Weiss is merchandising director. 


Represented nationally by 
Burke, Kuipers & Mahoney, Inc. 
C. R. Cunninghom Nat’! Adv. Mgr. 


_ For a bright and glowing future light your torch in Indianapolis. Write today for 


they Buy More because they Have More! 


One of America’s largest, 


richest markets . .. where 


@ Want to build a fire under your sales? You can do it in Indianapolis where there’s 
plenty of fuel to feed the flames! For instance: home ownership is a red hot 71%,* 
your advertising message 
can be delivered 385,000 
times each day by two 


and average annual income per family is a blazing $6,882!+ No wonder General 
Merchandise Store Sales are 79.7% above the national average, Department Store 
Sales 55.4% above, and Furniture and Home Furnishing Store Sales 42.7%f above. 
of America’s greatest 
newspapers. 


complete market and circulation data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES Par 
*indianapolis Consumer Analysis, 1957 RS a > nurs ee 
SS Ra Ow Fae! Stan 


tSales Management Survey of Buying Power, 1967 
$1954 Census of Business & Retail Trade 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES IN INDIANA 


aT 


Soe ats ae uh eee ieee ea oe a F Se 5 Lootiad ied a REI ae eer oe OR apie eer : oa ue oa ae 3 See if fe : eee eX 3 Be om a : oe ; as me ‘ re b a i i “? : a es rae ee: te sy ie 
aS ie Sa ea a ot ae aee he a ae "ng ee nae Oe : 2 aaa ee BR icc or meh mye Ak, ot, | a eee aR ee AL Oy ene en ee ee te is Tf ee nae age ae es bem 
a ee i te. as at ia liealh een See ee ee ee a mh tae ee. : 
es ie neg a ee, ie te nee as fee Se aa ee gee Bi a inci eS aa a oe Ud 7 — .*, seer o Pas eds. oe : Bs i % 7 = Pye! ae ee - a id wanes es he 
ee ee er ARTE RR as oot oe EA ee ar ree oo ae ee oo . es : ; ae 
—-: oe : ees ae wae ae i 
- 2 
7 - 
— 
P| 7 
163 = 
= 
ee 
7 
_ i 
4 a 
f pz 
f. Pe & 
tee ‘ * 
=o 2 —— Ment 
; i ac 
SS LE ——e i 
we es ee ) x 
pT Ss « he CUaukegan News-Sun gy 
\ ) =~ 
\) j 
| >} Ln 
; Pe | 
po ' > * . 
4 , = ib os ee. ¥e 
ma << ; , 54 \ se 
° | : 
: a 
f / / é ‘ : A ¥ 
7% -_ Ih. ¥ y 
2 te, : = 
Mi en &» ~ ; 
‘ JE Rec ) Lae. 
: ss baie s iia 3 ee - # ; 
So “7g e ; Ww . 
=—_- : —— — ( 
ie %, 4 2 
. i 4 
; a: =\ < 4 a 
ee), fo f a 
SS em Sees Il - | : 
ees 8) ele +9 | . 4 ; 
} — | em / J ' : wai : 
———e . | ° My ‘ity \! if ; ie ~ ; 
._ Sa \\ pind Lat als | = — 4 ~ x = £ 
) “a ; / or \ ey I uy } : / " f 
AK ~— , . °aervae — , = &) mA 4 . ez Bs 
( a { . “ihe « . ye : . 
vs Ww a j a * fe ay 
| ( \ G, \ a < / 4 i oN" id ' : ¥ ; 
> <= >, = Br ae aS * & a 4 
“a Se ene? . ‘a » “aH 
, = Si cesaper Bes Pe A, * m\\ 5 ) : 
. ‘A — a ings : : e. x * j LC 
Ce i 4 oa Ae 
; ~ - € ‘ i= “ei wre a ; ad ” \ 2 x B : 
: wy? )” a eR OO) eh AY oy UC 
; Ht _ PSs ii ~n, * a b ; 
. fF “CEs a ete tie \\e b 
5 => “4 bss p) + a “FF } 
> o ~ \ S i %% ry iano 7) ‘ 
: @) L e V et ; 
. NAP | Sy . 
7 NDIA | : 
| in! : 
. 
- 
— * Be, Ss ane. eC & , 
1 oat hye Sisal — TATE 
tus — =, rn = yy 7 he, 
“ 4 SC; ty ” 
Ric y 2 “y ss >. 
ae a a aS Ba ; wae a Pe y 
z 
| 
elit on ne ie " — ae. hea Sie oe ae eee a oe Te eee ae ee tea 
; : = ee , a Se OR oan a a ee Me oi ee ce ae on 
4 ee i ie i ieuageale OE IRI ea aa aie Pee eee MR. BS aati Wee ecm a ae ane kee ae 
ts eet are a St a A OY Es | eh eo ae eee 8 cae o£  : a Tt le Vary Sra ee tance Fe ea hes Be Sy oe Rn Nee eee ee 


164 


Set ‘Inside Ad Week,’ 
Miss Advertising Contest 
The eighth annual Inside Ad- 
vertising Week, sponsored by the 
Assn. of Advertising Men & Wom- 
en, New York, will be held April 
6-11. During this period, approxi- 
mately 60 top college advertising 
seniors will be introduced to the 
New York advertising business. 
Applications for the third annual 


Latest [NEGRO] & 
[SPANISH PUERTO RICAN] 


POPULATION FIGURES 
BY COUNTY IN METRO 
NEW YORK 
Station WWRL 


Woodside 77, 
New York City 


Miss Advertising contest are now 
being accepted by the association. 
Any young lady over 21 and em- 
ployed at least one year in adver- 
tising or related fields is eligible. 
Official applications are obtainable 
from Len Elliott, chairman, 15 W. 
44th St.. New York. The contest 
closes March 18. 


Miller to Sponsor Braves 

Miller Brewing Co., Milwaukee, 
has been awarded radio rights on 
home and road games of the Mil- 
waukee Braves for another five 
years. Miller will co-sponsor the 
games with Clark Oil & Refining 
Corp. The rights reportedly cost 
Miller more than the last contract 
did because of heavy bidding by 
other advertisers. 


Sachs to Republic Mills 

Irwin Sachs, formerly sales di- 
rector of United Mills Corp., has 
|joined Republic Mills Corp., New 
| York, bra and girdle manufactur- 
er, as marketing vp. 


PUZZLER—“‘Schmidt’s is beer as beer 
should be” says this page ad 
in the Philadelphia Inquirer for 
C. Schmidt & Sons. Al Paul Lefton | 


Co. is the agency. 


Advertising Age, February 24, 1958 


Frank Reynolds, 67, 
Albert Frank Agency 
President, Is Dead 


New York, Feb. 
Reynolds, 67, president and a di- 
rector of Albert Frank-Guenther 
Law, died Feb. 14 at Mt. Sinai Hos- 
pital of a heart attack. He would 
have been 68 Feb. 19. 


General Mills Boosts Hallbert 

Helen Hallbert, who has been 
assistant director of home service 
of General Mills for the past five 
years, has been named director of 
home service. She will supervise 
the work of General Mills’ Betty 
Crocker kitchens. Mrs. Hallbert 
succeeds Janette Kelley, who has 
held the post 12 years and is re- 
signing because of ill health. Miss 
Kelley will continue as a consult- 
ant to General Mills. 


‘Metal Progress’ Boosts Walter 


his headquarters in Chicago. 


Alcoa Promotes Fleming 


| ager of public relations. 


Don Walter, Detroit district 
manager of Metal Progress for the| the U.S. Army Reserve. 
| past two years, has been promoted 
to regional manager of the Chi- 


« | cago-Detroit area and will make}, fije clerk with Albert Frank & 


Born here, he was graduated in 
1908 from New York Military 
Academy, Cornwall-on-Hudson, 
and received a commission as a 
second lieutenant of infantry in 


Mr. Reynolds began his career in 
the advertising business in 1908 as 


Co. here. Several years later he 
was elected a vp and a director of 
the agency. In January, 1917, he 


John L. Fleming, assistant di-| was elected president. 
rector of public relations for Alum- | , 
inum Co. of America, Pittsburgh, |in the Army Air Corps; at the end 
has been appointed general man- of the war he was commissioned a 


During World War I, he served 


captain in the Air Corps Reserve. 


att ti lll 
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J.D. Jentz, Crane Co. 


gives our dealers the benefit of the Crane name.” 


says J. D. JENTZ, Advertising Manager, CRANE CO., Chicago, Illinois 


“We first started using Trade Mark Service in the 
Yellow Pages to let our prospects know where Crane 
branch offices were located,” explains Mr. Jentz. “This 
trial proved so successful we have since expanded our 
Trade Mark Service, and we now provide the oppor- 
tunity for distributors and dealers to list themselves 
under the trade-mark headings. 


“We feel that it is most important to give our author- 
ized dealers the benefit of the Crane name and repu- 


CRANE’S TRADE-MARK and dealer listings 
appear under six different product 
classifications in the Yellow Pages. 


The Preferred 
rece ot CRANE 
quality fixtures. 


Advanced stylin 
for Bathrooms, itchens and 
matched 


a's 


“FOR INFORMATION CALL” 
OFFICE & wate -" 


tation at the place where people look when they are 
ready to buy .. . the Yellow Pages of telephone books.” 


Trade Mark Service in the Yellow Pages makes national 
advertising pay off at the point of sale. You can direct 
prospects to your dealers by listing them under your 
trade-mark in classified directories...nationally, region- 
ally or in selected markets. Call your telephone business 
office or look in the consumer magazine section of 
Standard Rate & Data Service for complete information. 


CRANE DEALER Edward Bailey, Springfield, Mass., reaps the benefits of Crane's 
national advertising by being listed under their trade-mark in the Springfield 
Yellow Pages. Crane advertises in directories across the country, 


NECA | 


® He rejoined Albert Frank & Co. 
in 1919 as president. In Septem- 
ber, 1932, when that agency and 
Rudolph Guenther-Russell Law 
Inc. were consolidated to form the 
present agency, Mr. Reynolds was 
elected president of Albert Frank- 
Guenther Law and continued in 
that position until his death. 

Mr. Reynolds was a member and 
former director of the Advertising 
Club of New York, the Lawyers 
Club and Westchester Country 
Club. He was president of the 
board of trustees of New York Mil- 
itary Academy and a member of 
the Military Order of Foreign Wars 
and of Chi Sigma Chi. 


MAXSON A. EDDY 

New York, Feb. 18—Maxson A. 
Eddy, 54, director of packaging of 
E. R. Squibb & Sons division of Olin 
Mathieson Chemical Corp., died of 
a heart attack Feb. 13 in the sub- 
way station at Broadway & Nassau 
St. 

Born here, Mr. Eddy received a 
B.S. degree in chemistry in 1925 
from the University of Connecti- 
cut. He joined the Kimball Glass 
Co., Vineland, N. J., shortly after- 
wards and became manager of op- 
erations. He was vp and general 
manager when the company was 
bought by Owens-Illinois Glass 
Co., and he continued as manager 
of manufacturing for the Kimball 
division. In 1949, he became gen- 
eral manager of the Wheaton Glass 
Co., Millville, N. J. In 1951, he 
|\formed his own manufacturing 
|concern, the Eddy Glass Co., at 
Ocean City, N. J. He was president 
until he dissolved the company in 
1955, when he joined Squibb. 


EDWARD D. CLERY 
PHILADELPHIA, Feb. 18—Edward 
|D. Clery, 63, retired general man- 
ager of Radio Station WIBG, died 
Feb. 11 at his home in Drexel Hill, 
Pa. Mr. Clery retired in 1956 after 
working for the Seaboard Radio 
Corp. for 25 years. He had served 
as general manager of WIBG since 
1938. Before that he held the same 
position at WTNJ, Trenton. 


Ac’cent Advances King 

William L. King, who has been 
with the fine chemical and special 
products department of Ac’cent 
International for about eight 
months, has been named product 
manager of Ac’cent monosodium 
glutamate. Mr. King is the first 
product manager appointed under 
the company’s new marketing 
structure, under which he will 
have full responsibility for all fac- 
ets of Ac’cent marketing. 


Hirth Joins Seagram 

Charles P. Hirth Jr., formerly vp 
and an account executive of 
North Advertising, Chicago, has 
joined Joseph E. Seagram & Sons, 
New York, as marketing coordina- 
tor. 
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NTA to Launch Double 


TV Must Stop Exposure Program with Series |new concept calls for the program weeks. 
A new type of tv program ex- to be presented Sunday afternoon, NTA’s double impact plan is an 


B . posure will be inaugurated by with a second exposure scheduled | outgrowth of its two previous pro- 
orrowing eas ’ NTA film network, New York, be- for one evening during the week grams, the Shirley Temple “Hol- 
ginning Sunday, March 30, with! in 63 major markets coast-to-coast |iday Specials” on Saturday and 
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| the “20th Century Fox Hour.” The|for an inaugural period of 13{Sunday afternoons and “Premiere 


Performance” movies in evening 
periods. The latter will be discon- 
tinued with none of its advertisers 
scheduled to carry over into the 
“20th Century-Fox Hour” so far. 


AWRT Is Told — 3 : 


Teichmann Also Blasts 
Kibitzing on Writers; 
Susskind Hits ‘Mediocrity’ 


New York, Feb. 19—Many tv | 
sponsors and networks are unwill- | 
ing to leave writers alone with a 
blank piece of paper and let them 
create in peace. 

This charge was hurled here this 
week by playwright and script | 
writer Howard Teichmann at the 
annual workshop of the New York 
chapter of American Women in Ra- | 
dio & Television. 

Mr. Teichmann once had a brief | 
stint as an agency man several 
years ago (1946-'47), when he was 
with Kenyon & Eckhardt as editor 
of “Ford Theater” on radio. 

Mr. Teichmann said that writers 
who try to accept everybody’s sug- 
gestions can’t be expected to pro- 
duce really outstanding work. He| 
added that worth while scripts 
cannot be written by a committee 
composed of the client, his adver- 
tising agency and the network. He | 
left the impression that a fair 
amount of tv writing has been 
ruined by this committee ap-| 
proach. 

The playwright, who is also a 
consultant to CBS Television, said 
the clients and others “impose their 
ideas on us. If it works, they’re 
right; and if it doesn’t work, we're 
fired.” 


® A second factor to which Mr. 
Teichmann attributed some of tele- 
vision’s current difficulties is the 
medium’s tendency toward imita- 
tion. Just because “Peter Pan” was 
a hit doesn’t mean that all spectac- 
ulars should be fairy tales, any 
more than all Broadway musicals 
should be built around the works | 
of dead Irish playwrights just be- 
cause “My Fair Lady” is a smash, | 
he asserted. 

Tv, which has been borrowing 
from radio, Hollywood B pictures 
and rejected Bradway plays, will 
have to come up with some solid 
ideas of its own within the next 
few years, he feels. If it doesn’t, it 
may be overshadowed by pay tv or 
go out of business completely, Mr. 
Teichmann said. 


® Producer David Susskind, who | 
moaned that tv programming has | 
gone so far down that the only way 
it can go now is up, laid most of the 
blame for this season’s “rampant 
mediocrity and embarrassing con- 
formity” at the door of “pygmy 
mentalities at the networks, with 
their all-embracing authority.” 

Mr. Susskind thinks the “return 
to a buyer’s market, in which a 
network no longer will be able to 
ram programs down the throats of 
sponsors and agencies,” will be a 
very healthy move for television. 

He predicts that the new season 
will see an increase in the number 
of “specials,” since “these shows 
alone distinguished themselves this 
season.” But he also sees a continu- 
ation of the so-called intellectual 
ghetto on Sunday afternoons, the 
bread-and-butter staple fare in the 
evenings and the trend toward 
westerns, because “there is safety 
in that format.” + 


Statistics are never static in this alive and thriving market. 


Evening Tribune. 


N 

"The Ring Cy of Truth” 

Batten Joins West Park 
Richard W. Batten Jr., formerly 
of Dell Publishing Co., has joined 
West Park Publishing Co., New 
York, as advertising director and 
will work on Relax, travel maga- 
zine scheduled to begin newsstand 
sales Feb. 25. Rates for a bkw 
page are $1,390; for four colors 
$1,875. The initial guarantee is 
350,000. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY 


% SAN DIEGO: BILLION DOLLAR MARKET 


Take population. Five years ago, there were 749,300 people in the San Diego Metropolitan County Area. 
Today, the population is 900,400. And by 1960, Sales Management forecasts, San Diego will show a ten- 
year population increase of 87%. Figures on income and sales tell the same story —a story of constant 


growth, stemming from a stable economy which has prospered since California began. 


To penetrate and sell San Diego, take advantage of the 83% coverage offered by The San Diego Union and 


Che San Diego Union » AVENING TRIBUNE 


COPLEY = Ww PERS 


od 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service, 


coO., inc. 
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Stations, Nets Tell Pay TV ‘Big Lie,’ 
Risk Anti-Trust Action: Skiatron 


Nets Deny Charge, 
Declare They Have 
Presented Issue Fairly 


New York, Feb. 18—Skiatron 
Electronics & Television Corp. has 
appealed to the Federal Communi- 
cations Commission to stop tele- 
vision networks and stations from 
waging a “campaign of vilification 
and misrepresentation” against 


Does Mr. B. B. Deo 
write your ads? 


Here, the chief gives your account heap 


big personal attenion. Phone HA 7-9187 


‘hat Soller Bott” ., 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


lscription tv is 


pay tv. 

The appeal came in the form of 
a letter from James M. Landis, 
special counsel to the would-be 
toll tv operator, who accused the 
networks and stations of resorting 
to the “big lie” technique to con- 


|vince the public that it will have 


to choose between free tv and toll 
tv. Mr. Landis insisted that sub- 
intended as a 
supplementary service. 

Skiatron charged the telecasters 
not only with not living up to 
their responsibility to give a “rea- 
sonably balanced presentation of 
all responsible viewpoints” on 
this issue, but of deliberately mis- 
representing the commission’s re- 
cent rule-making action providing 
for limited tests of toll tv. The 
company asks an FCC investiga- 
tion of alleged violations. 


Mr. Landis told reporters that 
Skiatron is looking into the possi- 
| bility of anti-trust action against 
the networks, stations and the 
movie exhibition industry. He 
'said that movie exhibitors are 
particularly concerned about po- 


tential competition from a new) 


|source because of their declining 
|revenues and the start of the re- 
lease of post-1948 movies to tv. 

In his letter to the commission, 
the Skiatron counsel cited these 
examples of the “network sparked 
campaign to develop a false grass 
roots opposition to toll tv”: 


e Stations WBTV and WSOC-TV, 
Charlotte, ran a one-half hour 
show called “Now It Can Be 
Tolled.” The program featured the 
heads of the stations, both of 
whom are against pay tv. It de- 
picted a family paying $473.71 per 
year for such programs as “The 
Swamp Girl Strikes Back.” Spots 
later “urged viewers to get in 
touch with their congressmen and 
oppose subscription § television.” 
|This “one-sided campaign” pro-~ 


ibe 


... hits ’?em where they live 


Your message penetrates millions of minds 
and hearts when you use Lemarge Mass Mail. 


With this newest advertising medium you can 
achieve the blanket coverage of the mass 
media with the intimate appeal, control and 
selectivity of a personal letter. 


Lemarge clients benefit from the knowledge, 
experience and creativity of a staff of direct 
mail experts . .. backed by one of the coun- 
try's largest mechanized mailing services .. . 
cutting, folding, inserting, addressing, label- 


Lemarge Mass 


ing and delivering millions of pieces daily 
to your market. 


If you are a giant in your field—or intend to 
be—you may find it profitable to learn what 


Mail can do for you in secur- 


ing orders, inquiries, leads for salesmen... 
handling contests, samples, premium offers 


and couponing ...in advertising, merchan- 


For creative mass mail. . 
that hits with impact, rebounds with sales . . . 
look to Lemarge. 


dising or test marketing just about any prod- 
uct, idea or service. 


. mail advertising 


Lemarge Mailing Service Company « 417 South Jefferson Street - Chicago 7, Illinois 


Who is so afraid? 


The present of CBS and the president of NBC and the prendent of ABC ond 
q the oad enters oad o mumber of other 


. and lobbving ampargn hop 


rum af cubeenption TV. recently 
demand tor really great program 


They are 


Tr ” 
hat S 


afraid you will fi 


here 


|duced more than 5,000 messages to 
oe Carolina congressmen. 

|e “Station KOTV, Tulsa, broad- 
cast an on-the-air editorial op- 
posing toll tv immediately follow- 
ing the presentation of a feature 
film. In this televised editorial, it 
was stated that the public might be 
|required to pay for such programs 
las ‘Gunsmoke,’ ‘20th Century’ and 
‘Playhouse 90.’ The editorial re- 
quested viewers to send in post- 
cards, and an avalanche of mail 
was received by Oklahoma con- 
gressmen in opposition to subscrip- 
tion television.” 


= To support its assertion that this 
campaign is sparked by the net- 
works, the subscription tv com- 
pany said that “CBS prepared an 
advertising mat containing anti- 
subscription material which was 
supplied to television stations for 
the purpose of running. . . under 
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THEY’RE ALL SCARED TO DEATH 
OF YOU, THE PUBLIC! 


Yes. they are running seared as cats! They are afraid to give you the freedom to choose on 
your own behalf the television programs you might want to see! They say that you must be 
compelled to watch the programs they select for you or nothing at all! 


What are they so afraid of? 


ally capebl- 


the progrem 


This is what wakes them up shaking in the middle of the night! 
nd out how good TV can really be! 


14 astounding enough thet the networks dere endertebe such en unpre: 
dented thing os the evtiowing of @ mee Comperiter of birth ft) thecking 
enough thet thew cymiiem toward govermmentel pecesse: he: reached the 
point where they imwult Congres: by seeking te use lavish entertainment 


mee! esteunding shocking end emesing thing of afl is thet three ergenite 
hens in Mew York City could have emessed wh territele power The question 


SCARE HEAD—Zenith Radio Corp. continued its efforts on behalf of pay 

tv last week when it ran this pro-pay tv ad in 65 newspapers. The 

ads followed public charges by E. F. McDonald Jr., Zenith president, 

that networks were using their licensed facilities to lobby against 
pay tv (AA, Feb. 17). 


their call letters.” 13 stations al- 
ready have run this ad, which 
CBS published in TV Guide early 
this month, Mr. Landis said. 


® Richard S. Salant, CBS vp 
issued a statement denying that 
CBS has mishandled the pay tv 
issue. “The record shows clearly 
that the CBS Television network 
has without exception presented 
both sides of the pay versus free 
television controversy fairly and 
honestly. Charges to the contrary 
have no basis in fact.’”’ As to the 
ads mentioned in Skiatron’s letter 
of complaint, Mr. Salant said a 
number of CBS affiliates had 
placed ads in their local news- 
papers that were “similar, but not 
identical to one run by CBS in a 
national magazine.” He said the 
ads were suggested to the stations 
by the chairman of the CBS Tele- 
vision Affiliates Advisory Board 


| PROGRESS HAS ALWAYS BEEN THE RULE AT “STERLING” 


The newest and best-tested equipment and methods of 
operation have always been adopted at Sterling. 
Have you seen the new Vandercook 30-26 four-color 


wet proofing press with twin micrometer-adjustment beds ? 


Sterling has three of them. 
Have you seen the latest Klimsch and Consolidated 
cameras and the modern methods of masking and color 


correction? 


letterpress printing. 


Have you seen the new powderless etching process 
for zine and the latest powderless etching of copper 
halftones developed by Photoengravers Research, Inc.? 

These and much more can be seen at Sterling where 
progress has always been the rule. 

For more than fifty years Sterling has been recognized 
as a producer of the finest quality in photoengraving 
for publication advertising, packaging and all high-class 


STERLING ENGRAVING COMPANY, NEW YORK 


304 EAST FORTY-FIFTH STREET...TELEPHONES: MURRAY HILL 4.0715 TO 0726 
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after the affiliates had adopted a 
pay tv resolution at their general 
conference in January. The reso- 
lution opposed pay tv. 

NBC likewise denied that Mr. 


Skelly Oil Promotes 

Walter Lammers, L. S. Loudon 
Skelly Oil Co., Tulsa, in a 

streamlining program of its mar-| 

keting department, has appointed | 


Landis’ charges had any basis in| walter W. Lammers advertising| 


fact and added: “He [Mr. Landis] 
is in fact guilty of the ‘big lie’ 
technique of which he accuses the 
network.” NBC said it has pre- 
sented debates on the question of 


go 


| 
| 


thanks to our agency friends 
1957 Gary Post-Tribune billing totaled 


21.591.256 LINES 


pay tv, with both sides represented. 
The statement also asserted that 
“NBC has never used its network 
facilities, nor has it requested its 
affiliates to use their facilities, 
for the purpose of propagandizing 
against pay tv.” 


Post-Tribune advertisers did well, too, be- 
cause metropolitan Gary's 211,357 city zone 
people spent more than ever. We are par- 
ticularly pleased that many new advertisers 
“discovered” Gary in 1957 and found what 
agency people say is true: ‘‘that people with 


ABC’s only comment was to say 
that it stood on the remarks made 
before the House commerce com- 


Walter Lammers 


L. S. Loudon 
manager, succeeding L. S. Loudon, | 


mittee by the president of the net-| Who moves up to sales manager of 


work’s parent company, who said 
pay tv was a question that should 
be decided by Congress. + 


Ad ‘Spectacular’ 


petroleum products. Mr. Lammers | 
formerly was assistant wholesale 
sales manager. 

Skelly also has appointed Don H. 
Miller, formerly wholesale sales) 
manager, general manager of mar- 
keting. 


Now, full ROP color in 


money make markets” and, “there’s more 
to media buying than measuring distances 
between cities.” For the business you've 
placed and your growing interest in Indiana’s 
second largest city. The Gary Post-Tribune 
thanks you. 


THE GARY POST-TRIBUNE 
Gary’s only newspaper, daily and Sunday 
Represented by Burke, Kuipers & Mahoney, inc, 


Tops Chocolate Milk 


Push on Como Show 


New York, Feb. 18—The Amer- 
ican Dairy Assn. has laid claim 
to the season’s first televised ad- 
vertising “spectacular”—a 90-sec- | 
ond live commercial from the 
Rockefeller Center ice rink cut 
into the Perry Como show Satur- 
day (Feb. 15) on NBC. 

The commercial, created by | 
Campbell-Mithun for an estimated 
$8,000, is the high point of ADA’s 
promotion for hot chocolate milk. 
It featured the “Ice Como-ettes,” a 
team of eight youngsters, in a fig- | 
ure skating routine, and Lee Meri- | 


wether, former Miss America. 


s The dairy association and the 
Chocolate Milk Foundation coop- 
erated in the promotion, which in- 
cluded a week of radio spots on 
NBC, in-store merchandising and 
food editor publicity. 

The ADA has one-third of 
Como’s hour show on alternate 
weeks. + 


Underwood's Golden Glove 
Push to Be ‘Biggest Ever’ 

Underwood Corp, New York, 
has planned the “most extensive” 
campaign in its 59-year history for 
1958. The campaign will continue 
last year’s theme, “Golden 
touch typing—like wearing magic 
gloves,” and will again picture 
golden gloves pointing out the 
most important features in Under- 
wood machines. All the ads will il- 
lustrate a line of products—each 
typewriter ad, for example, will 
show portable, standard and elec- 
tric machines; an ad for a posting 
machine will also feature adding 
and billing machines. 

217 color pages in all have been 
scheduled in 23 magazines: Busi- 
ness Week, Fortune, Life, Look, 
The Saturday Evening Post, Time, 
U. S. News & World Report, Gey-| 
er’s Dealer Topics, Office Appli-| 
ances, Office Management, The 
Office, The Secretary, Credit Un- 
ion Bridge, Department Store 
Economist, Merchants Trade Jour- 
nal, Rural Electrification, Business | 
Education Forum, Business Educa-. 
tion World, Catholic Business Ed- | 
ucation Assn. Review, Catholic 
School Journal, Journal of Busi- 
ness Education, Nation’s Schools 
and School Equipment News. Wil- 
liam Esty Co., New York, is the 
ageny. 


LaChoy Sets 25¢ Offer Push 

A national program featuring a) 
25¢ introductory refund offer to 
consumers and prizes for store op- 
erators has been set for March by 
LaChoy Food Products, Archbold, 
O. Color ads will run in Family 
Circle and Life, Parade and This | 
Week Magazine and other news- | 
paper supplements, and 63 news- 
papers in key markets to aid the 
promotion. 
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For the fourth 


consecutive year, 
the Toledo Blade 


tops all other 


th in 


S Cin Ohio 
in total 
erocery linage 


(3,880,435 LINES) 


the nation in total 


erocery linage 


Source: 
Media Records, 1957 
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Adman’‘s Auto ‘Dream’ 
Is Becoming Nightmare 


(Continued from Page 3) 
advertising agency setup. 

4. The pricing problem. No one | 
had to tell Detroit that it took a 
calculated risk in shoving the 
prices of cars higher and higher. 
Its conventional excuse was that 
consumer research showed Amer- | 
icans didn’t want the _ cheap, 
stripped car—and if they did, it 
wasn’t much cheaper to make, 
anyhow. But there’s the evidence 
of foreign car sales. There’s the 
evidence of the Rambler revival. 


s But the fact is that most of the 
auto industry is caught on what 
Fortune calls “the price plateau” — 
and the economy is receding. The 
auto industry is looking down the 
muzzle of a new round of UAW 
wage demands; Fortune reports) 


estimates that a 2l¢ increase 
(which the UAW won in 1955) 
would add $105 to the wholesale 
price of a car. 


5. The automobile traffic prob- 
lem. The motor car companies 
have cried for better highways, | 
and they are desperately needed. | 
But stretching out the cars is | 
quicker than building highways, | 
and the glut is getting worse. In| 
many metropolitan areas, weekend | 
traffic is no longer troublesome, | 
it’s cancerous. The urge to buy a 
car is severely tempered if one 
knows he will get little chance to 
use it. 


6. The economy problem. The) 
long history of the American auto- 
mobile is a resounding vote for 
performance over economy. But 
the power-packed V-8 engines 
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Engraving, just as is any artistic expres- 
sion, can only be as esthetically and 
mechanically perfect as the men re- 
sponsible for its execution. 
been reduced to a mechanical science, 
but not in its entirety. 


work produced. And this 


where the vital element of experience 


Ps 


weighs heavily. 


- 


hands of engraving craftsmen still con- 
tribute greatly to the final quality of 


We at Washington Photo Engraving 
stake Our reputation on craftsmanship. 


True, it has 


The skilled every job. 


is the stage 


PHOTO ENGRAVING CO. 


118 S. Clinton St., Chicago 6, FRanklin 2-6343 


Knowing this, advertisers and agencies _ 
in all parts of the country specify “en= 
gravings from Washington.” We can 
earn your confidence, too—by an actual — 
demonstration of our craftsmanship in” 
the simplest zinc to a two, three or even — 
four color R.O.P. color engraving. Try 
us, won't you? 


eect + aS CS ee ee 


gulp premium gas at a rate that) 
has frightened many a new car! 
owner. He now understands how 
high horsepower and scatback get- 
away are achieved. 


| 
7. The design problem. The in-| 
dustry has successfully made cars | 
longer and lower. K. T. Keller’s | 
hat-room is gone. Mr. Keller’s er- | 
ror in designing Chrysler products | 
is often blamed for the company’s | 


| loss of share of market before the | 


Forward Look came along. | 


® But new cars are uncomfortable | 
for an increasingly long-limbed | 
public; they have a transmission | 
and drive shaft hump like the Py- 
renees; their road clearance is un- 
desirable for roads under repair, 
and for snow; their long overhang | 
makes them handle poorly on 
rough roads, and corner badly. In 
many ways, despite the vaunted 
increase in glass area, their visi- | 
bility is poor, and their braking is | 
far behind their horsepower. 

8. The financing problem. Per- | 
centage of total cars financed has | 


| 
| 


| 


| 


| 


We feel that the years of combined” 
experience of a// our employees—from 
our sales representatives to the men 
in the shop—add up to an inherent — 
measure of confidence that’s a part of — 
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OLIVER E. TREYZ has been named 
president of ABC Television, New 
York. This title has been vacant 
since Robert E. Kintner, now an 
NBC exec vp, left ABC. Mr. Treyz 
was president of the TvB before 
he became vp in charge of ABC- 
TV in 1956. 


been rising steadily as the price 
of new cars has risen; the tight 
money market has hurt automobile 
sales. 

9. The used car market is soft. 
An optimist is someone who thinks 
it will harden. 


10. The problem of judging the 


J 


in? It was the trading-up notion 
that led to the quarter-billion-dol- 
lar gamble by Ford on Edsel, 
which may well be competitivel; 


=| sandwiched by Mercury (which 
|| just announced a new economy 
‘| line) and the ubiquitous Fairlane 


11, The marketing experience of 
the industry is scrambled. There 
isn’t much doubt about Detroit’s 
production know-how; whether its 
sales know-how is still as work- 
able is open to question. There 
have been some startling personnel 
changes—the Ford general sales 
manager has been changed three 
times in a year and a half. Buick 
is topped by relatively new people. 
The central marketing organiza- 
tion for Ford has been canceled. 
The Edsel division has been pulled 
into a recombined Lincoln-Mer- 
cury. 

The independents, that reliable 
source of engineering innovation, 
have been cut to the point where 
they’re playing it safer than the 
majors. 


® For the advertising agency, the 
problem of promoting minimal 


| differences in products is an old 


market. Fortune points out that in| 


1954 GM had tremendous strength | 


in the $2,000-and-up market, with 
Buick, Oldsmobile and Pontiac all 
biting big chunks out of the mar- 
ket—all with strong distribution 
systems. However, as the Plym- 
outh, Chevrolet and Ford were 
made into big cars (and expensive 
ones) they bit savagely into the 
share of market held by their rich 
brothers. In 1957 Buick fell to 
6.5% of the market, one point be- 
low 
points below its 1955 position; Olds 


two points off its ’55 high. 


es If the cheaper cars’ expensive 
lines (Belvedere, Fairlane, 
Air) are to get more of the busi- 


| 


one. The minimal differences in 
products selling at 39¢, 27¢ and 
53¢ is one thing; minimal differ- 
ences in a product selling at $3,900, 
$2,700 and $5,300 is another. 

The motor car manufacturers 
have toughened up in their agen- 
cy relations, and they’re curious 
about what the field has to offer. 
By history and training, they 
aren’t sophisticated about adver- 
tising. 

“It’s astonishing how naive those 
people are about our kind of busi- 
ness,” a top agency executive re- 
ported last week, in the wake of 
the Lincoln-Buick-Chrysler up- 


its 1952 position and four | heavals. 


On the other hand, they’re eager 


lat 6.1% is a point above 1952, but| to learn, and the need to learn is 


evidently urgent. In Detroit these 
days, no one has enough time. # 


Bel Shamie Moves in New York 


Shamie Publishing Co. has 


ness, what about the middle lines? | moved its New York office to 3 


| Where does the trading up come | E. 40th St. 


ADVERTISEMENT 


Glenda the beautiful secretary 


“His wife’s having me followed. It’s not that she doesn’t trust 
me. She just wants to know where I buy my clothes.” 


Where does a secretary go on her lunch hour? Shopping. What | 
does she buy? Everything. Do you advertise dresses, sports- | 
wear, jewelry, accessories, cosmetics? Be sure to sell 145,000 
wardrobe-building young career women through .. . 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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Is Adaptation of ARF Communiscope 


(Continued from Page 3) 


interviewee and produces deflated 
scores that statistically are mean- 
ingless.” 

“This is why Advertest has de- 
cided to launch Qu-Meter,” he 
added. “The tachistoscopic tech- 
nique will provide for the first 
time discrete measurements of 
print advertisements that are sta- 
tistically significant.” 

The tachistoscopic method of 
testing is an old one, dating back 
before 1900, and involves simply a 
slide projector hooked to an elec- 
tronic timer. Slides (in this case 
advertisements) are flashed before 
respondents very rapidly and they 
play back what they see. 


s The rate of speed depends on 
the respondent’s threshold of ap- 
perception (the point at which 
learning begins). For most persons, 
this is six-tenths of a second. The 
threshold can be determined in 
advance by a brief test. 

According to its proponents, the 
tachistoscopic—or Qu-Meter— | 
technique provides just the right | 
amount of stimulus for each re-| 
spondent to recall what he has 
seen previously. 

For example, if you flash an ad 
that appeared in Life last week on 
the tachistoscope, a respondeni | 
will be stimulated enough to re-| 
member whether he has seen the} 
ad and what he remembers about 
it. He will not be overstimulated 
that is, he will not have enough | 
time to “learn” the ad while the | 
test is being administered; at least, | 
that is the theory. 

Qu-Meter will begin a regular 
subscription service in April. One | 
study will be conducted each 
month, covering all forms of print 
advertising—magazines, newspa- 
pers, posters and point of sale. 


® Qu-Meter will report to a clien 
(1) the proportion of adults in the 
nation who recognize and recali 
his print advertisement (broker 
down by claimed recognition and 
certified recugnition scores), (2) 
the meaning and impression gained 
from it and (3) their emotiona] 
reaction to it. 

Each study will be based on| 
from 500 to 600 interviews con- 
ducted in 24 metropolitan centers. 
The sample will be stratified ac- 
cording to age, sex, income group | 
and area. 

Minimum cost for a client i: | 
$5,000 for five ads. An advertiser 
wishing to test one ad in each of | 
the 12 studies will pay $9,480. | 

To check a competitor’s ad at) 
the same time, a subscriber's cost 
is doubled. Thus, if he wants to) 
check five of his own ads and five 
of a competitor’s, the charge will | 
be $10,000. However, he may not | 
even be able to do this, as a Qu- | 
Meter client will be able to exer- 
cise an option that will preven 
his competitors from checking his 
ad. 

Qu-Meter says it will recom- 
mend to clients in a competitiv 
field that they exchange claime< 
recognition and certified recogni 
tion scores, “for their mutual 
benefit.” 


e Advertest conducted 6,000 inter- 
views with Qu-Meter equipmen 
during 1957. It already has busi- 
ness from Budweiser, Genera! 
Electric and Esso Standard Oil | 
Budweiser’s use of the techniquc | 
was described last month by Pet- 
tersen Marzoni Jr., research vp of 
D'Arcy Advertising (AA, Jan. 20) 
The Communiscope was first 
tossed into the research hopper by 
the ARF in 1956. It grew out of | 
the foundation’s massive Printed 


Advertising Rating acenead 


(PARM) study. 


the first to take advantage of this print advertising evaluation. “Th« 
offer with a commercial service. | problem is: how can we develop a| 
| technique which will best uncover | 
® The Gallup-Robinson and Dan-|what an advertisement means to 
iel Starch organizations both re-|readers?” Mr. Stone said. 
Sherwood Dodge, now exec VP / jected the Communiscope when it| Since that time, Starch has in-| 
of Fletcher D. Richards Inc., said) was introduced. Jack Mount, di-|troduced a “reader impression” | 
at the time that the Communiscope | rector of magazine research for |service, designed to inform adver-| 
tells not “what people did to the|G-R, told Apvertistnc Ace that|tisers how readers react to their | 
ad,” but “what the ad did to| his company’s “impact” studies | advertisements. + 
people, what impression it made,|would give advertisers more) 
what message it left in the mind |“meaningful” results. He conceded | Smith, Kline Names Berger 
...” Foote, Cone & Belding (Mr.|that the Communiscope would re-| Smith, Kline & French Labora- | 


TL your oww Ww 
Peeage 
4-Color 


STATIONERY 
@ Exclusive gang-run process 
@ PROMPT delivery 
@ Top quality guaranteed 
@ Over a dozen national awards 
for outstanding craftsmanship 


SUB. 24 WHITE WOVE SUB. 24 BOND 
ENVELOPES LETTERHEADS 


Dodge’s old shop) worked with|turn higher scores. “Everybody | tories, Philadelphia, has created a 100M $9.85 bem $8.85 perm 
the machine in pre-testing tele. | likes high scores,” he said. “Agen-|new position in its advertising For prices on smaller or larger 
vision commercials and print lay-|cy people especially go for high|department—promotional package quantities and free samples . . . write 
outs. scores.” | developer. Filling the post is How-| 8 COLORTONE 


There is no patent on the Com- Howard A. Stone, president of |ard Berger, formerly package de- 
muniscope, and the ARF made a|Daniel Starch, described the|veloper in the company’s manu- 
point of advising one and all in the}Communiscope as “an improved| facturing division. 


2412-248 17th St., N.W., Washington 9, D.C. 


you CAN BE SURE...1F ITS 


PITTSBURGH! 


Yes, “‘you can be sure”’ of the success of your campaign in Pittsburgh—eighth 
largest market in the nation. Westinghouse Electric Corporation is one of the 
industrial giants that make Pittsburgh their home—lend scope, stability and buying 
power to this thriving market of 3 million people. Surest way to get your share 

of this $34 billion annual retail expenditure is through the Post-Gazette — 

the only daily newspaper to give balanced coverage of both the central city 

and the rich suburban market. 


IT COSTS LESS TO SELL MORE IN THE 


= Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 
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Farm Paper Ad 
Revenue Dropped 
2.8% Last Year 


(Continued from Page 3) 
International Harvester Co., which 
invested $1,115,422; this also was 
a drop from the company’s 1956 
total of $1,298,106. 

Despite the drop in total revenue 
several companies spent much 
more last year than in 1956. Ford 
Motor Co. added $461,821; Ralston 
Purina Co. jumped from No. 55 in 
1956 to No. 9 last year with a 
$352,096 increase; Charles Pfizer 
& Co. spent $334,717 more last 
year to boost its position from No. 
7 to No. 5; and J. I. Case Co. 
moved from No. 32 spot in 1956 
to No. 15 this year with a $177,108 
boost in its advertising among the 
39 farm publications. 

Two of the biggest losses last 


year were Massey-Harris-Fer- 
guson, which spent $508,217 less | 
than in 1956, and General Elec- | 
tric Co., which cut back $520,797. 
Massey-Harris was fifth two years 
ago and llth last year; General 
Electric dropped from No. 11 to 
No. 21. 


# The 200 leading advertisers in 
the 39 publications last year spent 
$36,632,862, or about 70% of the 
grand total, according to Farm 
Publications Reports. This is an 
increase of $868,764 over the top 
200’s total in 1956. The other 2,625 
advertisers who used the 39 pub- 
lications in 1957 spent $15,691,535. 

Among the 200 leading adverti- 
sers, 119 increased their expendi- 
tures last year. 29 companies 
among the 200 leaders in 1957 
were newcomers to the list; six of 
them had done no advertising at 
all in the publications in 1956. In- 
cluded in the latter group are Mc- 
Kesson & Robbins Inc., Andrew 
Jergens Co., Pepsi-Cola Co., As- 
phalt Institute, Procter & Gamble 
Co. and Briggs & Stratton Corp. # 


WINSTON-SALEM 
GROWS AND GROWS 


NOW, 


MORE THAN EVER, 
IS NORTH CAROLINA‘S 
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ABC’s Publishers Statement 
ending Sept. 30, 1957 
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Advertising Age, February 24, 1958 


200 Leading Spenders in Farm Papers, 1957 and 1956 


Compiled by Farm Publication Reports Inc. 


Expenditures 
Rank Advertiser 1957 1956 
Di II, escssetctcticinsistaccnnic $ 1,892,689 $ 1,430,868 
2. General Motors Co. ......cccccccccccce 1,823,911 1,800,603 
3. American Cyanamid Co. ............ 1,493,218 1,673,560 
4. International Harvester Co. ........ 1,115,422 1,298,106 
S. Chas. Plimer G Ce. .cccccccccccssceesce 994,445 659,728 
Wh, TI II: drceticcttsccnecnscsssnsecseze 659,083 596,329 
7. Allis Chalmers Co. .......cccccceee 586,954 544,152 
8. General Mills Co. ..........cccceccceeee 581,962 553,561 
9. Ralston Purina Co. ............0000 541,913 189,817 
10. Goodyear Tire & Rubber Co... 539,243 409,045 
11. Massey-Harris-Ferguson .............. 520,093 1,028,310 
12. Firestone Tire & Rubber Co. ...... 467,969 419,044 
13. Chrysler Corp. ......cecccseseeseseenes 466,705 444,105 
14. American Telephone & Telegraph 462,624 409,615 
Deee ek eM II etentobcabersvcsnconcssicee 453,828 276,720 
16. Rexall Drug Co. .........-cccceceseeenees 445,851 442,100 
17. Western Auto Supply Co. .......... 422,117 474,743 
We Bi Te Se I. ereesccreeneccccccescce 386,005 393,376 
19. M to Chemical Co. ............ 381,489 262,002 
20. Johnson & Johnson «2... 373,966 323,436 
21. General Electric Co. .........cccccceeee 360,442 881,239 
22. Champion Spark Plug Co. ........ 356,396 260,448 
23. Standard Oil Co. of Indiana .... 351,221 352,049 
24. Allied Chemical & Dye Co. ........ 350,157 440,173 
25. Reynolds Tobacco Co. ............00. 335,209 370,619 
26. DeKalb Agricultural Assn. ........ 329,757 291,929 
27. Nutrena Mills Inc. .........00cc00 323,230 194,298 
Bs Fe TD, cetcttcinstccnscncscesesenee 314,527 172,261 
29. Socony Mobil Oil Co. ................ 311,605 295,153 
30. New Holland Machine Co. ........ 307,598 362,149 
ee MINS. GO. cccasesciicnreseccessinssece 282,946 219,955 
32. Olin Mathieson Chemical Corp. 279,794 157,045 
33. Phillips Petroleum Co. .............0 265,023 359,509 
34. New York Life Insurance Co. .... 245,985 207,815 
SB, GUWRP COI. ccccsscscccnsccecessesscssesesee 238,895 233,306 
36. Sinclair Refining Co. .........00 233,880 186,891 
a IIIS . sctendsitetinsnsccsnnvoennassaniich 232,900 264,704 
38. Quaker Oats Co. . spuhcinineestbitnnenlai 230,900 291,200 
39. Swift & Co. . sidiadusiliceaidiin 230,784 315,350 
40. Delaval Seperctor Co. chasis 229,577 188,466 
41. E. 1. du Pont de Nemours & Co. 229,188 246,967 
42. Equitable Life Assurance Society 217,969 117,788 
| 43. General Foods Corp. .........00000 215,471 527,236 
| 44. Aluminum Co. of America .......... 213,296 224,019 
45. Aveo Mfg. Co. cecccecseeseeeseeeeerenee 204,186 238,881 
46. Commercial Solvents Corp. ........ 203,699 81,085 
BT. Tih CEI GRE CO. covenccscscrscseccscnseees 201,056 102,038 
48. Bristol-Myers Co. ...ccccccccceeesees 199,719 71,380 
i aE I it secicnintsasaemndinenatis 193,302 167,073 
50. American Tobacco Co. ................ 189,795 335,396 
51. America’s Elec. Light & Power Cos. 189,745 133,331 
52. Standard Brands, Inc. ................ 188,007 220,949 
53. Campbell Soup Co. .........eeeeee 187,221 137,280 
SEs WERE ERI, Gaciticssntestercesosasnesysnsves 184,872 99,565 
| 55. Whirlpool-Seeger Corp. ............ 183,073 110,396 
| 56. Gambles Stores .............cccec000 179,931 93,850 
| 57. Continental Oil Co. ............06 177,893 167,082 
58. Willys Motors Inc. .........ccccceeeeee 177,557 167,436 | 
59. McKesson & Robbins Inc. ............ 177,100 
GE GRRRRSEED GI, csrecscecccccensccennse 174,020 162,790 
GE. Tanta Bad Gas ccccccccsccccsceccscese 167,990 231,522 
62. American Home Products Corp. 166,808 197,090 
63. Moorman Mfg. Co. ......cccccccceeee 164,967 232,950 
64. Norwich Pharmacal Co. ............ 164,609 139,474 
GB. Balrawe Bree. CO. 200000.0000scccccccccees 163,844 164,082 
GB, Gir. THD B GIR ccesccccccecsessccsceees 162,343 209,014 
67. Brown & Williamson Co. ........ 159,535 269,530 
fe | EG 156,900 125,690 
69. Food Machinery & Chemical Corp. 156,800 140,187 
70. Dow Chemical Co. ..........ccccccceee 156,716 253,895 
71. Minneapolis-Moline Co. .............. 155,621 485,890 
72. Pillsbury Mills Ine. .......0ccccccce 154,856 322,458 
Fs Bebe Bes Gey ccscecssccssssscsesccscesees 153,565 123,925 
74. Westinghouse Electric Co. .......... 151,159 43,101 
75. Virginia-Carolina Chemical Co. 150,416 153,943 
76. Caterpillar Tractor Co. .............. 149,093 180,066 
77. Kaiser Al & Ch | Corp. 148,101 109,990 
FO. Coes Farkas CO. corcccccoccccccescecesee 146,276 99,466 
| 79. Abbott Laboratories .................... 145,480 85,597 
80. Keystone Steel & Wire Co. ........ 138,195 153,274 
81. Andrew Jergens Co. ..........00000 135,400 
82. Borg-Warner Corp... 132,115 160,722 
83. Northrup, King & Co. ................ 126,199 122,430 
B4. Singer Mfg. Co. ...ccccccccccecsceeeeeeeee 125,500 97,950 
ee  '>E - err 125,290 201,482 
86. Atlas Supply Co. .......ccccceeeees 122,950 116,310 
ir III MIDI, secteidinnsscnmseveenscenentaitinnstien 122,060 122,271 
88. National Steel Com. ‘ilietneiaaiens 119,577 191,571 
89. Assn. of American Railways ........ 119,424 115,183 
| 90. Colgate-Palmolive Co. .............. 118,949 174,347 
91. Funk Bros. Seed Co. .................. 117,464 76,821 
92. Spencer Chemical Co. ................ 117,166 58,449 
Ds GERD GI, ccnstcierscncnececrccerereeseee 115,658 246 
94. Portland Cement Assn. .............. 115,468 137,448 
95. Alabama Flour Mills .................. 115,237 70,560 
OP an 113,770 4,829 


Rank 


. Weyerhaeuser Sales Co. ............ 
. Union Carbide Co. 
. Radio Corp. of America 
. Bethlehem Steel Co. ...........:c00 


. LP Gas Information Service 
by TS FI, Gs. ccceccsccccsecsensecessece 
. McCulloch Motors 
SINE: costenensceatecaigindsanteenes 
i CIEE III: scihienvinssitnhnisaiinieicianencen 
. Armco Steel Corp. ........cccccceee 
. Pioneer Hibred Corn Co. ............ 
. Gehl Bros. Mfg. Co. ....cccecceeee 
. Richard Hudnut 
pI I GB. cocccnsvoncorensencese 
- Studebaker Corp. 
. Dairy Equipment Co. 
. Allied Mills Inc. 
. Minois Farm Supply Co. ............ 
. State Farm Insurance Co. 
. Corn Products Refining Co. ........ 
. National Biscuit Co. 
TUE TI" incintiebiasaniailadinonedensnceosenee 
. Consolidated Products Co. .......... 
. Ft. Dodge Laboratories 


ic AIP GADD . cncsessensvencesthecsceneseons 
. Fairbanks Morse Co. 
. Timkin Roller Bearing Co. ........ 
> F. B. Myers & Bras. .........00.0..0.00 
. James Mfg. Co. ........ 
. Pfister Associated Grower: 
© Be F, BOI Ce. cccccseccssccssecsceee 
. Electric Auto Lite Co. 
eI GB MEIDy  satnscicccséssscconcance 
. Western Condensing Co. ........... 
. Land-O-Lakes Co. 
pp PORMENOTS BGO. cccocccesccccscoscavense 
. Murphy Products Co. ...........000 
. H. D. Hudson Mfg. Co. .........00 
. Wisconsin Motor Corp. .............. 
. Dr. Salsbury’s Laboratories 
0 ree 
. Hartford Fire Insurance Co. ...... 
. Cannon Mills Inc. 
MEY TID sencticpsoninencintinsesees 


. Brillion Iron Works 
. Midland Cooperative 
. Kewanee Machinery Co. ............ 
i EIEN UNDA nncbosisinicnisuniccasniecsncnions 
. California Spray Chemical Co. .. 
. Asphalt Institute 
. Kelly Springfield Tire Co. .......... 
. Colorado Fuel & Iron Works 
GRMN SIP OD. tseconencamnexsrscccosecccse 
. Kentile Inc. 
. Wesson Oil & Snowdrift Co. .... 
. Wirthmore Feed Co. 

. Corning Glass Works 
. Lehn & Fink Products 
. Esso Standard Oil Co. ................ 
. McMillen Feed Mills 
. Procter & Gamble Co. ................ 
. Wheeling Corrugating Co. ........ 
. Stark Nurseries 
b: SURRIID AEI.” siscisccicesinennsentecsscsonese 


. Dunlop Tire & Rubber Co. .......... 
. International Salt Co. ................ 
. American Agricultural & Chem- 


. Eastman Kodak Co. .............0..0 
. Clinton Machine Co. .................. 
io Pn DB. Gee COIR. cccccecscccccecesseece 
- American Dairy Assn. ................ 
. American Potash Institute 
- Savage Arms Corp. 0.0.0.0... 
ee : 
. Revere Copper & Brass Co. ........ 
. Rileo Laminated Co. ..........0000000. 
. American Chemical Paint Co. .... 
. Coast to Coast Stores 
. Briggs & Stratton Corp. .............. 

. International Minerals & Chemicals 
. Farm Bureau 
. Anchor Serum Co. ooo.....cccccccce 
. Armstrong Cork Co. oo... ececceee 
. Consumers Cooperative 


. Reynolds Metals Co. .................. 
Y SA |_| a eeneeeee 
bp TIP BI, Ce. cecceccczscccsescccsssceee 
b PRRSCRID COIR. oseseresesscsesccccccsceee 
. Papec Machine Co. ..0.0.....cccccne 
. Citrus Processors 
. National Board of Fire Under- 


. Guthrie Balfour & Co. ................ 
. Hanson Chemical Equipment Co. 


Advertiser 


OR, Gaibininiitslancenstsivenisemncncdanesce 


writers 
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= 1957 1956 
97) 112,547 140,450 
ag 98 110,863 255,786 
ova 99 109,263 67,147 
ae 100] 108,538 35,783 
Ae 101 108,090 104,666 
nige 102 107,356 97,919 
oe 103 106,797 127,741 
ia 104 105,552 147,518 
mt 105 105,209 81,668 
soe 106 105,082 101,473 
re 107 103,084 112,112 
Sele 108 99,779 85,244 
vm 109 99,600 4350 7 
k3 110 98,162 104,902 
= 11 97,246 129,290 7 
112 96,942 94,775 
: 113 96,585 77,792 & 
c 1 94,673 83,978 
oe WW 92,500 95,155 
es — — 1 92,119 173,092 
Bi! 1" 91,104 127,795 
a . 88,341 240,794 
11 88,077 82,251 
12 87,633 59,709 
121 86,400 27,000 
122 86,331 100,730 
fee 123 85,993 99,470 ‘ 
pve Sree ie a ee Ew £ x - a 124 85,824 60,610 
ee _ 125 84,605 99,868 
Pi ie 126 84,491 94,866 
rae 127 82,553 209,880 
ia = 128 81,825 90,396 
ee ios 12 81,765 98,061 
me 4 a 13 81,383 112,030 
ey ‘ i. 131 81,098 93,927 
jes : “4 13 79,126 78,032 
aa fl 13 78,481 118,273 
a 4 13 77,450 42,725 
oa 13 77,284 78,591 
Teen . 13 76,707 63,168 
a ; 13 74,346 6,141 
ai 13 74,320 60,457 
ahi y p 13 71,575 66,250 
= a § JOURNAL AND SENTINEL 14 70000 —— 
si en 7 141 69,497 91,455 
si a 142 69,450 56,507 
: 3 143 69,347 64,770 
144 66,202 61,725 
og 145 64,449 133,206 
"a a 146 63,000 — 
i t at : 147 63,000 46,610 
as 148 62,966 59,897 
* 149 62,776 70,756 
® GROWS & : = 
Co 151 62,300 94,800 
cae 152 60,721 42,233 
es 153 60,021 32,600 
ve “A, 7 | a al 154 59,515 464) i 
= ' ~ 155 58,112 37,043 
ae eae Oe i 15 57,687 94,144 
ie _ = 57,400 bets imc 
- 15 57,073 46,300 
ia 15 56,942 47,402 
oe oF 1 56,447 54,567 
a 161 56,320 65,520 
A. 163 
Bee ee 55,553 64,250 
an 164 54,975 4,160 
a tf 165 54,890 44,810 
= 166 54,860 42,604 
7 Rate SRDS ger pa a 4 A i # M 167 54,315 35,198 
e shee <M eel = 168 54,263 81,384 
a = 169 54,121 61,633 
4 a on) 170 54,106 69,447 
GROWS A : = = 
i: ar 172 53,255 65,636 
: nt COVER 173 53,091 4),864 
= , 174 53,058 50,135 
S Wee SALEM : _ 
NoRTH 1 THE ” 174 52,129 47,538 
Z “witHoU 177 52,066 48,390 
ey '  —_— 178 51,891 36,908 
. a : 179 51,815 83,250 
| . Journ, ————— 18 51,323 17,343 
WINS] ae = ee 
— ~~ 182 50,850 30,400 
= b = = 183 50,426 78,975 
ee 7 = 7 184 50,013 64,448 
ie me foe: a 185 49,469 45,833 
7. 186 48,573 20,904 
7 187 
is a 3 =| - a7 800 “5 580 
| on ic Slime 
; | 189 46,985 46,604 
Cae ae Sek ea yee ea = ae a ee ee ee ; i airs, 
ee eee. Ser eee Pe Aa a ee el al BS 2 ak pts 5 glia Soe 2 sae a: ies a 
gS oy e . i a Pie i RS ae pte aE ieee Oe alee einger ars me Sea i. as le StI oe leg ee tS nied Ee a ge ee ee i 2 Dielgs Ay gala ARE a NI Reser Ff 2 _ faa Se ie 
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= me J i OO LD ee ee ee, Add 


= 


ww ewe i we eV we OSE US er Owe rl he hw]! 


190. Eshelman & Sons 
191. Pittsburgh Plate Glass Co. ........ 
Fite GI IID, sasccecesccnsenstgncnssnncen 
193. Granite City Steel Co. ............... 
194, Clorox Chemical Co. .................. 
195. Perfect Circle Corp. ..........cccccc00 


Farm Publications Advertising Expenditures by Classes 


AGRICULTURE 
General & Industrial Equipment 

Farm & Crop Equipment 

: Dairy, Poultry & Livestock Equipment 
| Dairy, Poultry & Livestock Feed 
Dairy, Poultry & Livestock Health 
Products & Services 

} Agricultural Chemicals & Fertilizers .. 
} Animal Pest Control 


Miscell 


AUTOMOTIVE 
Passenger Cars & Bodies 
Commercial Trucks & Vehicles 
Industrial & Garden Tractors 
Tires & Tubes 
Accessories, Equipment, Parts & 

Miscellaneous 


AVIATION 


CONSTRUCTION 

Building Materials 
Major Systems & Appliances 
Fencing 
Paints & Varnishes 


CLOTHING 


CONFECTIONERY & SOFT DRINKS 


SERVICES & COOPERATIVES 


DRUG & TOILET PRODUCTS 
Cosmetics and Health 
Medical 


FOOD & FOOD PRODUCTS ............ 
Ingredients 
Canned & Packaged Foods 
Food Beverages 


Miscellaneous 


Advertising Age, February 24, 1958 


Expenditures 

1957 1956 
46,809 52,677 
46,800 43,000 | 
46,589 37,558 | 
46,332 79,593 
46,240 69,125 
46,240 33,808 


1957 1956 
$23,734,538 $23,908,744 
2,094,789 2,157,721 
6,438,086 6,898,306 
1,731,291 1,595,528 
3,620,390 3,835,240 
4,118,357 3,707,687 
3,433,662 3,566,237 
117,347 89,406 
1,438,391 1,337,153 
742,225 721,466 
6,061,343 6,056,685 
1,101,588 1,382,403 
2,109,922 1,816,090 
108,467 183,114 
1,465,349 1,389,745 
1,276,017 1,285,333 
9,150 15,650 
17,159 54,743 
3,325,210 3,851,182 
2,015,945 2,237,626 
431,205 559,143 
565,431 616,495 
312,629 437,918 
473,981 670,411 
157,091 27,089 
1,442,817 1,345,523 
2,574,459 1,911,078 
688,814 383,654 
1,885,645 1,527,424 
58,721 65,189 
2,464,122 2,906,267 
1,309,666 1,455,870 
538,141 601,738 
164,724 363,612 
451,591 485,047 


1957 and 1956 


Source: Farm Publication Reports Inc. 


Heirloom Push Features 
Linkletter Endorsement 


Oneida Ltd., Oneida, N. Y., sil- 
feature endorse- 
ments by Art Linkletter and his 
two daughters in its 4 Love pet 


versmith, will 


campaign for its Young Love pat- 


tern in Heirloom sterling. A b&w) 
page ad, picturing the tv star with 
| his daughters, Dawn and Sharon, | piece place setting, and $24.75 for| Population of U. S. 
will run in the April issues of|a $34.75 6-piece place setting. The 
and Modern|introductory special also offers a’ U.S.,” 


Bride’s Magazine 


dies’ 


Home Journal, 


the fall in the same media. 


new pattern will be offered at) 


KCMO tower 
Expenditures 1.042 ft 
Rank Advertiser 1957 1956 Boys... For your own protection... ' 
BOG, Gee Bitty Gey crccrvccescsccctsesesssscces 46,186 40,937 We | 
197. Fox River Tractor Co. .............000. 46,169 37,373 
198. Johns-Mansville Co... 45,372 74,394) | 
199. Miles Laboratories Inc. .............. 45,185 20,370 I A a te OT 
200. Channel Master Co. ...........:ccce 45,050 42,255 
TEE beitaindaltichininsnsiaincnmniiea $36,632,862 $35,764,098 % L L L | 
V4 
Any of the following potentiolly explosive chemicols, ond others in 
of the seme type, without the consent end the presence of your ‘gt 
perenn, Wo wif be glad to enptan the posse honente eveived, feaa—Eiffel tower 
AMMONIUM NITRATE POTASSIUM NITRATE | a 984 ft. 
AMMONIUM DICHROMATE POTASSIUM PERMANGANATE ‘ 3 
macs eas | thes 
—_ 1957 1956 METALLIC PEROXIDES POWDERED IRON re 
GASOLINES, LUBRICAN ; .: 
IEE ch ciiihindnecbiiide 2,290,805 2,466,006) | METALLIC POTASSIUM eennncemauna ne 
METALLIC SODIUM POWDERED ZINC U ~4 
Har ager EQUIPMENT & SUPPLIES Rr oe ret > WiTRKC ACID SULFUR F M4 
ajor PPHONCES .... ere rcrecerereeererenene ’ ’ v le .: 
Minor Appliances, Equipment & POTASSIUM CHLORATE SURE A ! eK 
TNE: sencsiascastnsopnimdisticbditesdinesiciies 649,057 816,891 j e 4 
, ym 
HOUSEHOLD FURNISHINGS ............ rome MADING'S DRUG STORES AND 
el Your Neighborhood” Co 
INSURANCE & FINANCE .........000..- 969,417 931,754 a eae Be ei Y wis 
n> "% 
JEWELRY & OPTICAL SUPPLIES ...... 93,518 89,438 } KON | 
4 ‘a 
ANTI-MISSILES—A Houston drug store ‘ SG 
OFFICE EQUIPMENT & SUPPLIES .... 10,419 10,640! chain ran this ad in the Houston } eck | 
PUBLIC RELATIONS .......00.00.00000000000 151,444 43,354| Press announcing that it would not iQ 
sell explosive chemicals used in ecy | 
PUBLISHING & MEDIA 0.00.0... 443,950 336,452) missiles and rockets to youths. 4 an 
RADIO & TV STATIONS .....cccssesossee 82,270 42,333 NN | 
ir « 
MUSICAL INSTRUMENTS, PHONOGRAPHS, Irene B. Taeuber, has been pub- Zane 
RADIOS, TV SETS & ACCESSORIES 297,123 192,374 | lished by John Wiley & Sons, New v> 4 
York. Conrad Taeuber is assistant )) a) 
RETAIL & MAIL ORDER HOUSES ..... 901,495 1,130,608 | director for demographic fields of Z, We 
the Bureau of the Census. Irene v4 7 
SMOKING SUPPLIES ..........ccccccseeeees 690,542 991,257 | Taeuber is research associate of IN Mal 
SOAPS, DETERGENTS, CLEANSERS the office of population research of ,- iN 
7 tas 271,795 370,143 | Princeton University. 4 NB 
The book provides data on geo- > c/ 
SPORTING GOODS & TOYS ............. 403,710 367,311| graphical distribution, participa- N ay 
tion in the labor force, households, Zi ‘aN 
RESORTS, TRANSPORTATION & education, income, migration with- v4 I\ J 
TRAVEL svnseeneeetneenneeeneetnnnnnenen 259,101 306,838 | in the country and the declining oo x / 
Transportation & Travel... 239,520 289,048 contribution of immigration. Also “Gy 
Resorts & Other Accommodations .... 19,581 17,790 | discussed are death rate, birth rate, NX i“ 
MISCELLANEOUS COMMERCIAL | dispersion of Negroes from the ru- . VA 
ADVERTISING ..ccccoossssssnsesnsennee $ 135,131 $ 312,078|"@l South, the rise of cities and x / 
| growth of suburban areas. Price of \ 
TOTAL COMMERCIAL ......ccccsss000 $49,905,470 $51,281,525 | the 358-page book is $7.75. 
POULTRY DISPLAY & BREED ASSNS. 884,443 1,012,529 Nielsen Names Napier 
LIVE STOCK & BREED ASSNG. .......... 418,996 464,444 Director of British Co. 
ey 1,115,488 1,142,009) i = tn an nian te, 
SIT ED wuncennnticenseniniiiinindinn 52,324,397 $53,900,507 2 - 4! 
= - ° rector of A. C. Nielsen Co. Ltd., 
; ; Oxford, England. He succeeds Dr. 
| Bride, and in May issues of House |smoked glass bowl and a serving | pqward L. Lloyd, who now will su- 
| Beautiful, House & Garden, La- | spoon for $4.95. To help call atten- pervise Nielsen’s continental and 
Living for|tion to the Young Love pattern a Australasian companies. Mr. Nap- 
Young Homemakers and Seven-| lapel pin featuring the design will | jor joined Nielsen in 1937. In 1944 
teen. The ad will be repeated in|be offered for $1.50. J. Walter he became founder and first presi- 
: Thompson Co., New York, is the gent of Nielsen’s Canadian subsid- 
For an introductory period, the agency. iary. 
. For the past eight years, Mr. 
“1950 prices”: $17.50 for a $24 4-| New Book Discusses Changing Napier has been exec vp of A. C. \ 
Nielsen Co., in charge of all sales > 
“The Changing Population of the | and client service operations in “ 
by Conrad Taeuber and central U.S. a 
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. in Kansas City it’s KCMO's “‘Eye-full” tower : 


SELF-SUPPORTED TOWER IN THE WORLD 
ATED AT BROADCASTING HOUSE, KANSAS CITY 


SAN 
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Greenhaw & Rush 
Wins 6 Awards in 


Memphis Ad Contest |& Steinke. 


Mempuis, Feb. 19—Greenhaw & | store. 
Rush Inc. and its clients received | 
six of the 17 first place awards |™0n & Gwynn. 
for outstanding advertising pro- 
duced by Memphis-area i 
nesses, presented last week by the | ham Paper Co.; Fotovox Inc. 
Advertising Club of Memphis. 

Advertisers and their agencies 


were 


were: 


General consumer magazines—National 
Manufacturers’ 


Oak 


Flooring 


Greenhaw & Rush. 


Industrial and business magazines—Na-— 
tional Cotton Council; Greenhaw & Rush. | 
Direct mail (single mailing or series)— 
Buckeye Cellulose Corp.; Greenhaw 


Rush. 


Direct mail (catalogs)—E. L. Bruce Co., 


Greenhaw & Rush. 


Direct mail (booklets)—W. Baily Camp- 


cited at the third annual) 
awards dinner. First place winners 


bell, Baily & Huckaba Studio. 


Newspa 


Rush. 


Newspapers (local retail store accounts) 


pers 


—Julius Lewis. 


(national 
Buckeye Cellulose Corp.; 


busi- 


Assn. ; 


regional)— 
Greenhaw & | 


Newspapers (local accounts other on 4 - 
oe ee National Bank; In 57 Canadian 
Outdoor posters—Hoehn Chevrolet Co.; | 
Greenhaw & Rush. s J 
Magazines Ad 
Volume Rose 3% 


Bus posters—WHBQ Radio; Rosengarten 
Canadian Breweries Tops 
| Point-of-sale display—Hunter division H in: H 
| of Robbins & Myers Inc.; Advertising | List Again; 10 Advertisers 
| South. Join $100,000 Ranks 


Package design—Blair 
y eK po ye Toronto, Feb. 18—Canadian 
berg’s. # magazine advertising continued on 
the upgrade in 1957, when 1,141 
advertisers spent $20,046,551 in 12 
Blum’s Direct Advertising major consumer books to increase 
Agency, San Francisco, has ap- | the 1956 figure by $550,660. 
pointed John A. Peck, formerly an| In 1955 the total was $17,434,225. 
account executive with Mullen &|43 advertisers spent more than 
Associates, Minneapolis, sales pro- | $100,000 each in the medium last 
motion manager and sales repre- | year, compared with 36 in 1956. 
sentative. Blum’s also has appoint-| Newcomers in the $100,000-a- 
ed Allen Jamieson, formerly sales|year bracket in magazines were 
| promotion manager of the Califor- | Shell Oil Co. of Canada; S. C. 
|nia branch of American Seating| Johnson & Son; W. & A. Gilbey; 
| Co., to its staff. |British American Oil Co.; Swift 


Radio commerciais—Shainberg's Variety 
Television programs—Buhiler Mills; Si- 
Animated tv commercials—American 


Snuff Co.; Simon & Gwynn. 
Dramatized ty commercials—Birming- 


Art Products; 


paign—Shain- 


_Blum's Agency Names Two 


—————,, 


You Cant Reach... 


POTENTIAL AIR TRAVELERS 
BY FLYING OVER THEM! 


FAN@OOD 


ELIZABETH 


Our Readers Are 
Only Minutes 
From Newark Airport 


43 advertisers 


Air Corp.; 


The magazines 
|Home Journal, Canadian Homes & 

La Revue 28 
Moderne, La Revue Populaire, Le 

Samedi, Maclean’s Magazine, May- | 29 
fair, Liberty, Reader’s Digest, Sat- 
urday Night and Time (Canadian 
| edition). 
Following is the list of the top 
in magazines 


| Gardens, 


|Canadian; Gooderham & Worts; 
Champion Spark Plug; Trans Can- 
ada Air Lines; British Overseas 
and Canadian Pitts- 
burgh Industries. Biggest magazine 
investor among the newcomers was 
| Shell, which increased its 1956 ap- 
|propriation of $26,390 to $199,076. 
The 1,141 magazine advertisers 
were bracketed as follows by the 
Magazine Advertising Bureau of 
Canada: 


# 43 spent $100,000 or more; 45 
spent $50,000 to $99,999; 24 spent | 
$40,000 to $49,999; 37 spent $30,- 21 
000 to $39,999; 66 spent $20,000 to | 
$29,999; 149 spent $10,000 to $19,- | 22 
999; 153 spent $5,000 to $9,999; 114 | 
spent $3,000 to $4,999; and 510/23 
spent less than $3,000. 


15 


20 


The 43 advertisers in the $100,- | 24 


Chatelaine, 


000 and up classification spent a) 
combined total of $8,789,905, or | 25 
nearly 44% of the $20,046,551 in- | 26 
vested in the 12 consumer books. | 
were Canadian | 27 


in 


/Canada in 1957 as compared with | 32 
| 1956: 


| ‘57 
Standing Company Investment Investment | 


_ 
~ 


‘57 


Canadian Brew- 
eries (1) 
General Motors of Canada 
(Automotive & Diesel 

divs.) (2) 620,428 
Jos. E. Seagram & Sons 


i een 587,815 
Chrysler Corp. of 
Canada (4) «0.0... 387,662 


Canadian General Electric 
Co. (7) 330,730 


John Labatt Ltd. (5) 321,575 
Hiram Walker & Sons 
 _ oa 290,664 
Imperial Oil 

iy 274,488 
Molson’s Brew- 

TE ccansvaiamnprinnce 269,210 
Distillers Co. (Cana- 
Eee 254,309 
H. Corby Distillery 

BGs: GERD citecnersesses 232,007 
General Foods 

| ann 229,445 
Shell Oil Co. of 

Canada (166) ........ 199,076 


Imperial Tobacco Co. of 
Canada (15) 196,167 


‘56 


| 
$655,635 °> 


36 
650,446 |, 


492,856 38 


471,529 39 


291,710. 


346,291 | “ 


217,925 | " 


230,247 | * 
292,206 | ba 
233,304 


125,259 | 


239,835 


26,390 


| ‘57 
Standing Company 


Advertising Age, February 24, 1958 


‘57 


Ford Motor Co. of Can- 
OE GD titctimetin 195,399 
S. C. Johnson & Son 
een 172,430 
Dominion Oilcloth & Lino- 
leum Co. (16) ...... 171,144 
Canadian Schenley 

_*. as 163,472 
W. & A. Gilbey 

BE. COED = crseectotsttoers 161,827 
British American 

a ee ye 152,655 
Jergens-Wood- 
fens 145,218 
Philips Industries 
ae 143,272 
Dow Breweries 
een 140,719 
Calvert Distillers 
eee 138,827 


Coca-Cola Ltd. (14) 138,590 
Campbell Soup Co. 


Ff ae 138,230 
Standard Brands 

OR CERN atthe 137,885 
Thomas Adams Distillers 
eee 133,960 
Government of Cana- 
ee 132,531 
Yardley of London 
(Canada) (33) ...... 129,297 
H. J. Heinz Co. of 

Canada (17) .......... 122,464 
T. G. Bright & Co. 

ft aa 122,255 
Swift Canadian Co. 

2 yy 121,912 
Sunbeam Corp. (Cana- 


Gar) (96) receggeeerieess 
Gooderham & Worts 
ff ewes 
Bristol-Myers Co. of 
Canada (23) 119,690 
Metropolitan Life Insurance 
Co. (34) 114,394 


121,588 


121,104 


Champion Spark Plug of 
Canada (37) ........ 112,562 
Canadian Kodak 
eee 109,666 
Canadian Indus- 

ND cciteeiiecinaieets 109,070 
Trans Canada Air 

I TE cnsiccutiontniesits 108,570 
British Overseas Air 

Corp. (54)... 107,246 


Canadian Pittsburgh In- 
dusiries (52) 101,669 
TOTAL 


‘56 


Investment Investment 


267,940 
52,255 
168,128 
147,620 
91,225 
65,220 
162,007 
103,610 
120,960 


165,779 
188,818 


129,415 
163,727 
127,257 
132,421 
108,105 
167,411 
110,021 

67,250 
100,751 

61,457 
141,460 
104,495 

99,328 
127,549 
264,174 

98,419 

70,440 


72,460 


dencedeitlatiion $8,789,905 $8,137,686 
(Figures in parentheses indicate ‘56 stand- 
ings) 


Schwartz Joins Farm Book 


Clayton J. Schwartz, formerly 


with Prairie Farmer, has joined 


'the Chicago advertising staff of 


184,351 


Electricity on the Farm. 


INCORPORATED - CHICAGO 
547 SOUTH CLARK STREET 
WABASH 2-6284 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS”? IF 
NOT, WRITE OR PHONE TODAY 
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2 FOR 1—A large-space ad in the Se- 

attle Times offers a free 26-oz. 

package of salt with the purchase 

of one at the regular price. Need- 

ham, Louis & Brorby is the agency 
for Morton Salt Co. 


Evidence Relating 
Smoking, Cancer Isn't 
Final, Doctors Say 


New York, Feb. 18—Testimony 
by eminent doctors that “people 
are too dogmatic about blaming 
smoking for lung cancer,” and 
that “there is no conclusive evi- 
dence that cigaret smoking causes 
either lung cancer or heart 
disease,” is published in the cur- 
rent issue of “Tobacco & Health,” 
publication of the Tobacco Infor- 
mation Committee, a sub-commit- 
tee of the Tobacco Industry Re- 
search Committee. 

Dr. John W. Cline, chairman of 
the California Medical Assn.’s can- 
cer commission, is quoted as say- 
ing, “People have been far too 
dogmatic about blaming smoking 
for lung cancer. There are too 
many other factors to call it the 
sole chief cause.” 

Dr. Edgar V. Allen, professor of 
medicine at the University of Min- 
nesota’s Mayo Clinic, is quoted as 
saying that, despite the report by 
a committee of the American Can- 
cer Society that there is a definite 
relationship between cigaret 
smoking and lung cancer, “I don’t 
think this has been proved by a 
long way.” 


# Dr. Charles J. McCammon, Uni- 
versity of Southern California in- 
structor, is reported to have shown 
graphs recently to the Orange 
County American Cancer Society. 
depicting figures on cigaret smok- 
ing in England and the U. S. from 
1930 to 1950. Although use of cig- 
arets by Britons doubled in the 20- 
vear period, incidence of cancer 
over the same period multiplied 
more than fivefold. During the 
same period, he said, American use 
of cigarets more than tripled, but 
the increase in cancer incidence 
was not as sharp as the increase in 
England. He indicated that smog 
is a possible major contributing 
cause of cancer. 

Dr. Seymour M. Farber, San 
Francisco tuberculosis and chest 
specialist, said that “fumes of mod- 
ern civilization, including smog but 
not necessarily the cigaret,” are 
making more and more Californi- 
ans breathless. 

Dr. Herman J. Moersch of the 
Mayo Foundation, at Rochester 
Minn., said that there is no ques- 
tion of a relationship between 
eavy smoking and lung cancer, 
ut whether it’s incidental, or how 
wuch of a role smoking or many 
ther factors play are questions 
w research to discover. 

Dr. Tan MacDonald of the Uni- 

.ersity of Southern California said 
he believes oiled and tarred roads 
iay be involved in the increase of 
ing cancer. # 


a a a 


Kelly Tires Enter Britain | Solomon Joins Colorpak | 
Kelly-Springfield Tire Co., one| Charles (Bud) Solomon, former | 
of America’s oldest tire manufac-| director of advertising of A. S. R. 
turers, has entered the British) Products and most recently in his 
market. The Maryland company | own advertising business in Staun- 
has acquired factory facilities in| ton, Va., has returned to New York 
Britain to make a full line of tires | to establish an advertising display 
and tubes. The introductory cam-| division for Colorpak Inc., New 
paign, via Central News Ltd., Lon-| York, designer and converter of 
don, is utilizing the theme: “Have| printed polyethylene bags. 
you seen the new Kelly tires?” 
Anheuser-Busch Boosts Lewis | 
Sanford I. Lewis has besa | 
named sales manager of the south- 
ern region of Anheuser-Busch. The 
region includes 11 states. Mr. Lew- 
is succeeds Lou Fogassey, who has 
been named division sales manag- 
er for the state of Florida. 


Jack Kent Moves to Renault 
Jack C. Kent, formerly with the | 
export division of Chrysler Corp., 
has been appointed general sales 
manager of Renault Inc., New 
York, marketer of the French- 
made Renault car. 


Harper & Bros. Names Forsyth 
Maxwell L. Forsyth has been 
named manager of the Franklin 
Square Subscription Agency, En- 
glewood, N. J., a division of Harper 
& Bros., publishers, New York. Mr. 
Forsyth, who has been with the 


agency 39 years, replaces Fred 
Singsen, who will retire June 30. 
Harper also named Harold T. An- 
derson assistant to Mr. Forsyth. 


Slater Joins Leo Burnett 

Leo Burnett Co., Chicago, has 
appointed Milton Slater a broad- 
cast supervisor. Mr. Slater former- 


ly was a vp of Tabco Tape Net-| 


work, independent film package 
company. 


173 


Blitz Named Ad Manager 

Arnold Blitz of Allen & Marshall 
Advertising, Los Angeles, has 
joined Woods Agency, for Massa- 
chusetts Mutual Life Insurance Co., 
Los Angeles, as advertising man- 
ager. He will continue as a con- 
sultant on marketing problems for 
Allen & Marshall. 


Maurice Weiss Joins WHOO 

Maurice (Red) Weiss has re- 
signed as advertising and sales 
promotion manager of Mojud Ho- 
|siery and Supp-Hose Inc., and will 
join WHOO, Orlando, Fla., radio 
station, as sales and promotion di- 
rector. Mr. Weiss recently bought 
an interest in the station. 


is unique. So is 


to 14 million 


ure sells... and 


Source: Magazine Reading Trends, 


Hit a prospect with impressive regular- 
ity and you'll have a sale to show for it. 
That's why so many sales (80%) are made 
on the fifth call. Persistence pays off when 
you sell in print, 


too. That’s why so many 


advertisers (more than 1,000 in 1957) 
“buy” TV GUIDE. 


The repeated reader reference it gives you 


the advertising exposure 


you get: the chance to tell your sales 
story five times a day, seven days a week, 
people who buy what you sell. 


If you buy the sales sense of continuity— 
buy TV GUIDE. its repeated sales expos- 


TY Circulation now over 6,000,000 


di 


REPEATED SALES EXPOSURE SELLS! 


Sindlinger & Co., 1957 
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PHOTO REVIEW & 
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Lowe Neal McKay Axelberg Crawford Gamble 
SOUTHEAST FOUR A’S ELECT—New officers and directors Middleton & Neal, director; Forbes McKay, Keegan 
of the Southeast council of American Assn. of Ad- Advertising Agency, director; Howard G. Axelberg, 


vertising Agencies, pictured with Frederic R. Gam-_ _Liller, Neal & Battle, secretary-treasurer; Harry 
BONDS AWARD—John R. Buckley (left), who retired recently after ble, president of the Four A’s, are Robert C. Lowe Crawford, Crawford & Porter Advertising, vice- 
two years as national director of the savings bends division, receives Jr., Lowe & Stevens, chairman; John H. Neal, Hege, chairman. 


the Treasury distinguished service award from Robert B. Anderson, 
Secretary of the U.S. Treasury. Mr. Buckley retired two years ago 


*t- MIDWESTERN AD 
as vp and general advertising manager of Hearst Magazines. 


CENTER—This is 
the architect’s 
conception for 
the 10-story, air- 
conditioned of- 
fice building 
which John Blair 
& Co. plans to 
build at Michi- 
gan Ave. and 
Erie St. in Chi- 
cago as a mid- 


BUTTONS, TRINKETS, SLIP-TOP BOx—A 
Portland, Ore., Philip Morris smok- 
er has come forth with this family 


- -— - -— 3 heirloom, an 1890s vintage Philip 
Morris box, apparently one of the 


RESURRECTED—A giant termite—killed off by a contract cancelation— first the company ever used for its 


was brought back to wing-flapping, chewing life following com- — custom made cigarets. Talk about western ad cen- 
plaints from sentimental termite friends. The company which bowed rigid, durable boxes, this one has ter. Now mark- 
to protests is American Wood Preserving Corp., Jacksonville, Fla., been used as a button box for about ing its 25th year, 

for its Celcure lumber. half a century. Blair and its af- 


filiated divisions 

will occupy one 

floor of the new 
building. 


Howard Adams Ebel Butler Graham Bremner Spaulding Rosen 
PATCHES & PRESENTS—Tom Adams, new president of tendance at the sessions, Aldis P. Butler, vp of PANEL LINEUP—Walker Graham of D. P. Brother & Co., Detroit, led 
Campbell-Ewald, had some serious comment to Young & Rubicam, Detroit, presented an engraved a copy panel at the Michigan council of Four A’s meeting. Also on 
make on eyepatch worn by Bill Howard of J. Wal-_ cigaret box to a featured speaker at the meeting. the panel were Al Bremner, Foote, Cone & Belding, Chicago; Mary 
ter Thompson Co., Detroit, at the Michigan Four A’s Edwin W. Ebel, vp in charge of advertising at Gen- Spaulding, MacManus, John & Adams, Detroit; and Charles Rosen, 
meeting. The patch was supposed to promote at-_ eral Foods Corp., White Plains, N. Y. W. B. Doner & Co., Detroit. 


Johnston Georgi Porter Hussey McGuire Ereding Elton Calvert Nyland Chaney Zarker 
SERIOUS SESSIONS—Lots of hard work was done during panel and seminar sessions at JWT, Detroit, with the assistance of Micky McGuire, MacManus, John & Adams, 
the Michigan Four A’s meet in Detroit. Carl Georgi, Campbell-Ewald, Detroit, headed Detroit, and Wallace W. Elton, JWT, New York. Neal Nyland, Geyer Advertising, 
the media seminar. With him were George Johnston, Brooke, Smith, French & Dor- Detroit, had his say at the client-agency relations panel. Other members were Harry 
rance, Detroit; Arthur Porter, J. Walter Thompson Co., New York; and Robert Hussey, Calvert, Zimmer, Keller & Calvert, Detroit; Bobb Chaney, chairman, Batten, Barton, 
Foote, Cone & Belding, Detroit. The art seminar was conducted by Ralph Breding, Durstine & Osborn, Twin Cities; and Russell N. Zarker, Jaqua Co., Detroit, 
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BULLETIN 
OMAHA NEB. FEB. §15 -- EMPLOYMENT IS UP IN 
OMAHA AND NEBRASKA. THE STATE LABOR DEPART- 
MENT DISCLOSED TODAY THERE WERE LESS JOB 
SEEKERS REGISTERED IN NEBRASKA NOW THAN AT 
THIS SAME TIME A YEAR AGO. IN OMAHA, RUSSELL 
HAND, MANAGER OF THE NEBRASKA STATE EMPLOYMENT 
SERVICE SAID, "THERE ARE MORE PERSONS WORKING 
TODAY (IN OMAHA), THAN A YEAR AGO." 


Going, growing markets are hard to find to- 
day. The economic climate in Nebraska and 
Western Iowa invites your immediate attention. 
The Omaha World-Herald alone covers this 
market where 1.6 million people have more 


than 2.4 BILLION dollars to spend yearly! 


Omaha World-Herald 


Te . = 250,354 Daily 261,806 Sunday 


ABC, 12 Months Ending March 31, 1957; O'Mara & Ormsbee, National Representatives, 
New York °* Chicago ° Detroit * Los Angeles °* San Francisco 
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72 Years for Pond’s at JWT... 


Top Agencies Reveal 
Their Oldest Accounts 


Cuicaco, Feb. 19—Among other records, 
J. Walter Thompson Co. probably can lay 
claim to having hung onto an account 
longer than has any other agency in the 
nation—72 years with Chesebrough- 
Pond’s. 

Because account switches, particularly 
the big ones, make a large part of the 
news in the advertising world, Apvertis- 
ING AcE decided to take a look at the 
other side of the coin, to see how stable 
some accounts can be at the world’s larg- 


est agencies. AA queried the 32 agencies 
billing more than $25,000,000 in 1957. The 
questions: What is the oldest account in 
the house? How long have you had it? 


® The replies are presented and illus- 
trated on these two pages. After JWT, 
with its record tenacity in holding Pond’s 
(formerly Pond’s Extract Co.), comes 
N. W. Ayer & Son, which has held Stein- 
way & Sons for 57 years (and that’s not 
counting International Correspondence 


Schools, which started several years ear- 
lier, but dropped out for a year or so 
around the turn of the century). 


® The listings show that Ted Bates & Co. 
has had Colgate-Palmolive Co. for 17 
years; it should be added that Continental 
Baking Co. also has been around at Ted 
Bates for 17 years. 

Only one of the 32 agencies in the over- 
$25,000,000 billings category is not rep- 
resented here: MacLaren Advertising Co. ; 
threw up its hands at trying to figure who E 
is its oldest account. MacLaren was 


. 


VAPORATED | 


formed in 1935 from Campbell-Ewald of M ' L "4 
Canada, and also absorbed Norris-Pat- Comes sicnarene noe 
terson, which was an old Canadian eater —— 
agency dating far back into the 1800s. 

MacLaren officials estimate they must Carnation Co. 
have about 15 old accounts of the Norris- 40 Years 


Patterson days, all of about the same 


vane & Erwin Wasey,. Ruthrauff & Ryan 


esc 
Oldsmobile Division and AC Spark Plug Division, General Motors 
24 Years 


D. P. Brother & Co. 


Firestone 


General Electric Co. 
27 Years 


Maxon Inc. 


Firestone Tire & Rubber Co. 
19 Years 


Grey Advertising Agency 


Sunkist Growers 
51 Years 


Foote, Cone & Belding 


General Foods Corp. 
33 Years 


Young & Rubicam 


Sell Webster’s 


F. S. Webster Co. 
39 Years 


Batten, Barton, Durstine & Osborn 


Scholl Mfg. Co. 


27 Years 


Donahue & Coe 


*seenees** 


Schenley Industries 


15 Yeors 
Norman, Craig & Kummel 


General 


oe 
Mills 


General Mills 


34 Years 
Dancer-Fitzgerald-Sample 


Noxzema 


Noxzema Chemical Co. and Smith Brothers 
12 Years 


Sullivan, Stauffer, Colwell & Bayles 


Florists’ Telegraph Delivery Assn. 


17 Years 
Grant Advertising 


Green Giant Co. and Hoover Co. 


23 Years 


Leo Burnett Co. 


Colgate-Palmolive Co. 


17 Years 


Ted Bates & Co. 
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Dow Chemical Co. and Pontiac Division, General Motors 


MacManus, John & Adams 


(Sali \ 


Coe 


BODY 
by 


FISHER 


Fisher Body Division and National Distillers Products Co. 


25 Years 
Kudner Agency 


General Foods Corp. 


28 Years 
Benton & Bowles 


Steinway & Sons 
57 Years 


N. W. Ayer & Son 


— 


MANUFACTURING AND SUPPLY 


srern Electric 


Western Electric Co. 
38 Years 


Cunningham & Walsh 


R. J. Reynolds Tobacco Co. 
26 Years 


William Esty Co. 


<j) McQUAY-NORRIS 


) xo MANUFACTURING CO. ST. LOUNS . TORONTO 


McQuay-Norris Mig. Co. 


45 Years 
D'Arcy Advertising Co. 


P. Lorillard Co. 


31 Years 


Lennen & Newell 


you can BE SURE...1F ITS 


Westinghouse 


Westinghouse Electric Corp. 
42 Years 


Fuller & Smith & Ross 


Procter & Gamble 
37 Years 


Compton Advertising 


Chesebrough-Pond’s 
72 Years 
]. Walter Thompson Co. 


j 
Delc Ykemy 
A, 
Ad SYSTEMS 


Delco-Remy Division, General 
Motors 
31 Yeors 


Campbell-Ewald 


Barrett Division, Allied Chemical 
& Dye 


54 Years 


McCann-Erickson 


IMPERIAL 


€sso 


Imperial Oil Ltd. 


41 Years 


Cocktield, Brown & Co. 


Canadian Pacific 


Canadian Pacific Railway Co. 
29 Years 


Kenyon & Eckhardt 


Hen ae 


Land O'Lakes Creameries and North West National Bank 
Campbell-Mithun 


z Se aN awe 
ee ee ee ee. eg ee, ee 


S. C. Johnson & Son 


29 Years 


Needham, Louis & Brorby 
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Top 10 Magazines in Beer, Wine, Liquor Ads 


|;compared with 3,612 in ’56—a gain 


x ty 
Source: The New Yorker Sti 
§ ——— Pages Revenue 
Magazine 1957 1956 Increase 1957 1956 ee 
The New Yorker .......cccc0 743 688 55 $ 2,844,529 $ 2,518,270 $ 326,259| = =—To See = 
Peto a 386 369 17 13,942,425 12,111,168 = 1,831,257| === es LB % 
Sports Mlustrated .o...cccccmce. 297 169 128 1,291,277 Tan) 8=s-« 99D) SESS SS Te | 
eee See 288 265 24 488,081 388,568 99,513 | Soe, Sn ee Pe, 
ees 285 236 50 2,316,286 1,720,431 595,855 aalarteontery s 
RS BGG 274 234 39 4,207,648 3,265,274 942,374 ease 000 ———= 
OS NR 219 18) 38 331,472 259,742 71,730 (wc, 
RR RNS 217 143 74 1,708,960 1,020,798 688,162 Ores / | AX 
EEE RINE 204 202 2 1,444,534 1,374,169 70,365| | O° | === |... [ Eagee 
2 RE « 203 154 49 5,769,953 3,779,044 1,990,909 —S—s 
poet 3,121 2,645 476 $34,345,165 $27,172,483 $7,172,682 To || cpa | 
Mag azin es’ Spirits grr, by The New Yorker aah i.) 
| Ads Mounted in ‘57, _ |, Pases carried by all general mag-| Wet uP A Kyle eusous “uae WP A Wen! 
. : azines in 1957 in the beer, wine| ~~ . aed 
New Yorker’ Reports 24 liquor category totaled 4,115.) .5 pap Lucky Strike ran this ad in 


New York, Feb. 18—Virtually jot 503 pages. Magazine revenue for 
all general magazines enjoyed sub-|beer, wine and liquor in ’57 was 
stantial increases in pages and | $39,441,485, compared with $31,- 
revenues from beer, wine and li- | 700,364 in ’56—a gain of $7,741,121. 
quor advertising in 1957, a data | Of those totals, ten magazines 


Speed: 
500-plus mph? 


ey That’s a little fast—but you should hear 
some of the comments since ROGERS 
stretched their productive day into the 
hours most folks have relaxed in their 
old slippers, or wound the clock and hit 
the sack. (Ad production men excepted, 
of course.) @ “Deadline blues” is now 
just a saying among those who know 
that the true-to-copy performance re- 
sponsible for the reputation, “‘master 
craftsmen of photo-engraving’’, is just 
as active by night as it’s always been by 
day. You might prove it some afternoon 
when time seems to be running out. 


ROGERS 


engraving company 
2001 calumet avenue + chicage 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


the University of Connecticut’s 

Daily Campus offering $25 to col- 

lege students who submit “stick- 
lers.” 


carried 3,121 pages in '57, com- 
pared with 2,645 in ’56—a gain of 
476 pages—and had ’57 revenues of 
$34,345,165, compared with $27,- 
172,483 in ’56—a gain of $7,172,682. 


Florien Gass, 56, 
Doremus Research 


Director, Is Dead 


New York, Feb. 19—Florien P. 
Gass, 56, director of research of 
Doremus & Co., died of a heart at- 
tack yesterday at his home in 
Hempstead, N. Y. 

Born in Kansas City, Mo., Mr. 
Gass was graduated from the Uni- 
versity of Missouri in 1923 and 
then attended Oxford University as 
a Rhodes scholar from 1924 to 1927. 
Later he was an instructor in Eng- 
lish at the University of Missouri 
and did graduate work at Harvard 
University in 1930-31. 

Mr. Gass then entered public re- 
lations work in New York with 
the Mandeville Press Bureau; later 
he joined the Glass Container Assn. 
of America as director of publica- 
tions. 

In 1945 he joined Doremus; he 
was made research director of the 
agency in 1949. 

Four years ago, Mr. Gass became 
blind but continued to commute 
regularly to his office in New York. 


HERMAN G. SEELY 

CuIcaco, Feb. 18—Herman Gas- 
trell Seely, 66, retired financial ed- 
itor of the Chicago Daily News, 
died yesterday of a heart attack in 
a parked auto in front of his home. 
A newspaper man for 42 years, Mr. 
Seely began his career as a political 
reporter for the old Chicago Her- 
ald. He also worked for the old 
Chicago Post before joining the 
Daily News in 1932 as an editorial 
writer. He was named financial 
editor in 1943 and held this position 
until his retirement in January, 
1957. # 


Albright Heads Ad Unit 

Donald C. Albright, assistant 
manager of the publicity and ad- 
vertising department of Niagara 
Mohawk Power Corp.’s central 
division, Syracuse, N. Y., has been 
promoted to department manager. 
He succeeds George A. Laird Jr., 
who has been named manager of 
publicity and advertising for the 
company’s eastern division in 
Albany. 


Carlson Heads L.A. Mailers 

Leonard Carlson, Sunset House, 
has been elected president of the 
one-year-old Direct Mail Club of 
Los Angeles. Other new officers 
are Howard J. Mackin, American 
Calculating Co., ist vp; Bruce 
Lindeke, Boling Inc., 2nd vp, and 
Rose Rashmir, Market Compila- 
tion & Research Bureau, secretary- 
treasurer. 


* Four weeks Jan. 25 


¢ Six months: 
* Six months: 
‘12 months: 
° Six months: 
* 12 months: 
* 12 months: 
/ 12 months: 
* 12 months: 
! Six months: 


1957- 


# Not included in totals. 
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January Sales of Chain Stores 

% Gain 
1958 1957 or Loss 

Food Chains 
. Ferrer ctr $ 33,748,651 $ 32,260,904 + 46 
0 rer eee 34,667,349 29,317,479 +18.2 
Abd iin bb6606600086604660046000 32,909,289 31,669,583 + 39 
CG kck 660 eGenh Eee eSnses ies 135,194,449 120,035,915 +12.6 
SE EE éc546sdvinessevnssseooes 57,764,202 46,784,724 +23.5 
ec ise sxanbenndbacem $294,283,940 $260,068,605 413.2 

Mail Order 
ES 9 area $ 5,912,103 $ 5,503,472 74 
_ | errr rT. 60,329,123 52,512,857 +149 
PD odsnevaiseceennssedewes $ 66,241,226 $ 58,016,329 +142 

Drug Chains 
nt wnidanae tease ens de dim $ 5,548,454 $ 5,177,404 + 7.2 
es eer sii ncnies 19,806,784 17,060,354 +16.1 
MI co cecciia cakeesexcessss $ 25,355,238 $ 22,237,758 +14.0 

Variety and Miscellaneous 

_ . 2S er eee re $ 6,213,765 $ 6,902,011 —10.0 
SS cnc en okie esa eneee oenae 11,646,109 9,865,761 +18.0 
CE WD 666650 cavccdciesus 1,704,233 1,778,932 — 42 
CN SS Pee ore ee 5,745,539 5,336,194 + 7.7 
CT 2066600604 664.0088 08 60s 733,958 672,918 + 91 
Gamble-Skogmo Inc. 7,970,391 7,248,224 +10.0 
0 Ok EP errr 20,612,453 19,513,437 + 5.6 
9Grayson-Robinson S ‘<i 2,030,898 1,996,880 +17 
0 ES a ret 6,293,400 6,185,828 + 17 
‘Interstate Dept. Stores .............. 3,900,413 3,647,196 + 69 
ee eee 22,024,924 20,822,621 + 58 
CS EE eee ry ere 9,541,769 10,364,208 —79 
Eee eer rr 10,062,756 9,824,686 + 24 
eens dd nak cheng Cd bbees 1,574,591 1,459,281 +79 
CM skeccdconeens dee dasa 3,549,959 3,384,967 + 49 
SS ee 6,692,377 6,767,426 —11 
i Cin dsc cence eaveensee 1,835,927 1,975,044 — 7.0 
RE SPP Peer ee ree 11,527,238 11,466,659 + 05 
i oeeCGts hk edandecebeuncs 3,790,282 3,787,756 + 06 
Dab sk es nonce ds eeed bend 11,836,065 11,204,575 + 56 
EC iiscssccsccecndenéatee 1,294,797 1,400,270 — 75 
Shee Corp. of America .............55% 5,769,636 5,277,399 + 93 
. - Sh errr re 970,631 1,130,808 —14.1 
CED cos Satvesccccsecccacessee 13,087,000 11,988,000 + 9.2 
i i) 6 6ctvndbeees seebees 2,591,779 2,038,308 +27.2 
SE We Wl cceccccencdsciee ae 59,596,530 —— — 
TED ‘ebb0esecesaendioradses $173,000,890 $166,039, 389 + 42 
i errr ee $558,881,294 $506,362,081 +10.4 


* 47 weeks Jan. 25: 1957-$384,757,106; 1956-$336,959,133; 414.2 
© 12 months Jan. 31: 1957-$1,073,878,488; 1956-$1,045,767,458; +2.7 
1957-$48,803,974; 1956-$52,052,551; —6.2 
1957-$19,405,333; 1956-$19,281,119; +0.6 
1957-$406,334,855; 1956-$380,915,043; +6.7 
1957-$22,858,387; 1956-$22,295,427; +2.5 
1957-$110,587,423; 1956-$112,520,565; —1.7 
$66,638,362; 1956-$67,184,603; —0.8 
1957-$179,256,896; 1956-$170,412,795; +5.2 
1957-$39,138,494; 1956-$33,109,650; +18.2 
1957-$21,171,764; 1956-$21,078,318; +0.4 

™ 11 months: 1957-$17,106,108; 1956-$17,560,411; —2.6 


eastern New 


Thaddeus sees Red 


and covers the 11th largest TV 
market with one station! 


Rhode Island Red impresses on time buyer Thaddeus O. 
Thistlethwaite the fact that WJAR-TV’s primary cov- 
erage area includes, not just Providence but all south- 
England, including Boston, Fall River, 
New Bedford, Worcester! Call your Petry man and let 
him show you just how much extra coverage you get 
with WJAR-TV in the Providence market! 


In the Providence market 


WJAR-TV 


Channel 10 + Providence, R.1. * NBC+*ABC + Represented by Edward Petry & Co., Inc. 


is cock-of-the-walk 
in station coverage! 
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Brunn Wark Getty 


CAMPAIGN KICK-OFF—Gathered for a sales meeting announcing the 
launching of a record campaign to introduce Tidewater Oil Co.’s 
new 100 octane gasoline are Tidewater’s Walter Brunn, marketing 


director of the western division; 
Les Wark, vp and general man- | 
ager of the western division; J.| 
Ronald Getty, exec vp of market- 
ing; D. T. Staples, president, and 
Fred Wellmerling, advertising di- 
rector. The background is the 
service station pole sign being | 
used in Tidewater stations. 


Tidewater Uses 
Dailies, Outdoor, 


Radio in Drive 


Keyed to 100-Octane 
Gasoline, Ads Utilize 
News-Style Presentation 


Los ANGELES, Feb. 18—Using 
newspapers, radio, television and 
outdoor, Tidewater Oil Co. last 
week launched a record ad cam- 
paign to announce its new 100- 
octane gasoline. 

Opening two-color newspaper 
pages in 51 dailies in the five 
farthest western states and Hawaii | 
heralded: “For the first time . . 
100-octane gasoline is here . . . and | 
only ‘Flying A’ has it!” The same | 
newspapers will carry five Se 


| IOO OCTANE | 
GASOLINE 
IS HERE! 


“FLYING A” a3 
HAS IT! 


testes commen 


1,000-line ads in the next three 
weeks. A smaller number of news- 
papers will be used over a 13-week 
period, with each carrying abou‘ 
1! insertions. 


s A 13-week radio campaign on 
113 stations calls for as many ar 
800 spots each week. Over the 
sime period, up to 30 spots per 
, eek will be aired on television 
stations in major markets. This 
week the first of two outdoor post- 


Staples Wellmerling 


ings will go up in major markets |a well-known but unidentified | Roth, Kayser Companies 


with showings as high as 200. 
Based on the company’s opera- 
tion of what is said to be the first 
western refinery specifically built 
to make 100-octane gas, Tidewate1 
will make “the most all-inclusive 
product claims ever published.” 
Subordinate themes _ read: 
“Proved most powerful . . . proved 
never to knock . . . proved cleanest 
burning.” Copy asserts that octane 
is the significant measurement of 
gasoline power and performance 
and that Flying A _ 100-octane 
based on tests in various engines, 
gives 11% to 43% greater perform- 
ance than “ordinary” gasoline. 


s The formal opening of the cam- 
paign was preceded by what was 
referred to as a first in buildup 
campaigns. On Thursday and Fri- 
day, 200 stations carried heavy spot 
schedules from 6:00 a.m. to mid- 
night, with announcements em- 
ploying a low-key, news-style 
presentation. 


The Thursday spots, voiced by 


| West Coast newscaster, came on|May Merge in August 


the air in the same manner as a| A new giant in the soft goods 
news announcement, with copy, | field is in the making in a proposed 
read in a monotone, to the effect | merger of Chester H. Roth Co. and 
that scientists of Tidewater Oil) Julius Kayser & Co., both of New 
Co. were announcing a break-| York. Roth stockholders have ap- 
through of the octane barrier. This | proved a contract which will be 
news was termed as being of con-| submitted to Kayser stockholders 
siderable significance. | April 15. If approved, the transact- 
lion will be closed in August, and 
® On Friday, the same news tech-|the Kayser-Roth Corp. will be 
nique was used, with the announcer | formed. 
saying he had the head of Tide- | Roth sales approximate $43,000,- 
water’s research department on /|900 yearly, on the Mojud, Schiapa- 
the telephone to make an impor-| relli, Supp-hose, Esquire and Fruit 
tant statement. The _ statement,' of the Loom brands. Rockmore Co. 
which covered the announcement) is the agency for Schiaparelli; 
of a new gasoline and its signifi-| Daniel & Charles handles the oth- 
cance, was heard with the familiar | ers. Kayser volume last year was 
“beep” of a recorded phone conver- | $65,000,000, on sales of Luxite- 
sation in the background. | Kayser lingerie, Kayser hosiery 
According to a quick check made|and gloves, Nazareth children’s 
by Tidewater’s agency, Foote, Cone|underwear and sleepwear (all 
& Belding, this two-day buildup| handled by 425 Advertising Asso- 
resulted in many motorists coming | ciates); Catalina swimwear and 
into Tidewater stations for the new sportswear (Foote, Cone & Beld- 
gas over the weekend which pre-|ing); and Holeproof hosiery and 
ceded the start of the ad push. # | underwear (Peck Advertising). 


To Get The Greatest Net Home Coverage 
In Boston — Buy The Boston Globe 


Daily or Sunday, your 
advertisement will be read by 
more women... and more men 


...in The Boston Globe 


The recent media study... 7 . 
by Elmo Roper and / 

Associates . . . shows yt 
conclusively that ( 


THE BOSTON GLOBE 


HAS... 


@ the highest percentage of 
exclusive coverage 
@ the greatest percent of 


home readership among 
both women and men 


AND WHAT’S MORE 
The Boston Globe provides powerful 


City Zone coverage . . . circulation where it 
counts... both daily and Sunday — with 
7-day follow through. 


RECORD- 


AMERICAN 


buy the 


newspaper that covers 
the Boston Family Market 


BUY 


The Boston Globe 


MORNING @ EVENING ¢ SUNDAY 


Scolaro, Meeker & Scott 
Chicago, Detroit 


Cresmer & Woodward, Inc. 
New York, San Francisco, Los Angeles 


> (9 + 
> 2 nea? 4 4 
oy Pi) LM 

ae “ae 


add COLOR to your coverage 
Effective June 1 
The Boston Globe will offer its advertisers 


ROP 


FULL AND SPOT 


COLOR 


WEEKDAYS AND SUNDAYS 


For Information, 
write Advertising Director, 
The Boston Globe 
Boston 7, Mass. 


The Leonard Co. 
Miami Beach, Florida 


* 
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Magazines Need Audience Research Aimed 
at Rival Media, Not Each Other, Carr Says 


Cuicaco, Feb. 17—William B.|the future calls for working to- 
Carr, chairman of the Magazine| gether to show how magazines, 
Advertising Bureau committee of! especially in combination, can pro- 
the Magazine Publishers Assn.,| vide the advertiser with the impact 
predicted today that research will| he needs in coverage of national 
be done to demonstrate the extent | markets.” 
and character of magazine sudi-| 
ences, regardless of what happens|® He gave as an example a pre- 
to the present project of the Ad- sentation recently made by Mc- 
vertising Research Foundation. Call’s which called for the use of 

In addressing the Agate Club,| heavy schedules in that magazine 


the vp and advertising director of |and in Ladies’ Home Journal and | 


McCall’s, who has expressed his| Good Housekeeping to provide the 
personal opposition to the maga- | “big package” of circulation which 
zine study formulated by ARF, said|leading advertisers now demand. 
that any research done on an in-|Other magazine groups, he sug- 
dustrywide basis should be aimed gested, can present a cooperative 
at the competition and should not/|story which will strengthen the 
lead to destructive warfare among | position of their media and pro- 
the magazines themselves. vide a more attractive buy for ad- 
“One of the reasons why maga- | vertisers. 
zines had a declining share of mar-| Mr. Carr explained that opposi- 
ket for several years,” he pointed | tion to the ARF study, aside from 
out, “was that they were fighting|that based on its cost, stemmed 


each other. The job to be done in| largely from the emphasis placed | 


on duplication data, which he said | 
in the hands of people untrained in 
research could be damaging to 
magazines. Another feature of the 
plan which was not generally ac- 
cepted, he indicated, was the im- 
plication that it would be a con- 
tinuing study, to be repeated every 
three years. 

The MAB head pointed to the 
relatively small amount of money 
available heretofore for magazine 
promotion and research, as com- 
pared with the much larger sums 
provided for similar effort by 
newspapers, television and radio. 
The new setup for Magazine Ad- 
vertising Bureau as a part of MPA 
should give magazines more funds 
with which to carry on basic re- 
search and promotion in behalf of 
all magazines, he said. 


@ “We have the finest organization 
of salesmen in the business,” he 
said. “Armed with the right quali- 
tative data, and working together 
to promote the medium as a whole, 
they can accomplish a great deal in 
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JUVENILE JUICES— 
H. J. Heinz Co. is 
advertising its 
five new baby 
fruit juices in 
February and 
March issues of 
Good Housekeep- 
ing, Ladies’ Home 


saad 


Journal, Parents’ 
Magazine, True 
Story, Western 
Family, supple- 


ments, baby mag- 

azines and dai- 

lies. Maxon Inc. 
is the agency. 


disseminating knowledge of the ‘Enquirer’ Plays 


power and impact of magazines. 


Such a program should enable Footsie with Admen 


magazines to earn a bigger share 
in Mail Campaign 


of the market each year.’ 

Mr. Carr closed by saying that 
while some bitterness developed in | | CINCINNATI, vii yap 000 ook 
the early stages of the discussion of | ©Y ™€" were invited to sprout out- 
the ARF project, this has disap- | %z¢ “feet” by the Cincinnati En- 
‘peared, and a friendly feeling is quirer this week as part of its new 


B Sunday Magazine 


now in evidence among the adver- 
| tisers, agencies and publishers con- 

jeerned with magazine audience | 
research. + } 


Needham, Louis Names 3 
Needham, Louis & Brorby 
Chicago, has appointed Alton B.| 
Copeland assistant media director 
| Thomas D. Thomas a producer in 
the radio-tvy department, and 
George Soter copy director of its | 
New York office. Mr. 


Copeland | its tried and 
was media group supervisor at|cinnati reads the Enquirer” 


campaign, “A giant is growing in 
solid Cincinnati.” 

Joel L. Irwin, promotion man- 
ager of the Enquirer, said 1,000 
pairs of giant-size rubber “feet,” 
designed to be worn over street 
shoes for a gag entrance or stroll 
to the water cooler, were sent to 
agency people. A note on the box 


jread “Try these on for size.” 


The “giant” theme will be in- 
| cluded in the newspaper’s 1958 
| promotion program, accompanying 
true “Solid Cin- 
slo- 


Batten, Barton, Durstine & Osborn, | gan. # 


|New York; Mr. Thomas formerly 


‘was with Cartoonists Inc. and| Monsanto Boosts Forrestal 
North Advertising; Mr. Soter,, 
joined Needham, Louis in 1954,| Dan 2. Tervetel, MGW 


’ public relations, has been promoted 


|and was senior copywriter. |to director of public relations for 


A New Discount | in 
~, 


Now advertisers can enjoy a 22% discount in completely covering one of the na- 
tion’s richest markets. In addition, you get sensational new selling impact! 

An advertiser running a minimum schedule of thirteen %-pages (or the equivalent 
lineage, 6,500 lines, with fewer insertions) in the South Bend (Ind.) Tribune 
Sunday Magazine may earn an additional 17% discount by running a schedule of 
total comparable space any weekday in the daily Tribune at its regular r.o.p. rate. 
This brings the total discount to a money-saving 22% on the magazine section — 
or 27% if the 26-time rate is used! 


Lik 2 


YOU COVER SOUTH BEND WITH ONLY ONE 
NEWSPAPER — THE SOUTH BEND TRIBUNE 


Look at this coverage picture! You'll see that you just can’t “reach” South Bend 
market consumers with any newspaper other than the South Bend Tribune. No 
other combinations of Sunday supplements begins to blanket the South Bend 
market as does the South Bend Tribune. The same is true of national magazines 
which provide relatively insignificant coverage of this great market. 


Learn more about the new discount and the South Bend Tribune’s pre-sell and 
hard-sell plan. Ask your Story, Brooks and Finley man, or write for details. 


CITY CORPORATE AREA METROPOLITAN AREA MARKET AREA 


Daily Sun. Daily Sun. Daily Sun. 

SOUTH BEND TRIBUNE 100% 100% SOUTH BEND TRIBUNE 90% 88% SOUTH BEND TRIBUNE 62% 64% 

Chicago Tribune 14% 16% Chicage Tribune 12% 12% Chicago Tribune 11% 16% 
Chicago Daily News ™% =— Chicago Daily News 6% = Chicago Daily News 5% =— 

Chicago Sun Times 8% 5% Chicago Sun Times 6% 4% Chicago Sun Times 4% 4% 

2% 9% Chicago American 2% 7% Chicage American 2% 10% 


South Send 


Frenklin D. Schurz, 


ws SS 
Editer and Publisher e 


MRS 
The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


NATIONAL REPRESENTATIVES 


Tribune — 


STORY, BROOKS & FINLEY, INC. «+ 


‘TV Junior’ to Bow 

A new 25¢ monthly called TV 
Junior will hit New York metro- 
politan area newsstands and super- 
markets on Feb. 25. First printing 
will be 150,000 copies. The maga- 
zine, first publication of its kind 
for children, will not settle on a 
guaranteed circulation for another 
month. It has an interim b&w 
page rate of $500. Plans call for 
publication of the magazine later 
in all major tv markets. American 
|Panoramic Corp., 225 Varick St., 


New York, is the publisher. 


‘Monsanto Chemical Co., St. Louis. 
He succeeds Howard Ys Marple, 
who has taken a leave of absence 
for reasons of health. Mr. Marple 
will rejoin Monsanto later to han- 
dle special assignments for the 
president of the company. James E. 
McKee has been promoted to as- 
sistant director of public relations. 


Cooper Joins OAI 

Edwin Cooper, formerly assistant 
promotion director of Boys’ Life, 
has joined the New York sales of- 
fice of Outdoor Advertising Inc. as 
sales promotion director. 
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New x 
Exciting EHEEKS ; 


im fashions 
im banking 


Take Your Chowe - 


&® 


the KANAWHA 
VALLEY BANK 


Part Free of Londiey and lee 


DOUBLE CHECK—“High fashion” 
checkbook covers attract new cus- 
tomers for Kanawha Valley Bank, 
Charleston, W. Va. A month-long 
campaign, beginning in mid-Feb- | 
ruary, includes two-color newspa- | 
per ads like this. Houck & Co.,' 
Roanoke, is the agency. 


Broadcasters Use 
‘Democracy’ Contest 
to Lobby, Jaycees Say 


WASHINGTON, Feb. 18—The an-| 
nual “Voice of Democracy” contest 
took an unpleasant turn for the | 
broadcasting industry last week as | 
the U.S. Junior Chamber of Com-| 
merce withdrew as a joint sponsor, | 
charging that broadcasters were 
using the contest “for lobbying 
purposes.” | 

For the 11th straight year broad- | 
casters, through the National Assn. 
of Broadcasters and the Electronic 
Industries Assn., had picked four 
teen-agers as winners of “I Speak 
for Democracy” contests, in con- 
junction with Junior Chamber of 
Commerce groups throughout the 
country. 

This year’s four winners had 
been honored last week at a lunch- 
eon, with officials of all three spon- 
soring groups in attendance. FCC 
Chairman John Doerfer was the’ 
featured speaker. 


s After the luncheon Charles E. 
Shearer Jr., national Jaycee pres- 
ident, unexpectedly handed writ- | 
ten notice of withdrawal to NAB 
President Harold Fellows. Mr. 
Shearer told the press that NAB) 
officials “parade these kids before 
Congress and the FCC and say,| 
‘Look what a good job we are do- | 
ing’.”” He said he couldn’t point 
iv specifics of lobbying by NAB, | 
but “things just seem to fit to- 
gether.” 

The four winners, from among | 
more than 350,000 teen-agers who! 
participated in this year’s contest, | 
received $500 scholarships, and a 
deluxe tour of the nation’s capital. | 

Also involved in the withdrawal | 
of the Jaycees was the fact that the | 
contest is registered in the names | 
of NAB and the Electronics In-| 
dustries Assn. NAB issued a state- 
ment terming the Jaycee action a 
“headline grabbing attempt.” It 
said the withdrawal would be ac- 
cepted. # 


RTES Starts Contest 


The Radio & Television Execu- 
tives Society, New York, has 
launched an industrywide contest 
offering prizes to persons supply- 
ing the greatest number of definite | 
job openings to its job counseling 
and placement service. The cur-| 
rent contest runs to May 2 and | 
provides prizes ranging from por- | 
table typewriters to transistor ra- | 
dios. Contestants are required to 
submit detailed information re- | 
garding available jobs to the} 
group’s “listening post,” in New 
York. 


| America, has resigned to open his 
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‘Missile Design’ Joins BPA 

Missile Design & Development, 
published by Aviation Research & 
Development Co., New York, has 
become a member of Business 
Publications Audit of Circulation. 
MD&D, a monthly, was established 
in 1956. Its first BPA audit state- 
ment, now being mailed to adver- 
tisers and agencies, shows an av- 
erage total controlled circulation 
of 14,514 copies for the last six 
months of 1957, and for December 
a total of 15,251. This compares 
with 14,173 shown in the publica- 
tion’s sworn statement of June, 
1957. 


» | Avocado, Lime Ad Push Set 
The Florida Avocado & Lime 
|Commission is planning its biggest 
ladvertising promotion to date to 
| sell its 1958 crop. A heavy concen- 
tration of spot radio will be used 
|in Florida and in either Cleveland 
or St. Louis. A store display pro- 
gram has been slated for Chicago, 
Philadelphia, Cincinnati, Cleve- 
4 land, Kansas City, St. Louis, De- 
troit, Atlanta, Pittsburgh, Washing- 
ton and Baltimore. These markets 
have represented 53% of the Flo- 
rida lime sales for the last three 
years. For the rest of the country 
there will be a direct mail cam- 
paign to food chains, drug chains 
and liquor and beverage manufac- 
turers. 


FOR YOU, CRY-BABY! 
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Rickard Forms Company 


Joseph B. Rickard, formerly 
with the Research Institute of 


Hamilton to Perry-Brown 

Robert A. Hamilton has joined 
Perry-Brown, Cincinnati agency, 
as an account executive. Mr. Ham- 
ilton formerly was advertising 
manager of Bryant Mfg. Co., In- 
dianapolis maker of heating and 
air conditioning equipment. 


TRY, DON’T CrY—Southern Railway System, Washington, departs from 

its long-standing industrial development campaign to run this b&w 

spread in eight news and business papers and over 400 newspapers. 

The gist of the copy: “What we want is more freight to haul. And 

we know that trying, not crying, is the way for our railroad to win 

back the business we have lost in recent years to subsidized com- 
petitors.” Cunningham & Walsh is the agency. 


own advertising and sales promo- 
tion agency, Joseph B. Rickard As- | 
sociates, with offices at 225 E. 46th 
St., New York. The Research In- 
stitute of America is among the 
new company’s clients. 
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Type faces can get tiresome. An overworked 
type face can easily dull a bright headline 
or make a message look monotonous. On 
the other hand, a face that’s new or unusual 
can freshen the appearance of any piece. 
i Your printer, lithographer or silk screen 
Tiegh gs representative can help you pick the proper 


all kinds of type can help you produce a 
better looking piece every time. So be sure 
to talk with him before you start work on 
your next printing job. 

You'll like working with your printer, litho- 
grapher or silk screener. We know because . 
we've done it for years in bringing printers - 


ae type for anything you print. He knows the quality papers they need to serve you 
hate what's new. He knows what's best of the —best—the most complete line in the world! 
yy not-so-new. And his wide experience with The Mead Corporation, Dayton 2, Ohio. 


MEAD In 


Dap | 
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Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio « New York « Chicago + Boston + Philadelphia + Atlanta 
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Don’t Call ‘em 
‘Housewives’ in Ads, 
Wolff Book Warns 


New York, Feb. 18—Today’s 
woman is a new woman, with new 
needs and new attitudes which 
make old marketing approaches ob- 
solete. She’s freer, more mobile, 
better informed, more family cen- 
tered, more insecure and isolated. 

That’s the thesis of the new book, 
“What Makes Women Buy,” by 
Janet Wolff, a copy group head at 
J. Walter Thompson Co. Written 
as “a guide to understanding and 
influencing this new woman of to- 
day,” it is published as part of the 
McGraw-Hill series on advertising 
and selling, and sells for $6. 


s Here’s a sampling of the main 
findings in the book: 


e One major change in present- 
day living is that the term “house- 
wife” no longer carries prestige, 


and few if any women want to be| 


talked to solely as housewives, al- 
though homemaking is still the 
chief time consumer. 


e She’d rather be appealed to as 
a busy woman with many activi- 


ties, both within and outside her | 


home. She will reject an approach 
which doesn’t give her full status, 
which pictures her as underprivi- 
leged, unintelligent, done in by 
household chores. 


e She will identify herself with the 
woman who has done her job, yet 
looks as if she hadn’t—the woman 
who has used the product rather 
than the woman who hasn't. 


e She does not see herself, how- 
ever, as a siren or a gorgeous crea- 
ture, leading a life of blissful un- 
reality. She shies away from 
women who are too remote or too 
overtly sexual. 


e A woman no longer tooks to 
marriage primarily for economic 
security, but basically for compan- 
ionship and happiness and mutual 


B 


two modern plants. 


E SURE to include a visit here to see every 
type of photoengravings expertly made in 


Equipment includes: 
e KLIMSCH CAMERA 


<= 
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HOT ‘SIN’—This special display piece for Orange Crush Co.’s Old 
Colony promotes its cinnamon drink as a hot beverage for winter 
sports enthusiasts. The piece is being used at the Majestic Hills Ski 


| Lodge, Lake Geneva, Wis., to provide customers with “a choice of 


more than just hot coffee, hot chocolate or soup.” 


interests. Products which can help Bishop Joins Seabrook Farms 
in achieving these new marriage Dick Bishop, formerly director 
| goals will have big appeal. of marketing of Lang, Fisher & 


e Today’s woman looks at every Stashower, has joined Seabrook 


| product in the light of the children Farms Co., Seabrook, N.J., in a 


land how it affects them. As a re- similar capacity. The Seabrook po- 
‘sult, many products should be “ton is new. 
| child-tested and childproof, often 


Advertising Age, February 24, 1858 


Brunswick Buys MacGregor: 
No Agency Change Planned 
No agency change is contemplat- 
‘ed in the acquisition of MacGregor 
Sport Products Inc., Cincinnati, by 
Brunswick-Balke-Collender Co., 
Chicago. Hugo Wagenseil & Asso- 
ciates, Cincinnati, handles adver- 
tising for MacGregor, which now 
|will be operated as a Brunswick 
subsidiary. 
| McCann-Erickson is Brunswick’s 
agency. The two companies started 
merger talks last fall (AA, Aug. 
12, °57). } 


Hohmann, Bohi Join WBBM-TV 
William R. Hohmann has been 
named sales promotion manager of 
WBBM-TV, Chicago, and Eugene 
|\H. Bohi has been named his as- 
|sistant. Mr. Hohmann formerly was 
'assistant manager of sales planning 
and promotion of the NBC-TV cen- 
tral division. Mr. Bohi was a pro- 
ducer-director at KARD-TV, Wi- 
chita, Kan. \ 


Ruston Heads Revlon Sales 

Revlon Inc., New York, has ap- 
pointed Charles R. Ruston vp of 
sales, succeeding Adam Lynn 
Formerly vp and general manage” 
of Revlon International Corp., he 
is now responsible for the com- 
pany’s three sales divisions 


|presented with child-centered ap- | 
a. 


s There are five feminine mental 
characteristics, Mrs. Wolff says, 
that are the key to bigger sales to 
women: 


e She has an inward turn of mind. | 
|Men are primarily interested in| 
what happens; women are usually | 
more interested in the feelings and 

emotions behind a situation. 


e She is strongly prone to identify | 
herself. Her interest in a product is 
limited until she makes an iden- 
tification. She will identify with | 
any product if given the key to do| 
so, | 
e A woman lives two lives: One 
is in the real world and the other 
is in the many imaginary worlds 
| she often creates in her own mind, 
ithus providing vivid experiences 
she would not have otherwise. In 
campaigns such as Listerine or 
“Modess because” she is given a 
chance to create a make-believe | 
|situation that is pertinent and im- 
|portant to her—and the product is 
an integral part of it. 


I’m 


TH 


Joe Floyd... 


EY SAY IMA 


e VANDERCOOK FOUR-COLOR 
PROOFING UNITS 


e POWDERLESS ETCHING 


Drop us a note now, or call when you arrive. 
We'll pick you up anywhere in town and bring 
you over. No obligation! 


Phone ANdover 3-7400 


* 
* 


*Residents of Chicago always welcome, 
of course. Call; we'll come and get 
you at your convenience. 


wiit 
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TWO PLANTS AT ONE LOCATION UNDER ONE MANAGEMENT 


— CHICAGO ENGRAVERS and © 
NEWS PRINT ENGRAVING CO. 


210 South Desplaines Street 
Chicago 6, Illinois 


NOW PERFORMING FOR 
GROWING CLIENTELE IN 


AN EVER- 
25 CITIES 


Women want to participate in an | 
idea or situation; ads are success- | 


ful that leave some small part left 
undone, some thought left incom- 
plete so that women may fill in the 
missing elements. (Like the ob- 
scured face of the Imperial whisky 
chauffeur; the D’Orsay Parfums 
ad which is headlined “Someone 
lovely just passed by”—but that 
“someone” is not shown.) 


e Women look at the world per- 
sonally—that’s why any conversa- 
tion with a woman may begin in 
the abstract but usually ends up in 
the concrete. She is more interested 
in how a product affects her than 
in the facts behind it. 


e Women are highly intuitive. This 
has nothing to do with black magic, 
but is a mental process in which 
a woman remembers past feelings 
and emotional signs which she re- 
lates to the present situation. 


® Women are tremendously con- 
cerned with what others think of 
them so that any product or cam- 
paign would appeal that gives them 
confidence, reassures them, offers 
social acceptance, the author says. 

Women are natural rivals; they 
want individuality. So they prob- 
ably do not buy a product because 
millions of other women have 
something just like it, she writes. 
A woman, she says, is more in- 
clined to buy on the basis of a 
product’s capacity to improve her 


and make other women admire | 


her. + 


HELLUVA SALESMAN! 


That’s because I like to give the advertiser a run 

for his money—always have! Like creating a 

whole new empire of customers—KEL-O-LAND— 
more than a million strong, with over $1,220,150,000 
in annual retail sales. Read that number again, 

please. It’s not a missprint. It’s the actual 

proved buying power of a market reached 
completely by just one selling force .. . KELO-TV 
and its boosters, KPLO-TV and KDLO-TV. 


CBS e ABC e NBC 


Wrap up all KEL-O-LAND 
with one single-station buy! 
KELO vv 


11 KDLOw 3 


ABERDEEN-HURON- WATERTOWN 
SIOUX FALLS, S. D. 


and its great boosters . . . KPLOw 6 


PIERRE-WINNER-CHAMBERLAIN 


KEL-O-LAND’s new, big radio voice —,, ... .,, 


KELO RADIO 7 were. te 


General Offices: Sioux Falls, $. D.—JOE FLOYD, President 
Evans Nord, Gen. Mgr.—Larry Bentson, Vice Pres. 


1,032-ft. 
TOWER 


REPRESENTED BY H-R © in Minneapolis by Bulmer & Johnson, Inc. 
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MarPro Boosts ‘58 Ad Budget 
MarPro Inc., a division of Mare- 
mont Automotive Products Inc., | 
Chicago, manufacturer of auto-| 
mobile replacement parts, has an- 
nounced a 126% dollar increase in 
its advertising budget this year. 
Starting in March and running 
through November, MarPro will 
run six two-color ads in Life and 
The Saturday Evening Post for its 
new “added life” mufflers. A cam- 
paign also will be run in automo- 
bile trade publications. Waldie & 

Briggs, Chicago, is the agency. 


FCC Okays TV Station Merger 

The Federal Communications 
Commission has approved the mer- 
ger of WARM-TV, Scranton, Pa., 
and WILK-TV, Wilkesbarre, Pa., 
both uhf stations. Union Broad- 
casting Co., operator of WARM- 
TV, will now operate both stations 
under the new name of North- 
eastern Pennsylvania Broadcasting 
Inc. FCC also has appproved ac- 


BEER & ACTION— 
F. & M. Schaefer 
Brewing Co. 
broke a new cam- 
paign this month 
in 146 newspa- 
pers in 90 cities, 
which will 
will be followed 
soon by outdoor, 
tv spots, local ra- 
dio and Sunday 
supplement ad- 
vertising. Batten, 
Barton, Durstine 
& Osborn is the 
agency. 
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United Advertising Promotes 3 
United Advertising Corp., New 
York and Newark, N. J., has made 
three promotions. John A. Dietrich 
Jr., national sales manager, to vp 
of United Advertising Corp.; David 
H. Roth, vp and general manager, 
Highway Advertising Co., Newark, 
has also been named manager of 
Van Wagner Advertising Corp., 
Jamaica, N. Y. Both are subsidi- 
aries of United. Richard L. Wrig- 
ley, former manager of the Jamai- 
ca plant, has been named vp-sales 
of Lehigh Advertising Co., Allen- 
town, Pa., another subsidiary. 


Lesser Joins Louis Harris 


Simon O. Lesser, formerly re- 
search associate with the Institute 


Henion Joins MacFarland 


Creative Marketing Associates 


Towers Joins Sargent & Co. 


of Motivational Research and one- 
time editor of sales promotion ma- 


Irwin M. Towers has been ap-|terial for Sears, Roebuck & Co., 
Berkeley, Cal., has been merged | pointed advertising and sales pro- has joined Louis Harris & Associ- 
with MacFarland Advertising Inc.,|motion manager of Sargent & Co.,| ates, New York research organiza- 


CONVENIENT—Diamond Walnut 
Growers is now packaging its 
shelled nuts in Saran Wrap bags, in 
four “recipe” sizes ranging from a 


combined stations by Transconti- 
nent Television Corp., Buffalo. 


| Advertising, New York. 


San Francisco. W. Burr Henion, |New Haven, Conn., hardware man- tion. He will serve as project di- 
quisition of 60% interest in the former owner of Creative Market-|ufacturer. He formerly was an ac- rector on studies for clients in the 
ing Associates, has joined MacFar- | count executive at Jules Lippit drug, coffee, brewing, power and 
land as an account executive. 


|materials handling fields. 


14 cup to 2% cup. In test markets, 
the bag gained 32% of sales in six| 
weeks, Diamond says. 


New Women’s Books | 
in Britain Vie in 
Promotional Efforts 


Lonpbon, Feb. 18—The approach- 
ing battle in the women’s maga- 
zine field has sparked the biggest | 
promotional drive ever seen in Bri- 
tain for periodicals. 

Odhams Press Ltd., which will 
publish the first issue of its new 
weekly magazine, Woman’s Realm, 
today, has announced its plans. 
These include the placing of 
Britain’s biggest single print ad in 
history—a four-page insert on col- 
ored paper in Radio Times, costing 
£17,600 ($49,280). 

Meanwhile, George Newnes Ltd., 
which will shortly bring out an- 
other woman’s magazine, Woman's 
Day, is planning a big promotional 
boost to get it off the ground. 

Newnes is preparing “a _ pro- 
longed campaign” in national daily 
and Sunday newspapers, provincial 
newspapers and magazines. 

Woman’s Realm will also be pro- 
moted by 30 television commercial 
spots in the London, Midland, 
North, Scotland and Wales areas. 

Newnes will also be using televi- 
sion to promote Woman’s Day. 

Both publishers are aiming at 
circulations in excess of 1,000,000. 
And both say their promotional 
schemes will be the biggest ever 
known for this type of magazine. + 


Strang Pilots Newspaper Week 
Arthur E. Strang, secretary- 
manager of the Illinois Press Assn., 
has been named chairman of the 
1958 National Newspaper Week 
committee that will arrange for al- 
lied group participation in the ob- 
servance, set for Oct. 1-8. Commit- 
tee regional vice-chairmen are 
William Canfield, Inland Daily 
Press Assn.; Richard Dew, Penn- 
sylvania Newspaper Publishers 
Assn.; William Long, Colorado 
Press Assn., and Bruce McCoy, | 
Louisiana Press Assn. Also on the 
committee are Raymond Houk, In- 
ternational Circulation Managers 
Assn., and Mel Barker, National 
Newspaper Promotion Assn. 


NLMA to VanSant, Dugdale 
The National Lumber Manufac- 
turers Assn. has named VanSant, 
Dugdale & Co., Baltimore, to han- 
ile its special March advertising 
‘ampaign to promote lumber and 
yood products to consumers and 
nanufacturers. NLMA says the 
‘ampaign will be designed to com- 
»at competition from the plastics 
and other material industries. 


(1, FOODS ARE “TOLER iv 
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“Built-in maid service.” a trump 


p>... r 


card in helping to raise our 


standard of eating, represents a major assist from the appli- 


ance industry. General Electric, for instance, already has dem- 
onstrated an experimental unit called the XPC-1, illustrated 
above. With this unit, a housewife pushes buttons to select her 
meal. Frozen foods move automatically into the electronic oven 


for quick cooking. 


How the food industry 
is fooling the economists 


Product by product, it is beating the “Habit Lag” 


CONOMISTS long have predicted 
that—as incomes rose—food 
would get a declining share. 
But look what has happened! 


Incomes have risen. In the past 
six years alone, over 12 million 
families have moved up above the 
$4,000 income level. 

Yet . . . today food is getting a 

bigger-than-ever share of the con- 

sumer’s income. This share rose 

from 23°; in 1939 to 27°; in 1957. 


What fooled the economists? 


The food industry has discovered 
that while there is a ceiling on 
calories, there is no ceiling on nutri- 
tion, flavor and convenience in food! 
It has discovered that mass millions 
of families now can afford to place 


while people shed their old habits, 


learn new ones. 


quality, style and convenience 
ahead of price. 


The dollars spent for frozen citrus 
juices have multiplied 68 times in 


This Habit Lag holds back some 
important parts of the food indus- 
try. But, on the whole, the food 
industry has led a vigorous attack 


the last 9 years, 


Flour mixes have come to the 
rescue of declining sales of family 
flour and cake flour. Result: dollar 
sales of the three flour products are 
23 percent greater than they were 
9 years ago. 

The food industry also discovered 
that a rise in standards does not 
automatically follow a rise in in- 
come. There normally is a time lag 


on the Habit Lag—and is beating 
it with new convenience foods that 
have caused a revolution in Amer- 
ica’s kitchens. Thus, the industry 
has confounded the economists by 
increasing its share of consumer 
expenditures. 


The Habit Lag can be shortened. 
If you would like to explore the 
opportunity that Habit Lag offers 
some businesses we would be glad 
to discuss it with you. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, 
Washington, D. C., Miami, and principal international markets 
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How About the Local Areas 
and Conditions, AA Asked 
To the Editor: I certainly en- 
joyed seeing the comments of 
Peter Mesner, in the Voice of the 
Advertiser (AA, Jan. 27). I be- 
long to a so-called minority in our 
field, even smaller than the 
small agency—namely, the adver- 
tising division of a retail sales 
company. 

I don’t see how you can honest- 
ly use the title, “The National 
Newspaper of Marketing,” when 
one of the most important facets 
of marketing is almost completely 
left out of your publication. Ad- 
vertising and promotion on the 
local level has just as much—and 
very often more—impact and 
force on the buying habits of the 
consumer than the high priced and 
sometimes 
“stuff” that comes from the lush 
offices of Madison Ave. 


No matter how highly paid the 


men of Madison Ave. are, or how 
much they know about advertis- 
ing, it is impossible for them to 
produce material capable of doing 
a good selling job throughout the 
country. After all, different con- 
ditions exist in different areas of 
our nation and no one piece ol 
advertising can take them all into 
consideration. It is the local ad- 


rather unprofessional | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


vertising turned out very often 
from the local advertising depart- 
ment that keeps astride of all pre- 
vailing conditions and meets them 
accordingly. The local advertiser 
may not make use of the $50,000 
network tv show, but very often 
may create a campaign that proves 


just as effective with a few $2): 


point of purchase signs or a few) 
thousand direct mail pieces used 
strategically in the right spots at) 
the right time. 

You see, we have some pretty 
cute and highly effective ideas at 
times and we put them to the right! 
use. The only copy I have ever| 
seen about this local aspect is a 
few retail ads used in the “Adver- 
tising We Can Do Without” 
column. How about showing some 


of our better aspects? We do have| 


many. 

Marvin Spike, 
Consumer Promotions, Res- 
taurant division, Sun Ray 
Drug Co., Philadelphia. 


Let's Get a Virus! 


To the Editor: Please accept my 
nominee for “Advertising We Can 
Do Without.” I hope that you en- 
joy reading this ad as much as I 
have. 

If Germaine Lehman, the “sick 


|bachelor girl,” in the attached ad, 
had as much fun with her virus as 
I had reading about it, then she 
must have been in a state of laugh- 
ter throughout her period of illness. 

I can fully appreciate the need 
for a telephone when sickness ar- 


“It made having a virus almost fun!” 


“When « virus sent me to bed 
recently, several Triends called | 
to ask who was taking care of me. 
I rephed, ‘my telephone ' I really 
don't know what I'd have done | 


Calling the druggist. the butcher, 
the grocer And mos! important 
to a sick bachelor girl, reheving 
my loneliness by chatting with 


meres mm Ant (iceman 
New Yoru, N.Y 


1s one of your biggest bargaine 
Ite price has gone up far bess than 
mast other things you buy 


NEW YORK TELEPHONE COmPaANY 


Every day - im so many ways —the 
telephone =a bag help to all of ua 
Yet, for all it does, your phone 


Everyone hes © stoke = good telephone service today end temerrow 


rives, but to claim that “it made 
having a virus almost fun,” I feel 
| that is going a bit too far. 
| I am amazed, to say the least, 
that the New York Telephone Co. 
staff allowed such a below-stand- 
ard ad to pass their watchful eyes. 
If a telephone can make having 
the virus “almost fun,” then having 
pneumonia must be a riot, provid- 
ed you own a telephone, of course. 
Irwin Meyer, 
Copywriter, Hudson Pulp & 
Paper Corp., New York. 


a “ 
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Our 1957 list 
of more than 


400 advertisers 


testifies: 


WQXR SELLS 


1957 was a record-breaking year for WQXR, 


America’s only 5 


0,000-watt good music station. 


Its expanding list of advertisers .. . about 100 


new this year.. 


audience. Why? 


. kept pace with its growing 
Because WOXR sells. It fills a 


distinct need and reaches a distinctive part of 
America’s most massive market. 


for more than a million New York families, noth- 


WQXR 


ing takes the place of 


50,000 watts AM & FM 

Radio station of The New York Times 
229 West 43rd Street, New York 36, N. Y. 
LAckawanna 4-1100 


|Hopes for ‘More Great 
Creative Agencies’ 

To the Editor: I cannot resist re- 
plying to James Woolf’s column in 
the Dec. 30 issue of ADVERTISING 
AcE. It is always a great tempta- 
tion to reply to every one of them. 

Mr. Woolf and I, of course, have 
worked for great advertising men | 
who practically ran the client’s | 

| business for him—simply because a | 
really great advertising man is 
that good. But I agree with him) 
that the so-called “marketing con- 
cept” is overdone, in present day 
agencies—and the reason this is so, 
is because it has over-shadowed 
the creative end of the business. 

I wish, as I guess Mr. Woolf does, | 
that there were more great crea- 
tive agencies today, like the old 
Ruthrauff & Ryan or the old Biow 
Co. The great agency opportunity | 
of the next ten years lies in the) 
emergence of a couple of agencies | 
with know how to put together, 
an advertising plan that, of itself, | 
because of its creative concept, 
overshadows the marketing con- 
cept. 

Weston Hill, 
Westport, Conn. 

P.S. A certain agency “wrecking | 
crew” has wrecked two great cre- 

jative agencies in recent years, 
\simply by downgrading the crea- 
tive end of these agencies to the 
vanishing point. I wonder who 
they will wreck next? 
. + - 
Says ‘Smileage’ Is Familiar 
to Prize Contest Judges 

To the Editor: Your story on thé 
|eurrent Goodrich tire campaign 

| (Feb. 3) described “Smileage” as a 
new word not in Webster’s. 

While it’s true that “Smileage” 
does not appear in any dictionary, 
it is by no means a “new word.” 

As a contest fan of long stand- 
ing, I’ve seen “smileage” used 

many times in prize-winning en- 
tries—not only for tires, but for 
shoes, trains, and even toothpaste. 

To cite just one example, a book 
published back in 1938 called 
“Prize Contests—How to Win 


“Wright Arch Preserver shoes 
give you more mileage, more style- 
age, and more SMILEAGE.” 

I don’t know whether that was 
the first time “smileage” appeared 
in print; but I can assure you that 
ithis word (which you called 
“new”) has been used countless 
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times since Miss King’s book men- 
tioned it 20 years ago. Any contest 
judge can tell you how often 
“smileage” crops up in hopeful en- 
tries. 

Though ad agencies general- 
ly disdain contestants, their copy- 
writers sometimes “originate” ideas 
that prize-seekers created long be- 
fore. 

Allen Glasser, 
Brooklyn. 
. . ~ 
Bank Offers Baltimore 
Coffee Breakers a Break 

To the Editor: I don’t know 
whether this is a first, but our cli- 
ent, the St. James Savings Bank 
here in Baltimore, has recently 
started placing the enclosed table 
tent on the tables of nearby res- 


F | 
Your morning coffee— 


Compliments of a} 


S¢Jomes 
Savings Bank 


taurants 
mornings. 

The results so far have not been 
measured, but each day they make 
this public relations gesture, a hun- 
dred or more people certainly 
jhave a kindly thought for this 
\friendly bank. The restaurateurs 
|simply add up the cups sold and 
bill the bank. 

It’s just started, but we feel 
sure that word-of-mouth mention 
among offices around the bank lo- 
cation will eventually create busi- 
ness to offset the moderate cost. 
(Believe me, as their agency, we 
| hope so.) 

R. L. Highleyman, 
Vice-President, Emery Adver- 
tising Corp., Baltimore. 

e . . 


on various weekday 


} 
| 


Them,” by Helen King, quoted this |Majority Reaction Favorable 
thousand-dollar winner (on Page| to “Dress Right’ Series 
55, if you care to verify it): 


To the Editor: On two occasions 
in recent issues you and one of 
your readers have objected to the 
|current campaign of the American 
Institute of Men’s and Boys’ Wear, 
the “Dress Right—you can’t afford 
not to!” campaign. 

In all fairness to your readers 
(as well as to us) I think you 


THE MODERN ART 


OUTSTANDING BLACK A 


. . OF PHOTO-ENGRAVING IS AT ITS FINEST 
WHEN EXECUTED BY DOT. BEAUTIFUL COLOR, 


Dot Engravers, Ine. 


ND WHITE. 


600 W. VAN 


BUREN ST CHICAGO 7 


STATE 2-5367 
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ought to expose the other side of | 1957. I think you will find this ar- 
the story. To me, this is best ex-|ticle interesting. I would appre- 


pressed by the thousands of people | ciate very much having a copy of LOWENBR AU 
from all parts of the country who| your speech and I will assure you 
have written to us and to the pub- | I shall make good use of it. BOCK 


lications about this campaign. 
Naturally, not every one of these | Millstadt, Il. 

letters was favorable. Some few The speech to which Mr. West- 
had the same sort of objections as hoff refers was published in the AA 
your writer of the Creative Man’s | Feature Section, Feb. 10. claim for you,” says Jack Mohler 
Corner (Dec. 30) and William . © of Blair-TV, New York, comment- 
Branham in The Voice of the Ad- \Recalls Mactadden’s Use of ing on this table tent ad. 
vertiser (Jan. 27), who wrote you _Bind-In Subscription Card | 
about the ad showing the police- | To the Editor: The front page | ing them than via _ circulation 
man. But the overwhelming majo- 

rity of the letters we received have 
been extremely favorable. The 
policeman ad alone brought re-| 
quests for reprints from school 


George Westhoff, 


KNOWN EVERYWHERE 
FOR OVER 550 YEARS 


LONG TIME—“Here’s an advertising 


Post Office’s toughening attitude | allow us to run a subscription card 
toward rates on inserts awakened | containing advertising matter. For 
pleasant memories of a coup scored | this we paid about $125 in addi- 
: oe ; |at Macfadden Publications back in| tional postage charges, as I recall. 
teachers, principals, and civic | 195) when I was the direct mail|In addition, we had to spend a 
groups in every section of the! cireylation manager. little more on a new type of bind-in 
country. One principal requested @| at that time postal regulations| card which had a tear-off portion 
hundred reprints—one for every were stringent on subscription | that did not exceed 50% of the 


classroom in his school. Even the | carq inserts. At the same time, over-all card area. But the 
kids themselves wrote in. All sorts | 


of teen-age clubs and associations, 
including the National Assn. for 
the Advancement of Teen-Agers, 
asked for copies of the ads and 


lrisen %¢. We needed heavy sub-| tion cards we had been using in the 
|scription sales and cast around for past brought in anywhere from 
a less expensive method of obtain- 4,000 to 6,000 orders. This new 


article in your Jan. 13 issue on the | letters. We got the Post Office to| 


| postal rates on third class mail had results were fantastic! Subscrip-| 


| type card resulted in 30,000 
orders! 

As far as I know there is nothing 
illegal about the type of card we 
j}used, but I have never seen any- 
lthing similar in a general mag- 
| azine. 
| Edgar V. Hall, 


Director of Manufacturer’s 


Services, Local Trademarks, 
Inc., New York. 
« . + 


California Dealers to Get 
Auto Marketing Editorial 


To the Editor: We are an organi- 
zation of franchised new car deal- 
‘ers covering the 47 counties of 
northern California. There are 
some 1,200 such dealers on our 
mailing list to whom we send 
a weekly newsletter consisting of 
six to eight pages of items of cur- 
rent interest to the retail automo- 
bile industry. 

There has come to my attention a 
splendid article under “The Edito- 
rial Viewpoint” discussing “The 
| Biggest Marketing Problem of ’58,” 
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which appeared in the Dec. ?4, 1957 
issue of ADVERTISING AGE. 

It is our desire to reproduce this 
splendid article for distribution to 
our people giving, of course, appro- 
priate credits. 

Amos T. Crowl, 

Manager, Northern California 

Motor Car Dealers Assn., San 

Francisco. 

° + * 
No Cheesecake for Him 

To the Editor: Congratulations 
to James R. Cummings, Chicago, 
for his letter criticizing AA for the 
yearly “cheesecake” page. 

We read every week articles on 
“Advertising we can do without,” 
and I think this page definitely 
comes under this category. 

Apart from this and the weekly 
cheesecake picture on your pic- 
ture page, I think your magazine is 
a worth while one to come into 
the home. 

Joseph Kelly, 

Kelly Advertising, Newark, 
N. J. 


Dress Right programs. Business 
firms have written for reprints and 
further information, so that they | 
could “help employes help them- | 
selves to greater opportunities.” 
The truth is not always pleasant. 
When bluntly stated, it is often 
hard to accept. Few of our critics 
deny the truth of what we say. 
They object, apparently, to the 
forceful, undeniable way we state | 
it, to the recognizable, self-projec- 
tion kind of illustrations we use. | 
But by every standard of measure- | 
ment available—by Gallup-Robin- 
son playbacks, by unsolicited mail 
response, the great majority of our 
readers not only agree with our 
Dress Right message, many of) 
them even thank us for printing it! 
Michael E. Freelund, 
Secretary, American Institute 
of Men’s and Boys’ Wear Inc., 
New York. 


: e 7 

DuFine Has Olympic Radio 

Consumer and Trade Account 
To the Editor: Confirming a tele- American National Bank & Trust Company of Chicago 

phone conversation regarding your | Amity Leather Products Company 

story on Olympic’s spring cam-_ (Rolfs Division) Personal Leather Goods 

paign appearing in the current is- AMI Incorporated 


sue: ; Stereophonic and High Fidelity Sound Systems and Components; 
This news — = sent to F bee Background Music Systems; Portable Clothes Washers; Juke Boxes 
on a news release bulletin head o 
‘i James B. Beam Distilling Company 
“Ibert Frank-Guenther Law, han- Jim Beam Bourbon, Beam Bottled in Bond Bourbon, 
dling public relations for the Sieg- Beam’s Pin Bottle Bourbon, Beam’s Choice Bourbon 
ler Corp., of which Olympic is a) The Clear Spring Distilling Company 
division. Because of the bulletin | (A Division of James B. Beam Distilling Co.) 
head, your story mentioned this Dark Eyes Vodka, Chateaux Flavored Vodkas, Ph. Boilieux Brandy, 
fine organization as being the agen- Baranof Vodka, Chateaux Vodka, Bhukov Vodka 
cy for the Olympic account. John B. Canepa Company 
However, our agency, handling Red Cross Macaroni, Spaghetti, Bite-Size Macaroni, Mostaccioli, 
consumer and trade campaigns for Rigatoni and Shells 
Olympic Radio & Television, is Du- Carling Brewing Compan 
Fine & Co. Inc., New York. Stag » . 
We would appreciate your coop-| Carr, Adams & Collier 
eration in setting the record Bilt-Well Kitchen and Storage Cabinets, Bilt-Well Windows 
straight. College Inn Food Products Co. 
College Inn Tomato Cocktail, Chicken Broth, 
Chicken a la King, Egg Noodles and Chicken. 


Robert S. Burros, 

Advertising & Sales Promo- 

tion Manager, Olympic Radio 

& Television, Long Island | 

City, XN. FE. 

While Standard Advertising Reg- 
ister and the Agency List both) 
show DuFine & Co. as Olympic’s 
agency, a reporter’s phone call to! 
Albert Frank-Guenther Law elic- 
ited the information that Albert 
Frank was handling the advertising 
account. 


Cromwell Paper Company 
Producers of Industrial Papers 
Helene Curtis Industries, Inc. 
Enden Dandruff Treatment Shampoo 
Gay Top Hairdressing 
Stopette Deodorants 
King’s Men 
Men's Toiletries 


Jose Escalante & Co., Inc. 

(Division of General Cigar Co.) 
7 . +. Corina Cigars; Corina Cigarillos 
AA Editor's Proposal 
to Be Put to Good Use 

To the Editor: On or about Dec. 
4, 1957, you spoke at the meeting 
of the St. Louis council of the) 
American Assn. of Advertising 
Agencies. The speech you gave | 
was at the Park Plaza Hotel. I} 
think that in these troubled times, | 
a speech of this nature was timely 
and needed. I am just an ordinary 
working man with a family. God 
knows we sure need something 
more than dollars if we are to solve | 
the problems of our times. 

I am enclosing a short article by | 
Father James Keller [The Christo- 
ohers] that appeared in the St. 
Louis Globe-Democrat Dee. 18,, 


NEW APPROACHES TO IDEAS 


General American Transportation Corporation 
(All Divisions) Designers, builders and lessors of Railroad Cars, 
Conservation Structures, Process Equipment, Fasteners, Plastic 
Moldings, Pneumatic Conveying Equipment and related lines 


Parker Kalon 


(Division of General American Transp. Corp. 


Industrial Fasteners. 


The H. W. Gossard Co. 


Foundation Garments 


Inland Steel Compan 


y 
Inland Steel, Inland Steel Container 


Mogen David Wine Corporation 
Mogen David Wine 
Key Wineries 


(Division of Mogen David Wine Corporation) 
Key Ruby Wine, Key Cream Nectar Wine, Key Blackberry Wine 


J. W. Mortell Co. 


Mortite, No Drip Tape, Foamflex, 


Perk Dog Food Compan 


No Drip, Armortex 


y 
Perk Dog Food, Vets Dog Food, Vets Cat Food. 


Purex Corporation, Ltd. 
SweetHeart Soap 
Blue Dutch Cleanser 
Blu-White Beads 


Sealy Mattress Company of Chicago 
Sealy Posturepedic Mattress, con - sealy - beds 


The Solvents & Chemicals Group 


Sta and Perma-Sta Anti-Freeze 


Distributors of Industrial Chemicals 


Standard Knitting Mills, Inc. 


Healthknit Underwear, Sportswear, Sleepwear 


Visking Compan 


y 
(Division of Union Carbide Corporation) 
Food Casing Division, Plastics Division (Visqueen) 


EDWARD H. WEISS AND COMPANY 


360 NORTH MICHIGAN AVENUE, CHICAGO +» NEW YORK + LOS ANGELES 
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CBS Reports Profits Up 
Columbia Broadcasting System, 
New York, has reported consoli- 
dated profits of $22,100,000 for the 
fiscal year ended Dec. 28, 1957. 
The comparable figure for the pre- 
ceding year was $16,283,000. Earn- 
ings per share for 1957 amounted 
to $2.90, against $2.17 for the pre- 
ceding year, when the company 
discontinued its unprofitable re- 
ceiver manufacturing’ division. 
Sales for 1957 hit $385,400,000 for 


an 8.6% gain over the 1956 figure 


of $345,780,000. 


Storer Gives Rate Protection 

A one-year rate protection for 
tv advertisers on Storer Broad- 
casting Co. stations has been put 
into effect—a “complete departure 
from the six-months’ rate protec- 
tion currently in general practice,” 
Storer says. The Storer stations in- 
volved are WJBK-TV, Detroit; 
WJW-TV, Cleveland; WSPD-TV, 
Toledo, and WAGA-TY, Atlanta. 


FROU FRO U— 
A “style show” 
was the highlight 
of a New York 
press conference 
at which General 
Mills introduced 
its new meringue 
mix. The miz, 
now on the na- 
tional market, 
will be advertised 
emphasizing that 
the product is 
easy, convenient 
and failproof. 


“makes copies in 
4 seconds” 


The “Thermo-Fax” Copying Machine 


...it’s the fastest way to copy-try it! 


The fast ‘“Thermo-Fax’’ Copying Machine is the only All-Electric, 
dry process copy maker. With it you make copies in 4 seconds by elec- 
tricity alone. You eliminate chemicals, negatives. You get your copies 
for as little as 5¢ each. Try it. Use it on your own business communi- 
cations, on any forms you now must retype or duplicate. You'll see 
how the clean, modern simplicity of this exclusive dry copying process 
can save you time and money over any other copy method. For your 
demonstration, call your dealer. Or for details and your free copy of 
our new business communications book, just send the coupon below. 


MINNESOTA MINING AND MANUFACTURING COMPANY 
where RESEARCH is the key to tomorrow 
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Thermo-Fax 


WS copyinGc Propucts 


Minnesota Mining & Manufacturing Company 
Dept. KV-2248, St. Paul 6, Minnesota 


Send full details on the dry process THERMO-FAX “‘Secretary"’ Copying Machine 
and my free copy of your new book, Better Business Communications. 


Name 


Address 


State 
“Thermo-Fax" and “Secretary” are 3M Company trademarks 


lone 
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More Advertisers 
Try Edible Ads 


—Fortune Cookies 


Pepsodent Contest 
Winner Is Used for 
Norge, |. Magnin Ads 


San FRAnNcisco, Feb. 18—Cate- 
gories in the columns listing adver- 
tising media may one day include 
“Chinese fortune cookies,” if Er- 
nest Louie of San _ Francisco’s 
Chinatown has his way. 

Mr. Louie, whose Lotus Cake Co. 
turns out some 12,000,000 cookies 
each year, and disc jockey Doug 
Pledger, of KNBC, parlayed the 
use of cookies with advertising 
messages to win second place in 
a nationwide Pepsodent toothpaste 
promotion contest last year. (Tom 
Russell, of WEEI, Boston, was the 
top winner.) 

This convinced the young Chi 
nese-American entrepreneur that 
jhe has a potent advertising medi- 
um in his cookies, which are stand- 
ard fare in most Chinese restau- 
rants. 

Since this successful test of the 


fortune cookie as a medium of ad-| 


| vertising, Mr. Louie’s cookies have 
been utilized by Lancaster Distrib- 
uting Co. for a Norge appliance 
showing, and by I. Magnin to pub- 
licize the opening of a new Mag- 
nin store in Las Vegas. 


s “As an advertising medium,” Mr. 
Louie declares, “fortune cookies 
have no equal. They’re better than 
outdoor signs or magazines. People 
might skip a magazine ad or a sign, 
but no one has ever been known 
to forego reading the fortune in a 
Chinese cookie.” 

The Pepsodent division of Lever 
Bros. Co. offered $10,000 first prize 
and a $5,000 swimming pool as sec- 
ond prize for the disc jockey who 
devised the best promotional 
schemes in connection with a con- 
sumer contest. Consumers were of- 
fered prizes for the brightest an- 
swer to the “Wonder where the 
yellow went?” line in the Pepso- 
dent jingle. 


s Messrs. Pledger and Louie de- 
vised the idea of putting Pepsodent 


|plugs in the fortune cookies, in- | 


|stead of the usual slips of paper 
|with “fortunes” printed on them. 
6,000 fortune cookies were distrib- 
uted with messages reading: 

“Your fortune lies where the 
yellow went! You will pass a dif- 
ficult test that will make you hap- 
|pier and financially better off. 
Send this slip for an entry blank 
and free gift.” 

There was a 12% return, Mr. 
Louie said. Those who sent in the 
slips received from Pepsodent, 
| through Mr. Louie, a contest entry 
| blank and a tube of Pepsodent. 

The promotion cost Pepsodent 
| only $30 for printing the slips, $150 
for the cookies and 10¢ to Mr. Lou- 
ie for each slip returned. # 


| 
Carl Byoir to Host Navy 
| Information Chief in N. Y. 

Carl Byoir & Associates, public 
relations company, will brief Rear 
Admiral Charles C. Kirkpatrick, 
USN, chief of information of the 
Navy Department, during his two- 
|week stay in New York to study the 
public relations programs of busi- 
ness and industry. 

Admiral Kirkpatrick will also 
meet with press representatives to 
discuss the activities of the Navy 
department in the handling of their 
news. 


‘Today's Retailer’ to Bow 

Today’s Retailer, a monthly for 
dealers and distributors of na- 
| tional periodicals and allied mer- 
|chandise, will bow in April with 
}a controlled circulation of 100,000. 
Hendry Lars Bart, former editor 
of the American News Trade Jour- 
nal, is editor. Advertising director 
is Alex Schwartz, formerly with 
F. W. Dodge Corp. One-time b&w 
page rate is $1,500. H. Lawrence 
Herbert, president of Retail Pub- 
lications Inc., New York, is pub- 
lisher. 


Peck Adds PR Division 

Peck Advertising, New York, has 
|added a public relations division to 
the agency. Richard Stephens, who 
formerly was associated with 
Communications Counselors Inc., 
has been named to head the new 
division. 


Nylonet Names McCann 
Nylonet Corp., Miami, has ap- 
pointed McCann-Erickson, Chica- 
go, to handle advertising for its Ice 
Cake foot lotion, a new product. 
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Hurst Buys Jewelry Magazine 
Hoyt Hurst, eastern editor of four 
Vance Publishing Corp. publica- 
tions—American Lumberman, Food 
Packer, Home Maintenance & Im- 
provement and Wood & Wood 
Products—has purchased Mid-Con- 
tinent Jeweler, published in Kansas 
City, Mo., for jewelry retailers in 
Missouri, Kansas, Nebraska, Iowa, 
Oklahoma, Arkansas and Texas. 
Mr. Hurst will take up his duties 
as editor and publisher of the pa- 
per March 1. The former owner 
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FREEDOM IS NOT FREE! 
Yous Goflars are ousted '¢ tone RADIO FREE EUROPE ov ime on! 


ahd TN Wise 


sronsen, © 


TRUTH DOLLARS—“Freedom is not 
free” will be the theme of the Ad- 
vertising Council’s eighth annual 
drive for the Crusade for Freedom, 
opening this month. Ted Bates & 
Co., New York, is the agency. 


Bass Is Leading 
Winner in Western 
Ad Art Competition 


Los ANGELEs, Feb. 18—Saul Bass 
took top honors in the 13th An- 
nual Exhibition of Western Adver- 
tising and Editorial Art, with six 
certificates of distinctive merit 
and two medal awards. Winners 
were announced at a dinner last 
week. 

This year’s show had more than 
3,600 entries and represented work 
from the 11 western states and 
Hawaii. Some 350 photographs, 
paintings, designs and tv commer- 
cials in 23 classes were selected 
for final judging. The final entries 
will be on exhibition to the public 
at the California Museum of Sci- 
ence and Industry, Exposition Park, 
through March 5. 

Receiving medal awards were: 

For magazine ad in full color, 
art directors Robert Wheeler and 
Dennis Kavenaugh; artist, John 
Stewart; client, Hunt Foods & In- 
dustries; agency, Young & Rubi- 
cam. 

For a trade periodical ad in two 
or three colors: art director, Saul 
Bass; artist, Goya “Disaster of 
War”; client, Stanley Kramer- 
United Artists Corp. 

For booklets or folders in two or 
three colors: art director, Adver- 
tising Designers; artists, Lou Frim- 
kess and Marvin Rubin; client, Hal 
Stebbins Inc.; agency, Hal Steb- 
bins Inc. 

For printed posters (Foster & 
Kleiser Medal): art director, Saul 
Bass; artists, Phyllis Tanner and 
Mort Dimondstein, of Saul Bass & 
Associates; client, Otto Preminger- 
United Artists Corp. 

For package design of album 
covers in color (Dillon Lauritzen 
Medal): art director, William 
Claxton; artist, Keith Finch; client, 
Pacific Jazz Records. 

For animated tv film commer- 
cial: art director and design, Je- 
rome Gould; artist, unknown; pro- 
ducer, Gould & Associates; client, 
Anheuser-Busch Inc.; agency, 
D’Arcy Advertising. + 


Standard-Toch to Lucerna 

Standard-Toch Chemicals, New 
York, maker of paint products and 
industrial finishes, has renamed 
Lucerna Co., New York, to handle 
its advertising. Standard-Toch left 
Lucerna about five years ago for 
G. M. Basford Co. and subsequent- 
y named Hedrick & Johnson its 
igency. Lucerna has also acquired 
3endix Mouldings, New York, 
nanufacturer of mouldings and 
eligious carvings, effective April 
|. The present agency is Elliott Og- 
jen Co. 


2 3 


was Lambkin Service Agency, 
Kansas City, Mo., which will con- 
tinue to operate as an advertising 
agency. 


Softtasilk Cook Book Offered 
For the first time in 10 years, a 
new Softasilk cook book will be 
distributed to homemakers across 
the nation. The 32-page recipe book 
will be attached to _ specially 
marked packages of the product 
on grocery store shelves. The book 
also can be obtained by sending one 


box top from Softasilk to Betty 
Crocker. General Mills will place 
advertising on the special offer in 
Ladies’ Home Journal and Better 
Homes & Gardens. Batten, Barton, 
Durstine & Osborn, Minneapolis, 
is the agency. 


Minns Has Hollywood Oftice 
Richard L. Minns, Allstate Ad- 
vertising Inc., Houston, has 
opened a branch office in Holly- 
wood at 9110 Sunset Blvd. The 
branch is called Richard L. Minns 


187 


& Associates of California Inc. It 
will be under the direction of Nita 
Underwood. The agency plans to 
establish an East Coast office in 
the near future. 


Lord Promoted at Y&R 

Richard J. Lord has been ap- 
pointed copy director for the De- 
troit office of Young & Rubicam, 
and John W. Rindlaub has been 
added to the copy staff there. Both 
men previously were in the agen- 
cy’s New York copy department. 


n these DA major marke 


WABC-TV—New York 
WBKB—Chicago 
KTTV—Los Angeles 
WFIL-TV—Philadelphia 
WXYZ-TV—Detroit 
WHDH-TV—Boston 
KGO-TV—San Francisco 
WiiC—Pittsburgh 


KTVI—St. Louis 
WEWS—Cleveland 
WJZ-TV—Baltimore 
KFJZ-TV—Dallas-Ft. Worth 
KING-TV—Seattle-Tacoma 
WPRO-TV—Providence 
WCPO-TV—Cincinnati 
KGW-TV—Portland 


WDSU-TV—New Orleans 
WFLA-TV—Tampa 
WBNS-TV—Columbus 
WMCT—Memphis 
KFRE-TV—Fresno 
WOW-TV—Omaha 
WNBF-TV—Binghamton 
WFBG-TV—Altoona 


Purse-suasion delivers 20 spots a week 


for little more than the average time-and-talent cost of a daytime network quarter-hour 


Let’s play-back that headline, with amplification: 


In the 24 key markets listed above, covering 60% of 
America’s consumer buying-power, PURSE-SUASION 
delivers twenty sales messages every week, for little 
more than the average time-and-talent cost of one 


daytime network quarter-hour. 


With so many “commercials” rotated week after Sell 
week to cover a station’s complete daytime audience, 


PURSE-SUASION combines the persistence of = 


Saturation with the impact of Television. It reaches 
Mrs. America at home—during her business hours— 
when you can most easily focus her thoughts on 


the health and comfort of her family. 


PURSE-SUASION rates mean low-cost selling for 
mass-market advertisers. Completely flexible—schedule 
a few markets, or coast-to-coast. Get the special 
presentation outlining the tremendous merchandising 
power of PURSE-SUASION. Phone your nearest 
Blair-TV office . . . or use the handy coupon now. 


BLAIR- 


OFFICES: NEW YORK + CHICAGO + BOSTON «+ DETROIT «+ ST. LOUIS 
TEmpleton 8-5800 SUperior 7-5580 KEnmore 6-1472 WOod'rd 1-6030 CHestaut 1-5686 


JACKSONVILLE + DALLAS + LOS ANGELES + SAN FRANCISCO + SEATTLE 


Elgin 6-5770 = Riverside 1-4228 © DUnkirk 1-3811 


Nome 


Mrs. America 


PURSE 


Penetrating Saturation 
with Daytime Spot-TV 


BLAIR-TV, DEPT. H . 
415 Madison Avenue, New York 17, N.Y. 


I'd like complete information about PURSE-SUASION 
—and how to use it most effectively. Please phone 


Position 


Company 


YUkon 2-7068 ELtiott 6270 


Street Address. 
City & Stote 
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‘SOOTHING SUNBURN RELIEF 


-Nupercainal 


‘LIGHT THIEF‘—Ciba Pharmaceutical Products, Summit, N. J., will pro- 
mote Nupercainal sunburn lotion this summer with this two-sided 


hanging display. Called a “light thief 


,’ the display looks like an il- 


luminated sign, although it has no light of its own. A Day-Glo panel 

inside the shadow-box is angled to catch and reflect light through 

the cut-out letters. William Douglas McAdams Inc. is the Ciba agen- 
cy. Einson-Freeman Co. produced the display. 


Peterson Joins Bruce Brewer 


eral sales and advertising manager 


of Standard Milling Co., Minnea-| 


polis, has joined Bruce B. Brewer 
& Co., with offices in Kansas City 
and Minneapolis. Mr. Peterson will 


| Exporter Shifts Berry 
John J. Peterson, formerly gen-| 


Henry T. Berry, associate sales 
manager of the Ohio-Michigan ter- 
ritory of American Exporter Publi- 


cations, has been named manager | 


of the Cleveland office of the New 


| York-based publisher. He succeeds | 


become a partner in the agency and| William H. Capelle, who has re- 
an account executive. tired. 


> More VIEWERS THAN THE OTHER 
TWO STATIONS COMBINED. 


richest RATED 
SYNDICATED SHOWS - 


richest 3 RATED NEWS 


richest rare FEATORE MOVIES 
DAY OR WIGHT = 


Bp LaRcest COVERAGE AREA..ncs #2 
Lowest cost eR THOUSAND 


(UI) IN KOTY's 
BILLION DOLLAR MARKET 
with 314,483 | homes 


Sources: ARB, 1957 : 
Television Mogosine 
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TULSA 


BASIC: COB. AFFILIATE 


Represented by 333° 
Edward Petry. & Co., pat 


nie "O88 - CHAGOO * —#-9€ ~~ wy ansanies - $08 RAY J 


A CoRINTHIAN 
STATION 

KOTV Tulsa 

KGUL-TV Galveston, serving Houston 

WANE & WANE-TV Fort Wayne 

WISH & WISH-TV Indianapolis 


Telemeter Seeking 
Sports Entree into 


Viewer’s Living Room 


Cuicaco, Feb. 18—Pay tv, like 
\its predecessor, free tv, seems to be 
|intent on arousing initial public in- 
terest through its sports coverage. 

International Telemeter Corp., 
pay tv subsidiary of Paramount 
Pictures Corp., has made a deal 
with the International Boxing 
|Club and Madison Square Gar- 

den Corp. “whereby certain sports | 
and other programs originating in| 
arenas like Madison Square Gar-| 
den would be made available | 
exclusively on Telemeter’s pay-as- | 
you-see tv system on an experi- | 
| mental basis.” 

The experiments won’t interfere 
with the regularly scheduled | 
Wednesday and Friday Interna- | 
tional Boxing Club free tv pre- 
sentations, according to James D. 
Norris, president of the boxing | 
club and of Madison Square Gar- | 


om ay Kudner 


Advertising Age, February 24, 1958 


SHHHH This coior 

ad for GM’s Fish- 

er Body division 
appears in the % 
Feb. 17 Life, the 
March 1 Saturday 
Evening Post, 
March Better 
Homes & Gardens 

and April 1 Look. 
Agency | 


‘ASSport wa silent work 
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handles Fisher 
Body. 
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den Corp. 


® In a debut demonstration of 
live sports on pay tv, Telemeter | 
last week showed sports officials 
and motion picture exhibitors here 
a boxing match originating across 
, town at the Midwest Gymnasium. | 
The fight was an _ eight-round| 
| fray in which Jerry Martell of Chi- 
cago won a decision over Don Al-| 
derson of Connonsburgh, Pa. | 

Those who watched the fight 
| were apparently impressed by the 
| quality of the direct wire picture 
| and with the added attraction of 
| eavesdropping on ring-corner con- 
versations between rounds. Since 
there are no commercials, these | 
| sidelights and other ringside com- | 
mentary are offered as part of the 
| coverage, 

Paul MacNamara, Telemeter vp, 
|said that a fight like the Car- 
men Basilio-Ray Robinson match 
scheduled for Chicago March 25 
could gross $10,000,000 via pay tv, 
assuming 5,000,000 Telemeter set 
| users payed $2 each to see the 
heeeaee # 


‘Goldberg Advertising Promotes 
Three; Adds Two to Staff 

Goldberg Advertising, Sydney, 
| Australia, has promoted three men 
to senior executives and has added 
two men to its staff. The changes 
follow the death last month of 
Frank Goldberg, founder and gov- 
erning director (AA, Jan. 27), and 
are in line with the agency policy 
of “accentuating the creative serv- 
ices.” The new senior executives 
are Edward Boxall, formerly cre- 
ative director, assistant managing 
director; N. A. Richardson, a di- 
rector of the agency, senior execu- 
tive director; and E. J. Quick, with 
Goldberg since 1949, director and 
general manager. 

In addition, Goldberg has ap- 
pointed Brian Gilchrist copy chief 
and Leicester Warburton a senior 
account executive. Mr. Gilchrist, 
who was a member of Goldberg’s 

creative staff from 1953 to 1955, 
most recently has been with Ben- 
| son, London. Mr. Warburton for 
the past six years has been pub- 
licity manager of Macquarie 
| Broadcasting Services. 


|New Ad Group Formed 


A local advertising and mer- 


Use This Space to Print or Type Your Classified Advertising Message 


Almost everybody of 
importance in 
advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


chandising group has been organ- 
ized by a group of advertising peo- 
ple in the Concord, N. H., area. 
Known as the Council of Adver- 
| tising & Merchandising Progress, 
| the organization’s aims are to edu- 
cate New Hampshire advertisers | 
to modern methods of promotion 
and to acquaint them with the ad- 
vertising talent existing in the 
state. George P. Dawson, George 
| P. Dawson Advertising, has been 
elected president. Other officers 
|}are Floyd Otto Jr., vp; Theodore 
| Sawyer, secretary, and Raymond 


| C. Ellison, treasurer. All the offi- 


cers are from Concord. 


My Name 
Street 


| am enclosing $ 


1___State 


Clip and mail 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Entangling Alliance 
at B&B Denies Bolte 
SSC&B Presidency 


(Continued from Page 1) 

cer. 
That is, provided Mr. 
could resolve his contractual com- 


Advertising Age, February 24, 1958 


Bolte | 


aah an ST ee ome ot 


mitments to Benton & Bowles, 


where he has been for 17 years. The 


tortuous course of these negotia- 


tions apparently accounted for the | 
fact that for three weeks the par-| © 


ties concerned have been issuing a 
stream of denials and evasions. 


But today it was learned that a 


meeting scheduled for this morn- 


ing between Mr. Bolte and Robert | 
& 
Bowles, has been postponed until | 


Lusk, president of Benton 


next week by Mr. Lusk. The meet- 


ing was intended to clarify the 


terms under which Mr. Bolte could 
resign to join Sullivan, Stauffer. 
One SSC&B man referred to Mr. 
Lusk’s postponement as “a move 
aimed at messing things up.” 

Yesterday afternoon the stock- 
holders of SSC&B were told that 
Mr. Bolte would be president. A 
few minutes later, a press confer- 
ence was scheduled to explain de- 
tails to a group of reporters, with 
Mr. Sullivan presiding. 


® It was a chaotic affair. Mr. Bolte 
was to have been on hand, but he 
arrived 40 minutes after the press 
conference began. 

Mr. Sullivan explained that “a 


deal isn’t a deal until it’s in black | 


and white.” He expressed a high 
regard for Benton & Bowles, re- 
calling that he had tried to hire 
Bill Benton as the latter was grad- 
uated from Yale (Mr. Sullivan was 
in the preceding class) to work at 
Ruthrauff & Ryan. Further, Robert 
Lusk, now president of B&B, says 
Mr. Sullivan got him his first job 
in advertising. And finally he had 
recently recommended Benton & 
Bowles for some $2,500,000 in bill- 
ing. 

But Mr. Bolte’s coming to 
SSC&B was “a problem in termina- 
tion,” he reported, adding thought- 
fully, “We have no contracts.” 

In the course of his discourse 
Mr. Sullivan had to leave the office 
for three telephone calls, returning 
each time with a somewhat sheep- 
ish expression and picking up the 
thread of his conversation. He 
owned it was frustrating; that he 
hadn’t enjoyed ducking reporters; 
that he had found it uncomfortable 
not to be able to tell SSC&B peo- 
ple. 


s However, he explained, the 
ageney had promised to permit 
Benton & Bowles to have enough 
time to build around Mr. Bolte 
(B&B named a new exec vp, Wil- 
liam R. Hesse [AA, Feb. 10]) and 
to tell B&B clients. 

“Final details are still not re- 
solved,” he said unhappily. “I’ve 
never been in a situation like this 
—but it’s a little like account so- 
licitation—an account isn’t an ac- 
count until the billing is on the 
books.” 

When Mr. Bolte arrived, he pro- 
ceeded to tell off the record what 
most of the reporters already knew, 
or had just been told by Mr. Sulli- 
van—that he had contractual obli- 
gations to Benton & Bowles still un- 
resolved. 

Then, in a rash of telephone 
calls, Mr. Sullivan, Mr. Bolte, Jay 
Scott of Robert S. Tapiinger & 
Associates (who ostensibly was 
conducting the conference) arose 
and left the room, leaving the re- 
porters staring at each other some- 
where between dismay and disbe- 
lief. They trooped back in a body, 


and Mr. Bolte reported, “I’m still 
on the Benton & Bowles payroll.” 


s But there was no doubt about 
Mr. Bolte’s anxiety to complete the 
switch to Sullivan, Stauffer. A re- 
porter asked, “Mr. Bolte, if this 
thing goes through, when will you 
start working at SSC&B?” The re- 


Paul Masson said: If you can't see it, 
taste it, or smell it, why bother? 
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sponse: “How long does it take to 
walk two blocks?” 

Mr. Sullivan then commented 
that there had always been room 
for a Mr. X on the agency’s organ- 
ization plan. Originally, Mr. X 
would have been Clarence E. El- 
dridge, whose resignation as oper- 
ations manager of Genera! Foods 
to join SSC&B as exec vp was an- 
nounced in 1951; a fast recovery by 
the corporation kept Mr. Eldridge 
at GF as vp in charge of marketing. 
Mr. Bolte fills the specifications, 
Mr. Sullivan said. 
| Assuming that the SSC&B re- 
modeling goes according to plan, 
the executive structure of the agen- 
cy is to be changed like this: Don- 
ald D. Stauffer and S. Heagan 
Bayles, the remaining founding 
partners, have been elected vice- 
chairmen of the board. T. Newton 
| Weatherby, treasurer and vp for 
administration, and John P. Co- 
hane, vp and secretary, will con- 
tinue in these posts and as direc- 
tors. Walter O’Meara will remain 
as chairman of the agency’s plans 
and review board. 


s The new president of SSC&B 


FAINT PRAISE—Paul Masson ads ostensibly refuse to 
run down such competing beverages as vodka, 


Paul Masson said: 
if the poor fellows need peat smoke for 
flavor, why begrudge them? 


wre mare at ena motel tombe 
easid eretsh ctae tan” 


Pet Meme war the tee of the bow 


SARATOGA, CaL., Feb. 18—Paul 
Masson Vineyards has launched its 
first national advertising cam- 
paign, predicated on the approach, 
“You don’t have to bruise an ele- 
phant all over to kill him.” 

Based on this, as well as the 
philosophy: “Don’t tell everybody, 
sell somebody,” the Masson cam- 
|paign has been developed by San 
Francisco’s Weiner & Gossage, a 
comparatively recent teaming up 
of J. J. Weiner and Howard Gos- 
sage (AA, Sept. 9, ’57). 

Mr. Weiner ran J. J. Weiner & 
Associates for 11 years, and Mr. 
Gossage, then with Brisacher, 
Wheeler & Staff, achieved a degree 
of international fame for his “Win 
a kangaroo” contest for Qantas Air 
Lines and such other zany ideas as 
the Nucoa skywriting over New 
York. 

In its effort to “sell somebody” 
on Masson champagne and Masson 
brandy, the campaign is centered 
around b&w pages in ADVERTISING 
Ace and Printers’ Ink, as well as 


provided he resolves his contrac- 
tual problems—joined Benton & 
Bowles in 1941 as an account ex- 
ecutive, after working in the pack- 
aging and vitamin fields. From 
1942 to 1945 he was an army offi- | 
cer, leaving the service as a major. | 
He returned to B&B, was named vp 
in 1950, secretary of the plans 
board in 1952 and a director in 
1953. In 1955 he became exec vp— 
the agency had two for a number 
of years, now has three—and later 
became chairman of the plans 
board, a job now held by Ted 
Steele. + 


Colgate Shifts 
L&N's Product 
Assignments 


(Continued from Page 1) 
& Kummel, and others without 
Colgate billings, including Mc- 
Cann-Erickson—have been invited 
to solicit the account. 

Elsewhere in the company this 
week, Joseph W. Durber has joined 
the household products division as 
assistant product manager on 
Florient, Kirkman and Octagon. 
He was formerly advertising man- 
ager of the Snow Crop division of 
Minute Maid Corp. 

The company also has an- 
nounced that Stuart Sherman, vp- 
marketing, has returned to his 
post after a four-month leave to 
correct an eye condition. # 


Mitchell Adds WEEI Duties 
Eugene (Red) Mitchell, mer- 
chandising director 6f WEEI, Bos- 
ton, has been named to the addi- 
tional post of national spot sales 


Vogue and Sports Illustrated. 
Mr. Gossage, who wrote the 


scotch and gin. Weiner & Gossage, San Francisco, is 
the agency for Masson, 


Masson Vineyards’ Business Paper Drive Is 
Aimed at Admen as ‘Influential, Thirsty’ 


copy, explains, “Professional com- 
municators in advertising and pub- 
lic relations have, in addition to 
opportunity, the means of spread- 
ing ideas. We therefore regard 
them as a prime target. They also 
drink a lot, I understand.” 


= In its presentation of the cam- 
paign to Ernest Mittelberger, ad- 
vertising manager, and other Mas- 
son executives, the agency pointed 
out that “the allocation of a small 
but, in its effect, mighty budget to 
the advertising business publica- 
tions is a unique move. 

“Until now,” Weiner & Gossage 
told its client, “no one has ap- 
proached this group in such a di- 
rect manner, but has trusted them 
to get influenced elsewhere. We 
are, you might say, eliminating the 
middle man,” 

The year-long consumer cam- 
paign is really in two parts, one for 
Masson champagne, using Vogue 
for the appeal to women, and the 
other to promote Masson brandy, 
using Sports Illustrated for the 
appeal to men. + 


Adman’‘s 


PHILADELPHIA, Feb. 21—‘‘Agency 
men can stop running and apolo- 
gizing—they are not, and never 
have been, completely dependent 
on the 15%.” 

Carroll H. Rickard, vp of Noyes 
& Co., Providence, had this mes- 
sage today in his president’s ad- 
dress at the annual convention of 
the Continental Advertising Agen- 
cy Network. 

Mr. Rickard reported that a sur- 
vey of CAAN members showed 
that the network agencies had an 
average gross income of 18.5% of 
billings. The highest figure was 
24.2% and the lowest 15.7%, he 
said. CAAN’s 18 member agencies 
have combined billings of $40,000,- 
000. 

“This proves that we know about 
fees and that we do get paid on the 
basis of what we do,” Mr. Rickard 
told the meeting. “By continuing 
to charge for work on a fee basis, 
and by using employe time sheets 
as a foundation for those fee 
charges, the 15% question will 
nave little effect upon agency op- 
erations. The present panic in 
some circles is very unseemly.” 


® Mr. Rickard also reported to the 
convention on a survey made by 
Leo Burnett on what agency men 
think of themselves. In comparing 
themselves with bankers, manu- 
facturers, doctors, professors and 
insurance salesmen, admen rated 
themselves fourth in honesty, 
fourth in contribution to society 
and fifth in prestige. But they 
rated themselves first in “sharp 
operator” and “creativity” cate- 


service director. 


gories, Mr. Rickard noted. 


Avoid ‘Unseemly Panic’ on 15%; Work to End 
‘Disrepute,’ Rickard Tells CAAN 


Thus, he added, according to the 

Burnett survey, “We admit to dis- 
honesty, carelessness and disre- 
pute, and claim only to be sharp, 
novel and fascinating.” 
Mr. Rickard urged the network 
agencies not to underrate them- 
selves, concluding, “We must 
preach a gospel of pride and self- 
respect and stop being mice.” + 


Shaw Names Guerrant Exec 
VP, Smith Senior VP 

John W. Shaw Advertising, 
Chicago, has appointed David E. 
Guerrant exec vp and P. L. O. 


ee ae 


D. E. Guerrant P.L. O. Smith 


Smith senior vp, both new posi- 
tions. Mr. Guerrant joined Shaw 
in 1951 and has been an officer of 
the company since 1952. 

Mr. Smith joined Shaw in 1953 
as an officer and account super- 
visor. Both are members of the ex- 
ecutive committee. 


Hutchings Joins Kling 

William C. Hutchings, formerly 
exec vp of United Film & Record- 
ing Studios, Chicago, has joined 
Kling Film Productions, Chicago, 


as a vp. 


= |committee today and 


Alltime Record 
P.0. Rate Hikes 


Nearly Certain 


WASHINGTON, Feb. 20—A five- 
year fight against postal rate hikes 
crumbled in the Senate post office 
it seemed 
virtually certain that Congress will 
soon be putting its approval on the 
biggest rate increase in the nation’s 
history. 

By a 7-6 vote, overriding its own 
chairman, the committee approved 
a bill which gives Postmaster Gen- 


)|eral Arthur Summerfield every- 


thing he has been asking for and 
a bit to boot. 

While Sen. Olin Johnston (D., 
S.C.), chairman of the Senate post 
office committee, said he intends 
to fight the bill when it reaches the 
Senate floor next week, some of 
the more informed observers say 
they believe the administration 
can muster more than enough votes 
to put the bill through the Senate 
intact and that the only chance of 
any further modification will come 
in the subsequent conference to 
resolve differences between the 
Senate bill and the more modest 
rate bill which sailed through the 
House last spring. 


® Administration forces used two 
powerful appeals in wresting con- 
trol of the committee away from 
Sen. Johnston. At least one vote, 
that of Sen. Neuberger (D., Ore.), 
was credited to the anti-recession 
coloration which the Postmaster 
General gave the program two 
weeks ago when he said the 5¢ 
letter rate would be used to finance 
a $2,375,000,000 construction pro- 
gram to rehabilitate the postal 
service and provide a fresh stim- 
ulus to the lagging economy. 

More votes, however, were in- 
fluenced by  behind-the-scenes 
warnings that postal workers 
would go without pay hikes unless 
the Post Office gets a substantial 
rate increase. 

Sen. Lyndon Johnson (D., Tex.) 

later revealed that the rate and pay 
issues will be tied together when 
the Senate takes up postal matters 
next Tuesday. 
Although he had previously in- 
dicated a desire to handle the two 
independently, he said yesterday 
an effort will be made to add the 
pay raises as an amendment to 
the rate bill. 


® Among the important provisions 
of the Senate bill, effective July 1, 
are: 

Letters—a 4¢ rate on local mail 
and 5¢ on out-of-town. While this 
is admittedly difficult to ad- 
minister, the Postmaster General 
has said local rates will be allowed 
on any letter traveling within the 
boundaries of an “urbanized area,” 
as defined by the Bureau of the 
Census. 

Airmail—an 8¢ rate compared 
with the existing 6¢ rate. 

Postcards—a 3¢ rate on printed 
and processed cards and a 2¢ rate 
on hand-written cards. Drafted by 
Sen. Yarborough (D., Tex.), this 
novel idea is designed to protect 
“the poor man’s letter” while en- 
snaring the business mail users 
who buy billions of postcards for 
billing and other commercial pur- 
poses. 

Second class—a series of three 
annual increases. Each increase in- 
volves a hike of 10% on the rate 
for reading portions and 20% on 
advertising portions. Also, an in- 
crease in the minimum piece rate 
on periodicals from the current 
rate of %&¢ to %¢. 

Third class—a two-step increase, 


with the current bulk rate of $15 
per thousand advancing to $20 per 
thousand on July 1 and $25 per 
thousand one year later. # 


i ee aera Le a SAR ame ts Dh) eee ale 8 a TORIES ig, "Anan ee ae een ee Pe kee ten So eee a ae ee ea) Oe beet ee OE ee Boe Lark ach, ge aM A Rs a Ns, ipety din SE aed a ae 
pa eee ere eee he ee ee Sues eee pee Rah... ye getline a eee RN hee Re 2 ee 
a ‘ a is RE. Loam = Sk 2 At eg es ee . Ee eames Cea Doe neh Sere ee ea i as ee ee As . oust 
me ey iar © : pe ges Ce ka a ry saa See ee), eae : gga eens? . Bc ee eet 
Cop oe Se ee Res a 2 ne whee A ieee ae Ray Krk, ase se ean bye ge ‘ . ; et : 
“a eae i fee aan Ba 4, 7 bee ede nee rage Ey 34 4 Rem ie’ ae ere eta Ess Ree A vice pect eh ie £ =e ae . 
eh. is aN bi se) ee eee ome ate Ree * ee ee a oS Se Mae ea rn A io) rs. ee ee 
ae Bie saa LTE <p pom. pete th ae NE ae ‘sed Te 1 ai ke ‘ “ : . a Rr 
ao : ——" | | ie 
. ene eere, 
oe 
i ae 
Bi, 
eas 
. > é tie BY ” a ae + m A * “ 3 fhe 
Paul Masson said: or 
. “ 7 ie nal 
I would rather fi . 
' 
- not discuss ‘ 
; : 
| hiliper bees” 
13 a 4 
: ; ; 6 ting ce, tt wlety aa 
f . . F ore at ae eovcheng gmt Get aw aR 
. Sanat 4 
‘ mens 609% eal ee ee woman 
4 ‘ - Se ee ee meee : 
tenet wits = Gener pee 
8 ee wae Nee tee % 
: ’ Gove ao » aces woman tealigk 
ankle al ca tA —- Ne ee a 
; ” Pet Mines we st Ses of ds tae seats Bie 
id me hy Yate ae mg et 
ee a ‘i 
: oe te owe ae 
ee 
PS ‘ | 
: ; a 
de tala — <i ote = - ; ee 
"| eepen Ge en won be ses the meee atthe wn - =~ Bh 
‘ we So ‘oon ee | , 
re on cee Seeaeeetoemens”* fi ; 
Fpat Maman wo te ty fm we tte abet oe kee ee , 
ee ae acaenstuaete, ‘ sal 
ioe that Park Mannan Beinde, veraroett tao Ube ottnes naa's Wilts, dering yume wary te the fewest et de | Ss 
eects’? ates | er. Aly 1d Hike tel em  manling Pus Marna Gnamdy You fil] ¥ rs 
ee ee ee eed gree TY 5 : Pos 
on : 
« gue 
S.A Rn Ome OORe BARS TOR. Cree mere is" 
a oP <2 ae ie Sea ec as 
. : . “ is Bila OO OR ee ad EE am eae ae és 
ee ile. 
hivcey 
Bs | 
| ee 
ade 
Re 
aut 
ies 
i ‘ews 
aan 
va 
Veal 
Feed 
and 
| a 
on 
~ 
= 
ne 
sy 
gi 
F 
sf 
we 
i 
eae 
Po ‘ 
5 
fe 
act 
a 
bad 
pier 
= 
“ 
peat 
ey 
s 
=m 
ot 
ie 
fi 
af 
e 
| en 
— Fe 
_ 
| 
‘ . oa 
ae ; ‘ ; ia ; ; “ ; : i neg c ~ ened : r a = aay 
a ee ee pas = ie —* case tha rs ‘ ee ee ; ee . pr ia ae Pe a. hes : re mt 
% red s arr: Fs ye ae ¥ fe 5 a ie x f > i -_ ae gree 2 = x ay Se as 4 ee “, ~ 
: ne 0: ees ae Ey oe a i . eee {2 oe e Slee ; : ae lg mise : oy ee ; : it 
$ eon has ele be sug fe ‘ tus PR at a na ae Leni guano oe rae ou ioe: 2 ee ig aa an ne a “ae 
3 ie baie. ae Fe fae a ai apg oe Pe as ‘ “9p Ms ea ma rece Be ee : ae ae. aaa: : i Se Fer De Oe ke F 
as we es pt ee Pe a a aed ur tues a seis Raat ow = Pe er esa A ite aS aR ee gle ara oi, a Bae fe es a. de Met Pe etic ee ee 
a ea, Spee enter Ha gma aie, NO ate Ce AR as, ea a Pee a ne Be Aare ae a. tae ae Se > a CASE RE ee 
e pe ee : mF 2 aa. P pee: lee ee, wee a, me le of ees a =" ae a ae > 63 fens oe ie cae re 
bare hee a bli: ai pages Ay ee ; ea Og eae ee ’ Br bs" ot ede : See ? . aah i ge ‘Wigaeg - mn . ke. Se ee 
Bs <i i: rs Ror Se ne ee Mee lg Oe ead ee on Me ad gd Ae eS! eee Fo ae, * oe, Oe i.e? oe as a. 2. ee ee A a ee ee + i 


190 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 
discounts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 


- 6 MONTHS ENDING JUNE 30, 1957 


39,430 


HELP WANTED 


! 


HELP WANTED 


Advertising typography firm 25 years MOLENE 

quality reputation seeks typography Editors ................. Public Relations 
salesman with agency accounts. Liberal Copywriters .......... Advg. Managers 
commissions, plus profit-sharing leading | Artist Media Production Service 


to partnership. We have 
present. 


Box 1164, ADVERTISING AGE 


480 Lexington Ave., 


no salesmen at 


New York 17, N. Y 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 Se. State St. HA 7-1991 Chicago 


Publishers 
technical 
wants 


over 


ginners 


PARTNER WANTED 


papers) 


Representative 
planning 


a junior partner 
territory with office 
in New York. Must be experienced and 
well established in this business. No be- 


Atlantic Coast 


(trade and 
retirement 
to start taking 


No investment required. 


Box 1263, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


“All is grist, which comes te our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
ARTIST-DESIGNER WANTED 
If you're good at design and layout, you 
will enjoy exceptional security in this 
permanent post on the 20-man art staff of 


|}our 180-employee creative printing and 


|} advertising firm. 


You'll do _ interesting 


| work throughout a 5-day, 37-% hr. week. 


You'll gain from stability and a highly 
comprehensive employee benefits pro- 
gram. You'll find this is a good place to 
work; and Wichita a good place to live. 
Write direct to Ted Hawkins, Art Direc- 
tor, 
MeCormick-Armstrong Co., Inc. 

1501 E. Douglas Avenue Wichita, Kansas 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
169 E. Ohio St., Chgo. Su 7-2255 


HELP WANTED 


HELP WANTED 


Advertising Age, February 24, 1958 


POSITIONS WANTED 


CREATIVE MAN 


| Copy writer, good opportunity for man 


with working knowledge of Conservative 
Protestant field. Agency experience pre- | 
ferred. Send resume. Write to: 
Box 1300, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Young Account Executive—If you are 
the real producer in a small agency that 
doesn't offer you the leadership and 


|opportunity you crave, you need this 


fine old medium-size South-Central agen- 
cy as badly as we need you. Our people 


know of this ad. Write fully to: 


Box 1284, Advertising Age 
200 East Illinois St. Chicago 11, Illinois 


MANAGING EDITOR 
Monthly, Chicago-based, business maga- 
zine needs manager of internal opera- | 
tions who can get a staff of four writing | 
editors plus three assistants to meet) 
schedules and snap up idea presentation. | 
Box 1285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN for leading graphic | 
arts publication. Start as junior man in 
New York territory with inside track to 
one of publishing’s top sales jobs within | 
three years. Write in detail to | 
Box 1286, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE SALES 
Established publication in Food Field has 
opening for energetic, aggressive, ex- 
perienced salesman to handle Eastern 
Territory. Salary and Commission 

Box 1301, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Mister Publisher: 


isn t THIS what you really need— 


to show a better profit? 


We can increase your lineage. We 
have done it for other publications. 
We believe we can do it for you. It 
may pay both of us to find out. 


Our way of getting more advertising 
lineage has increased space for other 
publishers up to 100‘7, and in two 
cases, 700%. We make no claim to 
being infallible . . . but such a record 
speaks for itself. How do we do it? 
It is reasonable to think that we may 
be able to do it for you? 


As Publishers Representatives for 24 
years (at the same address for the 
past 18), we have developed a meth- 
od of space selling that puts more 
skilled men on your book . . . men 
who make more calls more often . . . 
who know how to choose the buyers 
who make decisions and who 
bring back contracts at a lower cost 
to you. 


When we represent your publication, 
we will not represent a competitor. 
You are the only publisher in your 
field for whom our men sell . . . and 
yours is the only book they sell when 
they make a call. They do not make 
“group” or “bulk” pitches. 


Because they represent several pub- 
lishers on each trip, the travelling 
expenses are spread. Instead of one 
man making infrequent contacts, you 
have a staff representing you con- 
stantly yet you pay less for it 
than if you had only one salesman. 
And because this staff makes more 
sales, we can pay them higher sal- 
aries and get better men to make 
more calls per year in your territory. 


We can help develop sales ideas, 
presentation kits, promotion pieces if 
you need them. Our experience also 
enables us to make profitable edi- 
torial and circulation suggestions if 
they would be helpful. Our staff 
works as a team; the cross-fertiliza- 
tion of such ideas is one of the most 
valuable features of our service. 


Not all representatives are qualified 
to offer such complete co-operation. 
Few services can provide you with 
the co-ordinated efforts of mature, 
experienced, well regarded men with 
established selling records . . . men 
who know the agencies and the ac- 
counts ... men whose calibre is fre- 
quently higher than many a publica- 
tion can attract when a limited salary 
budget has to be considered. 


We work on a commission basis to 
produce more lineage for you . . . ef- 
fectively, continuously, and in keep- 
ing with the quality and character of 
your publication. If you want more 
billing from the East, we believe we 
can deliver it to you. 


Shall we find out? There is no obli- 
gation or commitment in talking it 
over. Learning how we can help you 
may be exactly what you need to 
show a better profit on your prop- 
erty. Let’s spend an hour together. 
Our offices are in the convenient 
Grand Central Area. We can talk it 
over here, or we will be glad to come 
to you. Write us now .. . or phone 
MUrrayhill 2-3345. 


PROFIT MINDED ART SALESMAN 
Would like to contact a successful art 
salesman in Chicago area who now wish- 
es part ownership of a going studio 


| No investment required. Reply confiden- 


Box 1282, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
IDEAS MEAN MONEY 
If you can verbally express your ideas, 
enjoy initiative, and get along well with 
people, you will surely be interested in 
challenging position with responsibility, 
professional status, and co-workers who 
came to us making $80 to $125 weekly, 
and are now earning to $15,000 yearly 
with prominent Chicago Loop firm. 
Contact Miss Lewis, 116 8. Mich. R. 1302 
STate 2-3270, Chicago 


WE NEED ANOTHER 
COPYWRITER! 


. @ bright, young man (25-35) with a 
proved record for creating sound, original 
consumer copy 


. . « with an uncommon talent for analyz- 
ing merchandising problems and coming 
through with workable solutions 


. . a real “‘comer’’ who has the aggres- 
sive spirit it takes to grow with a young 
agency ‘‘on the come” 


We're pretty particular. We have to be 
But we'll pay the right salary it takes to 
get the right guy we want. We're an ag- 
gressive, 4-A, AAAN agency growing fast 
in the consumer durable goods field. Send 
résumé or phone: 


Mr. Herschell Goodman, Creative Director, 


Alex T. Franz, inc., 221 N. LaSalle, Chi- 
cago. CEntral 6-5025. 


ASSISTANT ADVERTISING MANAGER 
Experienced, aggressive executive to assist 
Advertising Manager in planning adver- 
tising and sales promotion programs and 
to handle external house organs. Age 28 
to 35. Minimum of five years experience 
in industrial work. Graphic arts experi- 
ence helpful. College degree necessary 
Old established Chicago metals manufac- 
turer. Write complete details and salary 
requirements to Box 920, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 


AGENCY PARTNER 
WANTED 


A FAST GROWING N. Y. ADVER- 
TISING AGENCY WITH BILLING 
AROUND A \“% MILLION DOLLARS 
SEEKS ACTIVE ASSOCIATE WITH 
CAPITAL. BOX 926, ADVERTISING 
AGE, 480 LEXINGTON AVE., NEW 
YORK 17, N. Y. 


SALESMAN 
FOR BIG MAGAZINE 


We are looking for a man in his 
thirties to sell advertising space in 
the Cleveland area for a national 
leading consumer magazine. 

No previous advertising or maga- 
zine experience necessary, but we 
want a man who knows how and 
likes to sell; a man who will dig 
deep and reach the top executives 
in big corporations. 


For the right man here is a posi- 
tion where he can grow with one of 
the largest publishers in the country. 
Straight salary. Replies will be treat- 
ed confidentially. Write, outlining 
education, business experience and 
background. 

Box 917, Advertising Age, 200 E. 
Ilinois St., Chicago 11, Illinois. 


BRAVE EMPLOYERS 
Intelligent Versatile Writer 

(woman) desires creative opportunity tr 
journal, publ., PR, advertising. Experi- 
enced. MA, Age 30. Do not contact if 
|afraid to hire education. Resume, refer- 
ences. Chicago area 

Box 1271, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

COPYWRITER-CHICAGO ONLY 
10 years experience ‘print, radio and TV) 
consumer and industrial. Broad back- 
ground in merchandising and sales pro- 
motion. Age 35. Good team man! Salary: 
$10-12,000. 


Box 1299, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young Englishman %7, now in London 
Agency. 9 years all round advertising 
experience England and Switzerland, 
student of British Advtg. Assn., desirous 
of securing position July ‘58 in U.S.A 
Rhode Island preferred. 
Box 1298, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Young woman with TV, editorial and PR 
experience wants position with PR coun- 
selor or agency. Resume available. 
CHICAGO ~- BAYPORT 1-3817 
NEED MIDWEST SALES? 
Proven space rep. ready for change. I 
offer ability, initiative, good contacts 
and top references in return for oppor- 
tunity with outstanding future. 
Box 1287, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TELEVISION ART DIRECTOR 
Five years agency experience on na- 
tional and regional accounts. Wishes to 
expand creative ability and experience 
Age 27 
Box 1288, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV & SALES PROM MGR OR ASST. 6 
years with present employer desires 
change & challenge for $7000. Admin 
ability & workable ideas. Mfr. & agency 
exp. Can fit consumer or industrial co 
28, married, B.S. Mkt. 
Box 1272, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
CORRESPONDENT - SECT. 
Handle all of your letters-Your office, 
too. Efficient Gal Fri. to write own letters 
or transcribe yours 
Box 1289, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICITY AND ADV. COPYWRITER 
Now ready for “work” in Chicago agen- 
cy, PR firm, or adv. dept. of ind. or cons 
goods mfr. Knows food processing and 
merchandising fields. 15 years exp 
Box 1290 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 
Singing commercials by popular song- 
writer, $20.00 per bar. Samples on request. 
Spoken commercials $1.00 word. Temple, 
4249 N. Lawndale, Chicago. 
CHICAGO OR SUBURBAN 
COMPANY OR PUBLISHER 
Right arm or managerial spot wanted, 
now or near future. Heavy on detail, 
administration, follow-thru Promotion, 
production, copy bkerd. In 30's, married, 
family. Realistic salary requirement 
Box 1291, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING-PROMOTION MANAGER 
ll years in Retail Food. Budget-wise, 
production specialist. Artistic idea-man, 
add exotic touch plus hard-hitting ap- 
peal. Coordination ability brings all de- 
partments to a common theme 
Box 1292, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
Is There A National Agency That 

Welcomes Successful Retail Experience? 
I've never written a four-color Life ad, 
but I have written campaigns that boost- 
ed sales 25% where it’s toughest—at re- 
tail! I've never supervised a $1,000,000 
account, but I have bossed a $100,000 
budget where every penny counts—at re- 
tail! I've never landed a $1,000,000 ac- 
count, but I have built my own ad agen- 
cy into a six-figure operation where it’s 
hardest—at retail! No prima donna, I offer 
hard-learned salesense, practical mer- 
chandising know-how, a productive copy 
background, management experience, 
fand youthful (29) ambition to the na- 
j}tional agency that wants a man who 
knows how to sell where every national 
ad must meet the ultimate test—across 
the counter! Married. B.S. Now in East- 
ern city of 1,000,000. Will relocate. Salary: 
$10,000. 


Box 1295, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 


and us 


Almost everybody of 


importance in 


advertising and 


marketing reads 


es 


JACK BAIN COMPANY ust 


wulalwes 


545 FIFTH AVENUE *NEW YORK 17.N.Y.*" MURRAY HILL 2-3345 


The ADVERTISING 
MARKET PLACE 
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idvertising Age, February 24, 1958 


POSITIONS WANTED | REPRESENTATIVES WANTED 


MISCELLANEOUS 


_ ASST TO AD MGR OR PR DIRECTOR 
Versatile and adaptable to your needs 
lackground: advertising agency, PR writ- 
* retail merchandising, market anai- 
ysis, 
Box 1296, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
PUBLIC RELATIONS Versatile writer, 
placement, industrial publicity, sales 
prom, 
Box 1294, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING MANAGER 
6 yrs. industrial copywriting and sales 
Promotion experience. Produced litera- 
ture, direct mail, P.O.P. displays. Dealer 
contact. Trade shows; sales meetings. | 


COLOR PRINTS 
Catalogue Sheets - $.25 ea. in 1,000 lots 
As Low as $.02 in 100,000 lots 
FAST SERVICE on Color Postcards 
SKOKIE COLORGRAPH, Inc. 
Morton Grove, Il. ORchard 4-7400 
Representatives Wanted 


REPRESENTATIVES AVAILABLE 
MR. PUBLISHER: Do you have adequate 
representation in the Midwest? Our es- 
tablished publishers representative firm 
can help solve your sales problems. Lets 
| talk it over. 

Box 1157, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Strategic Location For 
ADVERTISING 
PUBLISHING 

GRAPHIC ARTS 
Remod. bidg. with 5,000 sq. ft. ONTARIO 
AND (621) DEARBORN ST. Rent - $850 
mo., long lease; Sale - $68,000; good 
terms. Call 
Mrs. Govan WHitehall 4-5950 
HOGAN & FARWELL CHICAGO 


ARTWORK 
From layout to final art for all media, 
including design, packaging, typography, 
illustration, art direction, humorous illus- 
tration. 


TRIO ASSOCIATES Whitehall 4-6234 


Age 35. Can move 


NTION CHICAGO AGENCY HEAD 
Box 1293, ADVERTISING AGE inh = ate 4 7 . 


: . Jould over $10,000 additional personal | 
200 E. Illinois St., Chicago 11, Illinois income interest you? A progressive art 
MISCELLANEOUS |}studio will offer a large or medium 


I offer graphic arts background—specialty | sized agency the greatest possible return 
set printing as a stepping stone for of profits on art expenditures. Your re- 
a much larger job for a large guy 6'4” | ply held in strictest confidence 
in a N.Y. agency or kindred spirit. Box 1283, ADVERTISING AGE | 
Box 1297, ADVERTISING AGE 200 E. Illinois St., Chicago 11, Illinois 


480 Lexington Ave., New York 17, N. Y. SELL YOUR AGENCY TO US. We are 
" > : 7 7 looking for a small agency, owner con- 
EXPERIENCED WIRE SERVICE RE-| sidering retirement. Have plan to take 


PORTER, 27, with additional training in| 
business and market research desires po- 
sition with opportunity as editor or re- 
porter on trade or company publication 
or in public relations. Will relocate. B.A. 
degree in Journalism. Marketing minor. 


over accounts on graduated split-fee bas- 
lis, present owner to control during tran- 
sition. Mature, experienced, well rated 
and recognized. Robert Peterson Ady., 
| 20 N. Wacker, Chicago. CE 6-6749. 


Lawrence Avers, 4122 Somerset Drive, 
Los Angeles 8, AXminister 5-1025. 


SPACE SALES 
; Caitornia Based MERCHANDISING MANAGER 
Six successful years in sales for trade 
and consumer pubs. National accounts $12,000 


and agency contracts in 11 Western States, 

especially food, drug and related equip- 
ment. Am based in Los Angeles but will | 
travel. Age 34. Write Tom Clement, 2439 | 
S. Mansfield, L.A. 16, Calif. Or try | 
WEbster 5-5954. 


ADVERTISING & SALES MANAGER 


Midwest ad agency seeks man with versa- 
tile B/G in frozen foods or related. Must 
know food brokerage distribution pattern 
nationally. Marketing experience helpful. 
Age to 40. Contact me in confidence 


George E. Pylkas 


Somewhere in L.A. there is a Co. who Executive Advertising Consultant 
can use an aggressive manager with 

newspaper, sales & real estate back- CADILLAC ASSOCIATES, INC. 
ground. 15 Years executive experience 220 S. State Street - Chicago - WA 2-4800 


with outstanding Co’s. Available at your 
convenience. Excellent references with 


cory 
From basic theme to complete cam- 
paign. Good, dramatic sell for televi- 
sion, radio, national, retail and trade ads, 


collateral pieces, films, sales meetings 
TRIO ASSOCIATES WhHitehal!l 4-6234 
PRODUCTION 


All of any part of a print or broadcast 
package. Printing, plates, typesetting, 
filming and recording. 


TRIO ASSOCIATES WHitehall 4-6234 
TELEVISION COMMERCIALS 


Film and live TV spots, written, story- 
boarded and produced. Limited anima- 
tion, live action, slides, balops & flip 
cards. 


TRIO ASSOCIATES WhHitehall 
RADIO COMMERCIALS 

Live and recorded, written and produced. 

TRIO ASSOCIATES WHitehall 4-6234 

FILMS 

Industrial, educational, training, sales 

presentations, limited animation, live ac- 

tion, slide films. 

TRIO ASSOCIATES WHitehall 4-6234 

TELEVISION AND RADIO PROGRAMS 

Originated and produced as complete 

packages. Also sales meetings & con- 

ventions staged. 

TRIO ASSOCIATES WHitehall 4-6234 


41-6234 


relation to ability and integrity. Phone 
Mr. Post weekdays 9-5, CRestview 5-81038 
(Los Angeles). 
MR. “SMALL” 
ADVERTISING AGENT 

At realistic prices, free-lance artist will 
do roughs, comprehensive, paste-ups—you 
name it, I'll do it. 2225 Se. Southwest 
Drive, L.A. Hank Cutrona-PL. 3-1721. 


WANTED: 


ACCOUNT EXECUTIVE 


Who believes in advertising! 


|| This dynamic Midwestern agency 
|} will welcome an account execu- 
| tive who respects his business and 
has well-justified confidence 
his own abilities. 

He should have a background 
in advertising, merchandising and 
|} marketing package goods, prefer- 
ably with big budgets. 

This man will enjoy the re- 
wards that come from working 
with leading national advertisers. 
Liberal pension and profit-shar- 
ing. Area is ideally suited for 
|] family living; you can fish, boat, 
ski and skate practically in your 
own back yard. 


WILL BUY 


Your Accounts or Agency 
Sell your accounts or agency in 
and pay only small 
gains tax. Successful Chicago 
agency is poised for growth 
and will deal quickly. Industrial 
accounts preferred. Your serv- 
ices should be retained. 
Box 922, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


capital 


COPY—SALES PROM. 
With proven successful record in drug, 
cosmetic and pkg. goods field. Fresh con- 
cepts and real creative thinking in ali 
media to stimulate sales. Excellent agency 
background. Copy chief material. Now | 
available for agencies or manufacturers. 
Box 919 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Send résumé, in strictest confi- 
dence, to Box 925, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


WHAT IS A TRIO? 
Trio is a good way to do business. You 
get any part of the creative and produc- 
tion team you need when you need 
Like any good pyramid, TRIO has a 
solid foundation. Our people are AAAA 
and network experienced. Our standards 
are high. Our prices invite repeat busi- 
ness 

TRIO ASSOCIATES 
WHitehall 4-6224-415 N. Dearborn-Chicago. 

MODELS for 

you and your client 
Amateur and professional photographers 
are welcome to the use of all facilities 
and models available at the 

Photographer's Studio Club 


it. | 


| 


| 


4447 Sunset Bivd., L.A. NOrmandy 1-0525 | 


A.E., TOILETRIES, one a sales 
manager will respect. Recent 
or current major toiletries 
experience 

LAST CALL: Adv. Mer. with 
strong product-manager back - 


to $22,500 


ground in grocery products $15,000 
A.E., GROCERY PRODUCTS $12,000 
TIME BUYER $8,400 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S. Dearborn CE 6-5353 Chicago 
CREATIVE 
EXECUTIVE 

Seeking responsible position requiring 

fresh, original thinking and writing. 

Eight years advertising, sales promotion 

& marketing background. Age 38. Re- 

locate. 

Box 916, Advertising Age 
200 E. Illinois St., Chicago 11, Ilinols 


Exceptional opportunity 


under development and test. 


positions as Brand Managers. 


coldene, 


COLD MEDICINES 


Box 413, 


ee a Sea eS me eee eee eee 


for two men destined to be 
top brand managers 


Pharma-Craft of Princeton, New Jersey—a 

division of one of the great consumer goods producers 

in the world —is staffing up its advertising department. 
This is necessary to keep pace with the growth 

of its nationally advertised brands and new products 


Young men with cosmetic and proprietary related 
experience, able to handle heavy responsibility, 
will build solid futures starting in newly created 


Write fully giving experience 
and qualifications to 

Mr. Robert H. Witt, 
Administrative Vice President, 
Pharma-Craft Laboratories, 


Princeton, New Jersey. 
All letters will be held in 
strictest confidence. 


Sales Mana for 

Leading Industrial Publication 
If you're the man we're looking for 
you have a competence and skill in 
planning creative sales techniques; 
energy, eagerness and ability to spark 
a sales force. You are young, alert 
and have successfully sold industrial 
advertising. You firmly believe you 
can move up... to new and broader 
opportunities. You are now earning 
$15,000. With us you will have the 
opportunity of concentrating on our 
top national accounts. We are a two 
publication house. Our staff knows of 
this ad. Write in full confidence to: 
Mr. Wallace Hoffman, 120 E. 56th St., 
N. Y. 22, N. Y. 


LITHOGRAPH SALESMAN 
To $15,000+ 
One of the nation’s oldest and largest 
lithographers seeks high-level repre- 
sentative, with solid history in P.0.P. 
materials, merchandising, sales pro- 
motion and related litho pieces. Must 
be thoroughly conversant with Mid- 
west territory. Excellent growth op- 
portunity. If qualified, contact me 
immediately. 
George E. Pyikas 
Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S. State St. » Chicago » WA 2-4800 


FLORIDA AGENCY 
PARTNERSHIP 


Highly regarded Florida advertising 
agency seeks management partner 
Must be familiar with all functions 
of the agency business and age 30 to 
50. 50% interest in corporation 
available to right man for $25,000 
Ideal facilities and working condi- 
tions; loyal, harmonious staff with 
good solid accounts. Present billing 
in excess of $200,000.00 annually 
with steady profit picture. Addi- 
tional finances required to imple- 
ment present growth, which is only 
reason for this offer. Inquire in 
strictest confidence. Write Box 918, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois 

eeeeeeeeeeeeeeeeseeeees 


Walter Lowen 


PLACEMENT AGENCY 
e 
Headquarters since 1920 for 
ADVERTISING, MARKETING & 


PUBLIC RELATIONS PERSONNEL 


Please write briefly outlining your 
specific experience or personnel needs. 


420 LEXINGTON AVENUE 


NEW YORK 17, N. Y. 
MU 9-2630 


FILM EXECUTIVE 


Senior Account Executive now employed 
wants change 
Wide contacts, Chicago and East. 
Can write outlines, proposals and scripts. 
Also can direct and produce. Heavy ex- 
perience training programs, TV spots and 
industrial theatre 

Box 924, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Central N. J. daily, 40,000 circulation, 
has permanent opportunity for experi- 
enced, alert retail display salesman. At- 
tractive salary, incentive and fringe bene- 
fits. Box 887, Advertising Age, 480 
Lexington Ave., New York 17, N. Y. 


s 
Aggressive, Young Salesman 
with several years experience wanted to 
handle advertising sales in entire Eastern 


territory for Chicago publisher of metal- 
working monthly. Excellent opportunity 
Salary plus commission plus expenses 


Responses held strictly confidential. Send 
complete details including salary desired, 
experience, etc. to Box 923, ADVERTIS- 
ING AGE, 200 E st., 
11 i 


Illinols 


Illinois Chicago 


CUTS $1.25 


Up to 5 Sq. Inches 
ZINC 


Line or halftone flush mounted 
ast Service— 
Satisfaction Guaranteed 
Write size of cut and screen preferred 
on back of copy and mai! to 
WARD KAH 


Box A 87, Glendale, Calif 


AVAILABLE 
AGENCY ADMINISTRATOR 


Aggressive 4A V.P. and General Manager 
seeks challenge. Thoroughly experienced 
all phases of agency operation including 
new business, account servicing, presenta- 
tions, plans and merchandising. All pro- 
motional print Top creative director 
Strong initiator and leader Future expan- 
sion opportunity important. Location flex- 
ible 


ADV. OPPORTUNITIES 
ACCOUNT EXECUTIVE ..... $12,000 


35-40. Client contact, copy 
and rough layout exp 
MARKET RESEARCH MGR. 
Solid Exp. in automotive for 
mfr. Exc. opportunity. 

MARKET ANALYST .. $11,000 
Top level man can advance to 

key spot with highly rated mfr. 
ADVERTISING MANAGER $9,500 
To 33. M.E. Degree. Momt. ability 
Some Adv. Exp. Exc. potential 
COPYWRITER ... .$7-10,000 
Indust. and consumer bkgd. 

Rapid advancement. 


B. L. CLEM 
Advertising Consultant 
Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


$12,000 


Box 921, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
The Midwest's 
outstanding placement 
service for Adv.- Art & 


ollied fields. 


appointment on 
MADISON + SUITE 1417 

CHICAGO 2, ILL. 
CEntrel 6-5670 


nt. 


CANDLELIGHT COPY SERVICE 
Retail, mail-order, agency ad copy 

. . house organ copy .. . greeting 
card verse, gags . personnel bro- 
chures ... general-interest articles 
for calendars, pamphlets and maga- 
zines written on assignment. Fast, 
dependable service. Box 791 Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


& 


NG is only part 


of a good type job, it must be 


intelligently planned, exactly 


tailored to each individual need, 


then skillfully carried out. 


It is when you specify 


‘Where typesetting is stil/ an art'’ 


SERVICE typographers, inc. 


723 S. Wells St., Chicago 7, iil. + 


HArrison 7-8560 
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Courts May Have to Decide Tax Status) ...0 0... douue’ 
of Utility Companies’ ‘Lobbying’ Ads 


(Continued from Page 1) 
Federation of America and Public 
Relations Society of America have 
protested that tax officers are giv- 
en so much flexibility in determin- 
ing what “propaganda” is that vir- 
tually any institutional advertising 
campaign can get into tax trouble. 


s This is the second time in re- 
cent weeks that tax officials have 
moved to knock out ads used by 
power companies to present the 
case for private ownership of util- 
ities. Earlier the bureau moved 
against a campaign sponsored in- 
dependently by Southwestern Gas 
& Electric Co., Shreveport, and lit- 
igation currently is under way over 
the recovery of an estimated $20,- 
000 in taxes which the government 
is trying to collect (AA, Feb. 3). 
While there have long been reg- 
ulations on the books of the Inter- 
nal Revenue Service banning de- 


ductions for any activity which | 


involves lobbying, officials conced- 
ed that the two current moves in 
the power field are the only in- 
stances that come to mind where 
efforts have been made to disallow 
advertising which taxpayers re- 
gard as necessary and reasonable 
in the conduct of their business. 


s A spokesman for the bureau de- 
nied that the moves should be re- 
garded as an interference with “in- 
stitutional advertising.” He said 
the Treasury’s position might be 
summarized in these words: 

“Our rulings are not against in- 


erated his concern with the ads| 
used by the electric utility com- | 


panies. As a result of an inquiry 
last December he learned that a de- 
cision on the utility case was near- 
ly complete, and that tax returns 
of the electric companies for 1956 
were flagged for review in the 
event the ruling held the ads were 
non-deductible. 


s After the initial inquiry from 
Sen. Kefauver reached him early 
last year, Commissioner Harrington 
promised an investigation, pointing 
out that “it has been the consistent 
practice of the Internal Revenue 
Service not to allow deductions of 
expenditures where the facts of the 
case indicate that they were in- 
curred primarily for lobbying pur- 
poses, for the promotion or defeat 
of legislation, for political purposes, 
for the development or exploitation 
of propaganda relating to any of 
the foregoing purposes or for the 
furtherance of matters in the area 
of political controversy.” 

In a brief note to the senator to- 
day, the commissioner said: “Some 
time ago I informed you that I had 
directed the field forces to study 
this matter. The results of this 
study have been carefully ana- 
lyzed and it has been held that the 
contributions paid by the particu- 
lar companies for the advertise- 
ments mentioned above do not con- 
stitute allowable deductions. All of 
our field offices have been so in- 
formed.” 


stitutional advertising as such, but|# In their attack on existing reg- 
against advertising which some|ulations which authorize tax offi- 
people call institutional, but which cials to throw out advertising, oth- 


we call lobbying.” 


er than trade advertising, if they 


He pointed out that as far back | regard it as lobbying or propagan- 
as 1942 Internal Revenue specifi-|da, advertising groups have con- 
cally ruled that institutional ad- | tended that tax laws are being used 
vertising would be acceptable as a/to limit the right of petition, and 
business deduction for tax purpos-/|that taxpayers are denied consti- 
es. By institutional, however, he tutional rights of free speech. 


said the Treasury limited the term 


On this issue Sen. Kefauver de- 


to campaigns which specifically re-|clared today that the ads in ques- 


lated to the operations of the busi-| tion 


“are nothing but political 


ness itself, and that it was particu- | propaganda. While power compa- 
larly mindful of campaigns which |nies may try to complain that their 
were intended to build good will.|free speech has been impaired, 


they can continue to propagandize 


® Officials are exceedingly reluc- | as much as they want in their ad- 
tant to talk about specific tax cases, | vertisements. They are merely go- 
but it was pointed out that the | ing to pay the bill themselves. They 


problem involved in enforcing tax 
laws which ban deductions for lob- 
bying purposes inevitably comes 
down to deciding whether a par- 
ticular activity represents lobby- 
ing in the sense intended by the 
law. 

Admittedly it is exceedingly dif- 
ficult to make a decision in many 


instances, it was explained, but the | 
decision in regard to the utility ads | 


was made on tae basis of an inves- 
tigation which covered a period of 
eight or nine months. 

“It is our ruling that the real 
purpose of the campaign was to 
promote or defeat legislation,” it 
was explained. “Now the taxpayer 


has every right to question this. | 


And he can take us to court if he 
wants to, and then the courts will 
decide whether our ruling was rea- 
sonable under the circumstances.” 


s Spokesmen for Internal Reve- 
nue Service emphasized that they 
are not allowed to discuss the sta- 
tus of any individual tax case. They 
indicated, however, that the ruling 
was based on a general study of 
ads used in the utility campaign in 
recent years, so that the decision to 
disallow the ads will apply to the 
entire campaign for a particular 
year, and will not be limited to any 
specified ads. Under the statute of 
limitations, the challenge could be 
retroactive only for the three pre- 
ceding years. 

Since his original letter to the 
tax commissioner on Feb. 20, 1957, 
Sen. Kefauver has regularly reit- 


can no longer charge the taxpayers 
and rate-payers for their own 
‘brainwashing’.” 

® The decision to disallow the ads 
of the utility groups has been hailed 
by the National Rural Electric Co- 
operative Assn. as an effective step 
in halting the use of “the big lie 
technique” in the long-smoldering 
feud between privately-owned 
utilities and cooperatives. 

Clyde T. Ellis, general manager 
of the association, said co-ops par- 
ticularly resent some of the ads 
used by the utilities because more 
than half of the co-ops buy power 
at wholesale from private utilities. 

“They therefore were required 
to help pay for the cost of the big 
lie technique propaganda campaign 
against themselves,” he said. # 


Nabisco Merges Dromedary 
and Special Products Division 

National Biscuit Co. is merging 
its Dromedary Co. and special pro- 
ducts divisions March 1. Sales, ad- 
vertising, marketing and distribu- 
tion of Dromedary products will 
now be handled by the special pro- 
ducts division, with its present 
line of Nabisco cereals and dog 
food products. 

Advertising agency lineup will 
remain the same. Kenyon & Eck- 
hardt handles the special products 
division; Dromedary is split be- 
tween Ted Bates & Co., handling 
cake mixes, and Lennen & Newell 
on dates. 


| 
| 


| DEDUCTIBLE7—This page ad, voicing 

| criticism of the expenditure of tax 

|funds to build power plants, car- 

ries 

Independent Electric Light & Pow- 

er Companies and ran in the Aug. 
17, °56, Collier’s. 


‘Dunning. Proud, 
Utility Exec Oakes 
Hit Deduction Rule 


(Continued from Page 1) 
Light & Power Companies. 

Mr. Dunning’s assistant, Dwight 
Van Meter, added that reaction to 
the ruling would have to come from 
|\the companies themselves. He said 
the agency had heard from less 
than 10% of the companies so far, 
and the general tenor was curios- 
ity as to what’s going on. 

He said requests have been made 
to the Internal Revenue Service 
for copies of the ruling. But, he 
|said, Internal Revenue explained 
it was not its policy to issue copies, 
but to notify field representatives 
who in turn notify the taxpayers 
concerned. 

“We haven't seen the letter of 
| instructions to the Internal Rev- 
| enue field representatives,” Mr. 
| Van Meter said. “How can you re- 
‘act to something you don’t know?” 


= Wes MacAfee, president of the 
Union Electric Co., St. Louis, said 
company officials there have 
adopted a “wait and see” position, 
pending further steps by the gov- 
ernment. “We think the [Internal 
Revenue] bureau will do more 
field work on the matter to study 
more ads,” he said. 


s Earlier this week, Charles E. 
Oakes, chairman of the Pennsyl- 
vania Power & Light Co., issued a 
statement in which he spoke for 
Edison Electric Institute, attack- 
ing the tax ruling. It said in part: 

“Advertising expense is most 
frequently incurred to assist in 
meeting competition, and such ad- 
vertising is held to be a proper 
business expense both for corporate 
and tax purposes. It should make 
no difference whether the competi- 
tion is from other business enter- 
|prises or from the federal govern- 
| ment. 

“In the case of the electric utili- 
ties, it is recognized that they may 
properly spend money to advance 
their position competitively in the 
sale of electricity versus gas, and 
such expenditures are allowed for 
tax purposes. 

“But the impact of gas competi- 
tion is certainly minor in compari- 
son with the competition that 
comes into play when the federal 
government enters the power gen- 
erating business and takes for itself 
the advantage of not paying feder- 
al income taxes, and the further 
advantage of utilizing the credit 
powers of the national government 
to obtain money at low rates not 
possible for the normal business 
enterprise.” 


s C. James Proud, president of the 
Advertising Federation of Ameri- 
ca, commented: “Business is being 


the signature of America’s| 


muzzled in its rightful opportunity 
to state its case. The government, 
the trade unions and the coopera- 
tives are all given an unpenalized 
opportunity to state their cases, 
but when business speaks for its 
rights there seems to be a penalty 
|on it. We want to know why.” 

(Mr. Proud revealed that AFA’s 
request for reopened hearings on 
Internal Revenue’s proposed 
changes concerning propaganda 
advertising (AA, Feb. 3) had been 
answered Feb. 17 with a telephone 
invitation to appear Feb. 25 in the 
office of John W. S. Littleton, di- 
rector of the tax unit’s technical 
planning division. Mr. Proud said 
the AFA would attend, with its at- 
torney “plus a number of other 
friends.”) 

The Electric Companies Adver- 
tising Program was organized, un- 
der a different name, in 1941. It has 
no headquarters, no executives, no 
stationery. Its sole purpose is ad- 
vertising, contributed by the mem- 
ber companies. In years past, the 
maximum contribution by any one 
;company was limited to $55,000. 
Its working objectives were re- 
ported (AA, Nov. 17, ’52) as: (1) 
To improve the public attitude to- 
ward the business-managed elec- 
tric companies and (2) through 
such improvement of public opin- 
{ion to discourage further govern- 
ment encroachment on the electric 
business. 


s Ayer has been in charge of the 
national campaign throughout. In 
addition, it prepares a local mat 
service for member companies. 
Last month the 200th mat portfolio 
was shipped and at the time (AA, 
Jan. 27) it was estimated that 
member companies had put more 
than $100,000,000 worth of adver- 
| tising into newspapers through 
~~ program. 

Current advertising is entirely in 
| magazines, as was most of the 1956 
|}campaign which was disallowed, 
ECAP reports. But the account has 
been a heavy television advertiser 
in the past and also has used news- 
papers, radio and films. 

The electric companies advertis- 
ing program started in tv on a spot 
basis in January, 1952, using a 30- 
minute film drama using approx- 
imately 31 cities. Television began 
to play a major role in this cam- 
paign in February, 1953, when the 
electric companies bought “You 
Are There” (CBS-TV) on alternate 
weeks. 


s The addition of video brought 
the 1953 budget up to $2,000,000— 
a rise of $300,000 over the 1952 
level. In 1953, the companies also 
carried a 14-book magazine sched- 
ule and the “Corliss Archer Show” 
(ABC Radio). The sponsership of 
\“You Are There” continued until 
December, 1954; the electric com- 
panies returned to the show in Jan- 
uary, 1955, and stayed with it for 
11 months. The electric companies 
currently are not in radio or tv. 

In 1953, Opinion Research Corp. 
took a second survey for ECAP. It 
reported that public opinion on 
government vs. private manage- 
ment of the electric power and 
light industry had shifted; a dec- 
ade before, 52% of those inter- 
viewed favored government oper- 
ation. The 1953 survey showed 55% 
in favor of business management. 
ECAP was given part of the credit 
for the change (AA, July 20, ’53). 


Perfecto Cigars to Kastor 

Perfecto Garcia & Bros., Tampa, 
Fla., and Chicago, maker of Ha- 
vana cigars, has appointed H. W. 
Kastor & Sons Advertising Co., Chi- 
cago, to handle its advertising. R. 
Jack Scott Inc. is the previous 
agency of record. 


Shore Joins Torkel Gundel 

Ken Shore has joined the copy 
staff of Torkel Gundel & Associates, 
Chicago. He formerly was with the 
Minneapolis Star and Tribune and 
Campbell-Mithun. 
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BJ] Kidd, Veteran 
Adwoman, Writer, 
Is Dead at 52 


PHILADELPHIA, Feb. 20—Eliza- 
beth Jane Kidd, 54, (generally 
known as Bj Kidd), women’s 
copy director at Reach, McClinton 
& Co., New York, credited with 
being one of the originators, sev- 
eral years ago, of the famous 
Ladies’ Home Journal ad motif, 
“Never underestimate the power 
of a woman,” died Feb. 17 of an 
asthmatic condition and complica- 
tions while enroute to a hospital 
here. 

Although she had worked in New 
York during the past few years, 
Mrs. Kidd made her home in 
Philadelphia and spent most of 
her weekends here. 

Born in Buffalo, Mrs. Kidd 
worked on newspapers and maga- 
zines early in her career. She also 
was fashion ad manager of Straw- 
bridge & Clothier, Philadelphia de- 
partment store. From 1946 to °48 
she was secretary of the Advertis- 
ing Federation of America and 
subsequently became a_ director 
of the federation. While on the 
editorial staff of Ladies’ Home 
Journal, she wrote two books, “Just 
Like a Woman” and “Women Nev- 
er Go Broke.” 

Later, Mrs. Kidd joined N. W. 
Ayer & Son as a copywriter. Sub- 
sequently she became a copy group 
supervisor with that agency and 
later was a vp at Louis & Gilman. 
She also lectured extensively on 
advertising. 


® About three years ago she 
joined International Latex Corp., 
in New York, as director of 
women’s advertising. Last Octo- 
ber she became women’s copy di- 
rector at Reach, McClinton, which 
handles the International Latex 
account, 


FRANK GERHART 

Dayton, O., Feb. 19—Frank C. 
Gerhart, 55, advertising director 
for the Mead Corp., Dayton, died 
Feb. 12 in Miami Valley Hospital 
here after a long illness. 

Mr. Gerhart joined Mead four 
years ago as ad director. He pre- 
viously was with McDonald Print- 
ing Co., Cincinnati; Champion 
Paper & Fiber Co., Hamilton, O.; 
and American Type Founders Co., 
Elizabeth, N. J. 

He was a member of the Miami 
Valley Industrial Marketers Assn. 
and a member of the Paper Makers 
Advertising Assn. 

No successor to Mr. Gerhart at 
Mead has been announced. 


VIRGIL L. SIMMONS 

Fort LAUDERDALE, Feb. 19—Vir- 
gil L. Simmons, 65, president and 
co-publisher of the Fort Wayne 
Journal-Gazette, died of a heart 
attack here today. He had been 
vacationing here since Jan. 24. 

Mr. Simmons entered the news- 
paper publishing business about 
six years ago. Earlier he practiced 
law and served a term as Indiana 
state senator. 


HOMER B. PAYNE 
Cutcaco, Feb. 18—Homer B. 
Payne, 65, who had been a sales 


executive in Crowell-Collier Pub- 
lishing Co.’s Chicago office, died 
in Evanston Hospital Feb. 13. 

He was formerly sales and ad- 
vertising manager of Cribben & 
Sexton Co., kitchen range manu- 
facturer, and had worked for Bell 


& Howell Co. and Curtis Publish- 
ing Co. 


FRANK A. SOUTH 


DANVILLE, ILL., Feb. 20—Frank 
A. South, 43, partner in Pace, Root 
& South, died at his home here 


Feb. 9 following a three-month 
illness. 


yer ee a ah oo ie eae ee aac Rg gael”? FO it i Sd a a yc fe es Sea mic ed, a a se. 5 Jee hoe 
das ieee es iio,” ae an ella ee Rp. Se Ae Pee ee eee Pen eee oe eee ee pa er ae Se ee he ee ia: ee eee a. ee j kick dace ate fa 
i ae ¥ hares ee ae a ere ny ee Sy SR eegee ot al OTe be ene OY Ok Ae eg! eae 8, ea ey a : by . S a co. Ep re Sate Tie, Re ene sage 
eee se Bi Se ee ; - : ; Peel ee J , k ecards (eae ie ve git a ade 4 
: aa b 2 cs ay eter FET . zi a ‘2 a a 4 \. ena nt ei Re ee cee Baten pede ad Oe ts fs as bs Bi sie 
: ; * i =p ies ‘ ii aoe 51 Fate ie’ a : : 4 ie odd <" x i + pages Aneere Senre : wi tae : ay ol : Sa 
es ’ . 
ee — — 
ve 
He 
we 
‘s 
rm 
a 
¢ 
a 
Pie 
ae 
* 
| nat 
P weve to 2 Neigh 
<a 
- ei 
| i at 
SSM ee er | 
- 
_ ' _ fs a a 
} < 
Pee - - : ~- ~ oa - oe ‘ 
; i : : oe a ee Cee eee eae Oe NR Ra ee! i oe ee ee a a. eee ee LS ne BR on to ee ree ime die eM eee tee oP eee i 
. ee ae pie. i 5 ie 4 as ee ae he ee SR cr oe Se 4 a ne ei (fee) pate t Neen het By si ae ae ‘ sano 
* nai lta sce sg. a lala, GME aes Tai ea Nee tiene et ee Lauer a a a Sg a al OE Pe eer Se % ee es ey hee *. ¢ ie ee hae i : 
(gE So. etic cpe? eRe — 7 gle NE Armee ote eee me oe BOE rer cpimucal rE anaes yanat omee e MRIS 
> oe iS cate iis Oe Py pao ce Ly Zz Pi = ae Oe eee ees er eae, r r cae 
geld ag as i ci By ‘ : eee ane SMe yer ge pr gene emai Fa Se 3 ee + ne : ‘ 
eae % ie Ta (ieee es = ’ Eee hee act : ; he ie Ba ‘ ee 
ae ¢ ~ ire pat ea ey = 7. me Pt Pe Ne on eee ry 2) roe a oe ae B id cl dl et Dit ws 2 a Say As hae ee 


Advertising Age, February 24, 1958 


Fairbanks, Morse 
Follows Decker 
to Donahue & Coe 


Cuicaco, Feb. 20—Fairbanks, 
Morse & Co. will leave the Buchen 
Co. and shift its account to’ Dona- 
hue & Coe May 1, following the 
route taken five weeks ago by Ar- 
thur Decker, who handled the ac- 
count at Buchen for 12 years. 

Mr. Decker, a senior vp at Bu- 
chen, left that agency in the midst 
of a reorganization (following the 
retirement of Walther Buchen) to 
become senior vp and general man- 
ager of Donahue & Coe (AA, Jan. 
20). 

Fairbanks, Morse makes diesel 
engines and other heavy industrial 
equipment and reportedly bills be- 
tween $700,000 and $800,000 an- 
nually. 

Mr. Decker has worked on the 
Fairbanks, Morse account for some 
30 years, first at Henri, Hurst & 
McDonald and then at Buchen, 
where he moved in 1944. Fair- 
banks, Morse moved from Henri, 
Hurst to Buchen in 1946. # 


Leave Pay-TV to 
Congress, Senate 
Group Asks FCC 


WASHINGTON, Feb. 20—Chances 
for an early public test of pay tv 
suffered another severe blow to- 
day as the Senate committee on 
interstate and foreign commerce 
approved a resolution asking the 
Federal Communications Com- 
mission to leave the fate of toll 
tv to Congress. 

The commission has yet to reply 
to a similar resolution adopted two 
weeks ago by the House committee 
on interstate and foreign com- 
merce. But with the two congress- 
ional committees which handle 
radio-tv legislation seeking to hold 
up the toll-tv test the commission 
was expected to agree to a post- 
ponement of the experiments cur- 
rently scheduled to begin March 1. 

The Senate resolution, spon- 
sored by Sen. Strom Thurmond 
(D., S. C.), was approved by an 
undisclosed but reportedly close 
vote at a meeting of the committee 
today. 


s Meanwhile Sen. Warren Magnu- 
son (D., Wash.), chairman of the 
Senate cominittee on interstate and 
foreign commerce, has announced 
that his committee will hold hear- 
ings soon in an effort to resolve the 
toll tv impasse. The senator pre- 
viously has been classified among 
those who favored a large-scale 
test to determine the acceptance 
of toll tv. + 


One-Third of U.S. 
Dailies Now Sell for 
More Than 5¢: ANPA 


New York, Feb. 20—A steadily 
increasing number of newspapers 
throughout the U.S. are upping 
their street sale prices to 6¢, 7¢ or 
10¢, the American Newspaper Pub- 
lishers Assn. reports. 

Of 1,720 U.S. English language 
dailies—98% of the total—sur- 
veyed by ANPA, 564 now sell on 
the newsstands for 6¢, 7¢ or 10¢. 

Of the 564, 395 charge 7¢, 112 
charge 10¢ and 57 charge 6¢. Only 
1,135 papers in the country still sell 
for 5¢ a copy. High tide of the 5¢ 
price, ANPA notes, was 1951, when 
1,594 sold for a nickel. + 


O'Rourke Adds Heat Institute 

John O’Rourke Advertising, San 
Francisco, has been appointed to 
handle advertising for the Warm 
fir Heating Institute of Northern 
California. 
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HEU BLEIN 
COCKTAILS 


HAPPY FELLER—G. F. Heublein & Bro. 
Hartford, Comnn., 


ad for its ready-to-serve cocktails 


Heublein Ads Push 
‘Duet Drinking,’ but 
Wives Aren't Shown 


G. F. Heublein & Bro., Hartford 
Conn. 


showing that the pattern of socia 
drinking is 


vast swing to suburban living. 


the purchase, 


lights an 


ner. Also, the study 


lude to a family centered custom. 
paign is aimed principally at due 


|uations as “The happiest hour o 
the day”... 


heart-to-heart martini.” 


TIsING AGE was told. 


convenience of 
cocktails on various occasions. 


tising Agency has the account. + 


MacDonough, Black, 
Diddel, Harrison 
Named Kudner VPs 


New York, Feb. 20—Kudner 
Agency, traditionally light on vps, 
has elevated four account execu- 
tives to vice-presidencies. 

William A. MacDonough, ac- 
James F. Black, Goodyear account 
executive; Andrew Diddel, account 
executive on Pan American World 
Airways, and Rodger S. Harrison, 
National Distillers account execu- 
tive, are the new vps. 

All four joined the agency re- 


Kudner in 1956; he was formerly 
vp and director of advertising and 
merchandising for the Crosley- 
Bendix home appliance division of 
Avco Corp. Mr. Black, formerly 
with Benton & Bowles, joined the 
agency last year. Mr. Diddel, for- 
merly New York sales manager for 
Eastern Air Lines, also joined last 
year. Mr. Harrison, formerly at J. 
M. Mathes Inc., came aboard in 


July, 1956. # 


is breaking a 
weekly campaign in Life with this 


NEw York, Feb. 19—A new cam- 
paign starts in the Feb. 24 Life on 
a weekly basis for Heublein ready- 
to-serve cocktails, a product of 


The campaign will reflect the re- 
sults of a recent motivation study 


undergoing radical 
changes as a result of higher in- 
comes, more leisure time and the 


The study shows that the con- 
temporary American wife is play- 
ing an increasingly larger role in 
serving and con- 
sumption of cocktails. It also high- 
increase in so-called 
“duet drinking,” described as the 
custom of a quiet, leisurely hus- 
band-and-wife cocktail before din- 
shows, the 
cocktail hour is changing from an 
exclusively party-associated inter- 


The current advertising cam- 
| drinking. It will portray such sit- 


“That wonderful wel- 
come home hour”... and “Have a 


= But pictures of women definitely 
will not be used in the ads, ADVER- 


Other ads in the series, which 
will use pages, half pages and quar- 
ter pages in Life, will deal with 
the ease of entertaining and the 
ready-to-serve 


Lawrence C. Gumbinner Adver- 


| Last Minute News Flashes 


| AMF Account Shifts to C&W from Richards 


| New York, Feb. 2i—American Machine & Foundry Co. will move 
its corporate advertising and all 11 product accounts in the leisure 
activity, defense, industrial and atomic energy fields from Fletcher 
D. Richards Inc. to Cunningham & Walsh, effective March 31. 


Berrien Resigns Reach Post, Moves to Esty 


New York, Feb. 21—Curtis Berrien has resigned as senior vp and 
copy director of Reach, McClinton & Co. to join William Esty Co. in a 
Similar capacity. Succeeding him at the Reach agency is Al Goldman, 
formerly of the copy staff. 


Following Warm-Up, BBDO Will Pitch Hershey 


New York, Feb. 21—Batten, Barton, Durstine & Osborn, holding its 
annual meeting today, showed employes how the agency would go 
about soliciting Hershey Chocolate Corp., noted as a non-advertiser. 
But in this case, life will imitate art: In mid-March BBDO will put 
on the presentation for Hershey. There’s no indication that Hershey, 
'which probably has been solicited by more agencies than any other 
| candy company, has any new interest in retaining one. 


White Joins LaRoche as Head of Hollywood Office 


New York, Feb. 21—Arthur White, formerly sales manager of the 
Reddi-Wip Co., will join C. J. LaRoche & Co. March 1 as vp-in charge 
of its Hollywood office, succeeding Stuart D. Ludlum, who has re- 
signed. 


Swann Named Exec VP of Hartmann Co. 


New York, Feb. 21—Edwin D. Swann, who resigned Dec. 1 as vp 
and advertising director of Schenley Industries (AA, Nov. 18), has 
joined L. H. Hartmann Co. as exec vp and general manager. Before 
joining Schenley, Mr. Swann was a vp of the Biow Co. and was asso- 
ciated before that with Lord & Thomas, Foote, Cone & Belding, Dancer- 
Fitzgerald-Sample and other agencies. Hartmann handles several 
liquor accounts, including Schenley’s Cream of Kentucky straight 
and blended whiskies and its MacNaughton’s Canadian whisky. 


|| Hertz Sets $1,000,000 News Buy on CBS Radio 


Cuicaco, Feb. 21—Hertz Rent A Car System will invest $1,000,000 
to sponsor a daily world and business news program on the CBS radio 
network, starting March 17. Eight of the 12 weekly five-minute pro- 
grams will be devoted to business news. Campbell-Ewald Co. is the 
agency. 


Climalene Names D’Arcy; Other Late News 


e Climalene Co., Canton, O., will move its advertising account from 
Maxon Inc. to D’Arcy Advertising Co., Chicago, effective March 15. 
The company makes Climalene, Bowlene, Softo, Grill Kleen, Softene 
and Skiddo. Maxon acquired the account from Ruthrauff & Ryan (AA, 
June 3, ’57). 


e Robert Otto & Co., New York, has been appointed to place interna- 
tional advertising for Champion Paper & Fiber Co. The appointment 
comes via Campbell-Ewald Co., Champion’s domestic agency. 


e Irish Airlines, beginning transatlantic service April 28, has appoint- 


t ed the Caples Co., New York, to handle its advertising. 


e Bonnie cat food, previously sold only in ten western states, Hawaii 
and Alaska, will be tested in the New York market with a tv spot cam- 
paign on WABC-TV. Chapin-Damm Advertising, Sacramento, handles 
Bonnie cat food in the West; Atherton & Currier is the agency for the 
New York area. 


f 


e Political party leaders—Republican and Democratic—have signified 
approval of a plan to expand the Ad Council-American Heritage Foun- 
dation get-out-the-vote campaign to include a plea that voters help 
provide financial support for the party of their choice. A substantial 
portion of national party funds goes to support campaign advertising. 


e George Bamberger, formerly a vp of Gardner Advertising Co., St. 
Louis, has joined Tatham-Laird, Chicago, as an account supervisor. 


e Jerome H. Gordon, formerly associate director of marketing at Bry- 
an Houston Inc., has joined Kenyon & Eckhardt, New York, as an ac- 
count executive. At one time he was sales promotion manager of Sun- 
ray Drug Co. 


e Ford Motor Co. currently is using an extensive direct mail campaign 
to support a $50,000 contest promotion for Mercury. A four-color, 12- 
page booklet is being sent to Buick and Oldsmobile owners. Among the 
prizes are 10 new Mercurys, 10-$1,000 mink stoles and 100 transistor 


count executive on Frigidaire; | 


cently. Mr. MacDonough came to) 


radios. 


vious agency of record. 


e Delson Candy Co., New York, has named H. B. Humphrey, Alley & 
Richards to handle advertising. Diamond-Barnett Inc. is the pre- 


White Labs Boosts Two 

White Laboratories, Kenilworth, 
N. J., has promoted J. J. Floria 
to advertising manager and E. D. 
Reilly to assistant ad manager. Mr. 
Floria formerly was sales promo- 
tion manager. Mr. Reilly previous- 
ly was art and production director. 


Bauer & Tripp Names Two 
Elmer F. Jaspan, radio and tv di- 
rector of Bauer & Tripp, Philadel- 
phia, has been elected a vp of the 
agency. Bauer & Tripp also has 
named Mary E. Jones, formerly a 
copywriter at John Wanamaker of 
Philadelphia, to its copy staff. 


Gosden Joins BBDO in L. A. 
Freeman Gosden Jr. has joined 


the Los Angeles office of Batten, 
Barton, Durstine & Osborn as an 
account executive, a member of the 
group handling the Rexall Drug Co. 
account. He formerly was with 
Young & Rubicam. 


O'Donnell Joins Cerwin 

Clare O’Donnell, for the past six 
years public relations and promo- 
tion manager of the Los Angeles 
Mirror-News, has joined the San 
Francisco office of Herbert Cerwin 
& Staff, public relations company. 


Thompson & Clark Adds One 

Thompson & Clark, San Francis- 
co-Los Angeles publishers’ repre- 
sentative, has been named to rep- 
resent Golf Digest, Evanston, IIL., 
in the 11 western states. 


Don't Confine 


Radio Buys to 
Spots, Says Karol 


Show Proprietorship, 
Extra Time Can Improve 
Sell, Says CBS Exec 


PORTLAND, OrE., Feb. 19—The 
current hard-sell period in business 
calls for more time to talk with po- 
tential customers, John Karol, vp 
in charge of sales for CBS Radio, 
told the Advertising Club here to- 
day. 

“Many of us have become enrap- 
tured with the six- or eight-second 
commercial,” he said. “It’s true that 
it does have advantages. By buying 
a smaller segment of time, you pay 
less money. This enables you to 
buy more different segments and 
to reach more people. 

“But are you reaching them with 
impact and conviction? Perhaps 
the answer is yes for a few prod- 
ucts. For most products, I think the 
answer is no. In today’s increasing- 
ly competitive market, with more 
products vying for fewer consumer 
dollars, I believe you have to give 
more reasons why one product or 
service is better, more desirable 
than someone else’s.” 


# Mr. Karol also advised adver- 
tisers to give more careful consid- 
eration to the type of program 
their commercials are inserted in. 

“I think you should ask your- 
selves whether, for example, you 
reach the housewife best with a 
homemaker program or a record 
show, through a personality or via 
a dramatic program. And when I 
say ‘reach the housewife best,’ I 
mean reaching her with attention 
and believability. There is an enor- 
mous number of different types of 
programs on the air. 

“It makes sense to select those 
programs that attract the quality of 
audience your product requires,” 
he said. “Perhaps we have been 
putting too much stress on how 
many people we reach and too lit- 
tle emphasis on what kind of peo- 
ple they are. 

“It seems to me that there should 
be a greater variety of commercial 
messages per product. Some prod- 
ucts do well, I am certain, in rock- 
and-roll record shows. But I am 
not at all sure that the commercial 
used in that framework is suitable 
for use in a news broadcast. 


s “One of radio’s most powerful 
features is the fact that it allows 
the advertiser to match his mes- 
Sage to the mood of the program. 
There’s a lot more ‘sell’ available 
through radio for the advertiser 
who capitalizes on the framework 
of the program in which he is plac- 
ing his message,” he said. + 


Adclubs Form 2nd AFA Group 

Advertising clubs in New Jer- 
sey, Delaware, Maryland, eastern 
Pennsylvania, Washington and 
metropolitan New York have 
formed the second district of the 
Advertising Federation of Amer- 
ica. Alfred P. Rexford, Philadel- 
phia, has been elected governor of 
the new district, and William 
Donovan, Scranton, secretary- 
treasurer. Other officers will be 
elected March 8 at a meeting in 
Philadelphia. 


Zucker Heads Film Assn. 
Nathan Zucker, president of 
Dynamic Films, has been named 
president of the Film Producers 
Assn. of New York. Other officers 
include Lee Blair, Tv-Film Graph- 
ics, vp; Maxine Culhane, Shamus 
Culhane Productions, secretary, 
and Edward J. Lamm, Pathescope 


Co. of America, treasurer. 
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Warner Bros. Sets Up 
Recording Subsidiary 


| business through a new subsidiary, 


which eventually plans to develop 


Warner Bros., Burbank, Cal ig | and distribute electronics equip- 


entering the 


phonograph record 


TELEPHONE- 
ADDRESS BOOK 
It's Never Obsolete! 


Revisions made lightning- 
fast. Slip out old tab, re- 
place with new one. Always 
alphabetically perfect. No 
disarranged names, no messy markings. Spe- 
cial pages for Birthdays, Anniversaries, Xmas 
Card Listings. 

No. ‘‘55"’ $6.45 postpaid. Extra tabs $1.00 
for 100 (on perforated sheets) In N.Y.C., 
add 3% sales tax. No C.0.D. 

A. A, WIDDER ASSOCIATES, 110 Fifth Ave., 
N.Y.C. Visit our factory showroom (Cor. 16 
St.) CHelsea 3-2500. 


Lifetime “EVERNU 55” 


|ment. James B. Conkling, former 
president of Columbia Records, has 
been named president of the new 
subsidiary, with headquarters at 
Burbank. 

Warner’s entry into the record- 
|ing and sound equipment fields is 
in line with the motion picture 


company’s expansion and diversi- | 


| fication policy. Other areas wher« 
| the company is already active in- 
j}clude tv production—programs 
|}and commercials—and music pub- 
lishing. 


_Kniep Acquires Three 

Kniep Associates, Dover, N. J., 
has gained three new accounts. 
| They are Gordos Corp., Bloom- 
field, N. J., manufacturer of recti- 
fier tubes and mercury switches 
and relays; Uniflow Valve Corp., 
Cranford, N. J., air operated con- 
trol valve maker, and the Wire- 
bound Box Manufacturers Assn., 
| Chicago. 


4 
/ To reserve 


/ . 
/ a room in any 
Sheraton Hotel— 


just call the 


7. 


ae —_ 


~ ——_— 


NEW YORK — CHickering 4-0700 
CHICAGO — WHitehal! 4-4100 
SAN FRANCISCO — EXbrook 2-8600 


®% SHERATON 


THE PROUDEST NAME (MN HOTE LS 


EAST ROCHESTER 

NEW YORK BUFFALO 

BOSTON SYRACUSE 

WASHINGTON BINGHAMTON, N.Y 

PITTSBURGH (opens Feb. 1959) 
ALTIMOR 

PHILADELPHIA MIDWEST 

PROVIDENCE HICAGO 

ATLANTIC CITY RO! 


DETROIT 
CINCINNATI 
ST. LOUIS 


SHER, 


/ 

‘Sheraton Hotel» 
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a nearest you 
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MAHA CEDAR RAPIDS, lowa 
LOUISVILLE PACIFIC 

ALLAS SAN FRANCISCO 
Opens 1959 LOS ANGELES 
NDIANAPOLIS meena 
INDI NADA 
FRENCH LICK, Ind. caneanet 
RAPID CITY, S. D. TORONTO 


SIOUX CITY, lowa 
SIOUX FALLS, S. D. 


NIAGARA FALLS, Ont. 
HAMILTON, Ont. 


more about dogs | 


THE CHICAGO 
SUNDAY TRIBUNE 


SOMETHING SPECIAL—This poster was one of five Chicago Tribune 

entries selected by judges for a special award in the sixth Local 

Outdoor Advertising Contest sponsored by the Outdoor Advertising 
Assn. of America. 


‘Chicago Tribune’ Gets Award in Local 
Outdoor Contest; 12 Other Advertisers Win 


(Continued from Page 3) 
sas ‘ . 6 Richard Neely (agency); Artist, Barbara 
competition sponsored by the Art Briggs; Poster producer, H. S. Crocker 
Directors Club of Chicago. This|cCo. 
competition was held in advance Poster design (markets of less than 100,- 


f the local outdoor contest judg-| 0 population)—Advertiser, Caribbean 
ine ty 8 Gardens, Naples, Fla.; Agency, Lookout 


tors, Don Sternloff, Herbert Briggs and 


A Advertising Agency, Chattanooga; Plant 
There were twelve categories | operator, Citrus Advertising Co., Lake- 
in the local contest, with first] land, Fla; Artist, Ben Hampton; Poster 


producer, Vandsco Posters. 

Poster design (markets of 100,000 to 500,- 
000 population)—Advertiser, City of Rich- 
mond, Dept. of Public Utilities; and Com- 
monwealth Natural Gas Corp., Agency, 
Cargill & Wilson, Richmond; Plant op- 
erator, General Outdoor Advertising Co., 
Richmond; Art director and artist, Alfred 


place certificates going to the fol- 
|}lowing entrants: 


Poster campaign—one to three months— 
Advertiser, Adams Dairy, Blue Springs, 
Mo.; Agency, Valentine-Radford Advertis- 
ing, Kansas City; Plant operator, General 


Outdoor Adv. Co., Kansas City; Art direc-| 7. Cascino (agency); Poster producer, 
tor and artist, Jack O'Hara (agency);| yandsco Posters. 

Poster producer, Kansas City Poster Dis- Poster design (markets over 500,000 
play. population)—Advertiser, Albert Berry 


Poster campaign—more than three but 
less thar 12 months—Advertiser, WSTV- 
TV, Steubenville, O.; Plant operator, Ohio 
Valley Advertising Corp., Wheeling, 
W. Va.; Artist, Claude Stephens; Pos- 
ter producer, Ohio Valley Advertising 
Corp. (manugraphed). 

Poster campaign—1l2 months or more— 
Advertiser, Dixon Dairy Co., Little Rock, 
Ark.; Agency, Ted Lamb & Associates, 
Little Rock; Plant operator, John P. 
Baird, Little Rock; Art director and artist, 
John Sorensen; Poster producer, Inde- 
pendent’s Service Co. 

Painted bulletin campaign (unembel- 
lished)—Advertiser, May Co. Wilshire, 
Los Angeles; Agency, Milton Weinberg 
Advertising Co., Los Angeles; Plant op- 
erator, Foster & Kleiser Co., Los Angeles; 
Art director, Bruce Melin (May Co. Wil- 
shire); Artist, Greta Elgaard (May Co. 
Wilshire). 

Embellished painted bulletin campaign 
(non-rotary)—Advertiser, Virginia Trust 
Co., Richmond; Agency, Stone-Heffner- 
Cook Inc., Richmond; Plant operator, 
General Outdoor Advertising Co., Rich- 
mond; Art director, Robert W. Sverker; 
Artist, Emile Cahen Jr. 

Rotary painted bulletin campaign—(Tie) 
—Advertiser, White Satin Sugar, Portland, 
Ore.; Agency, Pacific National Advertis- 
ing, Portland; Plant operator, Foster & 
Kleiser Co., Portland; Art director, John 
Semple; Artist, Ernie Hagen. 

Advertiser, Peter Pan Bread Co., Salt 
Lake City; Agency, Harris & Montague 
Inc., Salt Lake City; Plant operator, Jex 
& Co., Salt Lake City; Art director and 
artist, Dick Bailey. 

Combined poster and painted bulletin 
campaign—Advertiser, the Borden Co., | 
San Francisco; Agency, Young & Rubi- 
cam, San Francisco; Plant operator, Foster 
& Kleiser Co., San Francisco; Art direc- 


Dodge-Plymouth, Houston; Agency, Aylin 
Advertising Agency, Houston; Plant op- 
erator, Houston Poster Advertising Co.; 
Art director, Roger Helm; Artist, Joe 
Slovacek; Poster producer, Independent’s 
Service Co. 

Painted bulletin design (unembellished) 
—Advertiser, Yellow Cab Co., San Fran- 
cisco; Agency, Honig-Cooper Co., San 
Francisco; Plant operator, Foster & Kleis- 
er, San Francisco; Art director, Alf Res- 
tad; Artists, Ed Renfro and Hisahi Tani. 

Painted bulletin design (embellished)— 
Advertiser, Cream O’Weber Dairy, Ogden, 
Utah; Agency, Harris & Montague Inc., 
Salt Lake City; Plant operator, Jex & 
Co., Salt Lake City; Art director and 
artist, Dick Bailey. # 


Foster Heads Ottawa Office 

J. R. Foster, for the past two 
years senior account executive in 
the Toronto office of Foster Ad- 
vertising Ltd., has been named 
manager of the new Foster office 
in Ottawa. The Foster agency also 
has appointed John Bartrem an ac- 
count executive in its Montreal of- 
fice. 


Metal Display Co. Boosts King 

Homer F. King, since 1952 sales 
representative for Advertising 
Metal Display Co., Chicago, has 
been promoted to general sales 
manager. He will be in charge of 
all advertising as well as sales pro- 
|motion activity. 


» 9 @ 


clear tabulating picture... 
p. 


... call R & S—reports processed swiftly and accurately 
on any and all phases of market and other research 


projects—large or small. ) ») 
») > os > @2 
Punching + Consistency Checking + Percentaging 
Tabulating + Coding + Pre-coding of Questionnaires 
) 
) ) 


No charge for consultation or estimates — one 


> cost per job, no hidden “extras” 


) ) 
RECORDING & STATISTICAL CORPORATION 
New York 13, N. Y¥.: 100 Sixth Avenue. WOrth 6-2700 
vd ‘Culonan @. ta 23 srg trveaeny aay 7-7357 


_ San Francisco 11, Cal.: 560 Sacramento Street. EXbrook 2-4341 
Montreal, Canada: 407 McGill Street. PLateau 3831 
Toronto, Canada: 650 King Street, West. EMpire 4-8351 
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Advertising Age, February 24, 1958 


‘58 Will Offset 
Slow Beginning, 
Allen Tells ABP 


| (Continued from Page 3) 

| suggested that business paper ex- 

| ecutives should undertake more in- 
ternal sales training and refresher 

| courses for salesmen. 

Mr. Allen quoted Dexter Keezer, 
vp and head of McGraw-Hill’s eco- 
nomic department, as being “bull- 
ish” about the latter part of 1958. 


® William K. Beard, ABP presi- 
dent, during the discussion of the 
increased use of general media by 
industrial advertisers, pointed out 
that when advertisers use general 
media they become more advertis- 
ing-conscious, learn to understand 
the value of advertising better, and 
thus come to realize that institu- 
tional advertising in general media 
cannot take the place of business 
papers for specific product sales 
messages to product distributors 
and users. 

Mr. Beard suggested six points 
that should be kept in mind by 
salesmen when selling in competi- 
tion with general media: 

1. “Understand the motives be- 
hind a company’s use of general 
media.” 

2. “Don’t criticize management 
for using general media.” 

3. “Ask yourself whether the ad- 
vertiser has really taken from Peter 
to pay Paul by shifting from prod- 
uct advertising in business papers 
to glamor advertising in general 
media. If so, do some creative sell- 
ing to convince the advertiser that 
both types of advertising may be 
needed for maximum results.” 

4. “Be understanding and a good 
loser when necessary.” 

5. “Bear in mind that so long as 
there is an adequate ad budget 
there is always a chance.” 

6. “Competitive conditions call 
for fresh appraisals and new sell- 
ing techniques.” 


® Richard N. Jones, advertising 
sales director of House & Home, 
stressed the need for more creative 
selling. He said business papers 
must help advertisers to use the 
business press more effectively. He 
recommended that business papers 
use more research and market in- 
formation to promote sales. 

In a discussion on the use of 
merchandising services by business 
papers, the consensus was any pub- 
lication selling merchandising 
services should make a printed list 
with the fees to be charged for such 
services available to advertisers. 
Several speakers warned against 
the danger of merchandising serv- 
ices getting out of hand “in a year 
of hungry salesmen.” 

The practice of basing advertis- 
ing appropriations on a percentage 
of the previous year’s sales, fol- 
lowed by many companies, was 
criticized as unrealistic in times 
such as these. Indeed, it was sug- 
gested that advertising budgets 
should be set on a percentage of 
what a company wants to do in 
sales in a given period. 

It was also suggested that busi- 
ness paper salesmen do more sell- 
ing at the product management 
level in an effort to help product 
managers move more merchandise. 


National Transitads Names 2 


Arthur E. Goldman, formerly 
advertising director of General 
Cigar Co., New York, has joined 
National Transitads, New York, as 
an account executive. John L. 
Davis, previously division sales 
manager of Reuben H. Donnelley 
Corp., has been appointed sales 
representative in the Philadelphia 
office of National Transitads. The 
Philadelphia office has been moved 
into the company’s own building at 
1424 Walnut St. 
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When neighbors want t 


o know about 


IMPROVEMENT 


4 


they ask Brooks Walker tor euxeiose, wo, 
who reads MECHANIX ILLUSTRATED 


When Brooks Walker added a spacious 
new living room and entry to his Elk- 
ridge, Md. home, he became the Number 
One “do-it-yourself” exponent of his 


neighborhood. 


Mr. Walker is shown above with his 
wife and son, Vaughan, who both 
pitched in to make the home addition a real family project. They 
did everything themselves from the foundation (complete with 
garage) to the roof, including the paneling and fireplace brick- 


7 g- 
Although his vocation is commercial photography, Mr. Walker 


firmly believes that anyone with a little imagination and a lot of 
determination can undertake large “do-it-yourself” projects and 
see them through to a successful conclusion. He handles smaller 
projects with equal facility, such as the outdoor colonial lamp 
which he is making at his combination power tool in the smaller 
photograph. In addition, he also spends many of his leisure hours 
working on a variety of inventions. 


As an avid reader of MECHANIX ILLUSTRATED, Mr. Walker 
bought his present automobile largely through the recommenda- 
tion of M.I.’s auto expert, Tom McCahill. For several years, he and 


Sources: Starch Consumer Magazine Report, June, 1957 
1957 MECHANIX ILLUSTRATED ‘Do-it-Yourself’ Survey 


his son have kept it in top condition by doing virtually all the 
necessary maintenance work themselves. 


Over 1,500,000 male readers, highly responsive to ideas and full 
of “do-it-yourself” drive, turn to MECHANIX ILLUSTRATED 
every month for complete facts on a wide variety of things to 
make, and for accurate up-to-the-minute information about cars 
and car upkeep. Photography, boating, hunting and fishing—sub- 
jects of interest to men—are fully covered in M.I. 


In cities and towns throughout the country, these MECHANIX 
ILLUSTRATED readers encourage and assist in their neigh- 
bors’ own home improvement projects. Because they believe in 
MECHANIX ILLUSTRATED, they buy and recommend M.L.- 
advertised products. If you advertise in MECHANIX ILLUS- 
TRATED, they represent an active, word-of-mouth 
sales force for you. 


MECHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO + MIAMI 
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